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High Court to Decide: 


Free’ Reversed 
by FTC, 3-2 


‘Ifs,’ ‘Ands’ and ‘Buts’ 
Now Can Be Decisive 
Under New FTC Rule 


WASHINGTON, Sept. 24—Copy- 
writers can go back to using the 
word “free” again as long as they 
don't deceive the public. 

The Federal Trade Commission 
has made the change possible by 
reversing its controversial policy, 
adopted in January, 1948, and still 
awaiting final adjudication by the 
Supreme Court. 

FTC ruled, by a 3-to-2 vote, that 
goods given without cost upon tre 
purchase of other merchandise 
may be advertised as “free.” The 
commission’s new standards for use 
of the word will be to consider a 
“free” offer unfair or deceptive 
under the following circumstances: 


s “1. When all of the conditions, 
obligations or other prerequisites 
to the receipt and retention of the 
‘free’ article of merchandise are 
not clearly and conspicuously ex- 
plained or set forth at the outset 
so as to leave no reasonable prob- 
ability that the terms of the ad- 
vertisement or offer might be mis- 
understood; or 

“2. When, with respect to the 
article of merchandise required to 
be purchased in order to obtain the 
‘free’ article, the offerer either (1) 
increases the ordinary and usual 
price; or (2) reduces the quality; 
or (3) reduces the quality or size 

(Continued on Page 8) 


4 A’s, NIAA Urge 
Standard Practices 


for Business Papers 


New York, Sept. 25—Sugges- 
tions for the advancement of busi- 
ness paper advertising, designed to 
promote adoption of standard prac- 
tices making such advertising more 
efficient and easier to handle, 
were issued simultaneously today 
by the American Assn. of Adver- 
tising Agencies and the National 
Industrial Advertisers Assn. 

Except on the subjects of circu- 
lation audits and validation of re- 
search, the two statements are vir- 


tually identical. NIAA recommends | 


a single auditing organization for 
both paid and unpaid circulation, 


while the Four A’s statement con- | 


fines itself to a suggestion that 
publishers “continue their con- 
structive efforts to develop meth- 
ods of verifying the entire circu- 
lation, both paid and unpaid por- 
tions, of business publications.” 


a On the other hand, NIAA’s state- 
ment omits the Four A’s conclu- 
sion that research in the field of 
reader acceptance “should be con- 
ducted by impartial, objective 
methods, and the results validated 
in such a way that they can be ac- 
cepted without discount by agen- 
cies and advertisers.” 

Both reports include recommen- 
dations on presentation of media 
information, operations, mechani- 
cal requirements, payment terms 
and agency recognition. They are 
based on drafts originally drawn 
up by Harold A. Wilt, J. Walter 
Thompson Co., New York. Mr. 
Wilt is a member of the Four A’s 
committee on business papers and 
chairman of the NIAA media prac- 
tices committee. 


Agency and Client Should Put Four Things 
in Writing, Hicken Tells California Admen 


Los ANGELES, Sept. 22——‘Failure 


to establish a clear working ar-| 


rangement with the client is not 
uncommon, but it is an unneces- 


sary advertising agency problem,” | 


members of the Southern Califor- 
nia Advertising Agencies Assn. 
were told by D. R. Hicken, Arthur 
Andersen & Co., which handles ac- 
counting for a number of agencies 
here. 

He said there are a number of 
basic principles in the agency-cli- 
ent relationship that should be 
agreed upon in writing, but in 
many cases they are not so formal- 
ized. 

Mr. Hicken listed these princi- 
ples which should be covered in 
any such agreement in writing: 

1. Provisions for the continua- 
tion and termination. 

2. Scope of the service to be 
rendered by the agency. 


s 3. The agency’s billing terms, 
including the items to be paid by 
the client, descriptions of terms of 
payment for special services and 
billing and paying schedules 
should be specifically set forth. 
4. The rights and duties of both 
client and agency in the event of 
termination, including handling 
and payment for unfinished work, 
unpublished material, and uncom- 


pleted contracts. 


“When agencies have estab- 


lished their client relationship on 


the basis of such written agree- 
ments, most of the misunderstand- 
ings relative to the account, from 
the planning stage to payment of 
bills, are eliminated,” Mr. Hicken 
asserted. 


s Covering the general subject of 
accounting in the management of 
a profitable agency, he warned 
that the risk of loss on accounts 
receivable is greater today than it 
has been for some time as evi- 
denced by the increase in the in- 
solvencies and bankruptcy cases 
being filed today, and a noticeable 
(Continued on Page 106) 


Canada’s Booming 


In this issue, from Page 73 
to 81, Advertising Age pre- 
sents a report on the spec- 
tacular growth of industry 
and the consumer market in 
Canada. In addition to a 
lengthy analysis of this ex- 
pansion and what it indicates 
for the future, there are 
numerous tables and charts. 


~_ - 
metro, 
Sonos 


DRY—Full-page color ads like this will run 
exclusively in Life for Smirnoff vodka. The 
sophisticated gentleman in the desert sip- 
ping a Martini will stress the quality of 
dryness of the drink made with vodka. The 
series will be backed in western states 
with newspapers and outdoor advertising. 
Lawrence C. Gumbinner Advertising, New 
York, is handling this account. 


Spingarn Blasts 
Ike and Howrey as 


He Leaves FTC 


WASHINGTON, Sept. 25——Last No- 
vember’s election results were fin- 
ally translated today into Repub- 
lican control of the Federal Trade 
Commission, but not before a de- 
parting Democrat got in his licks. 

Commissioner Stephen J. Sping- 
arn celebrated his departure from 
FTC by issuing a six-page blast 
assailing trends he regards as 
“ominous.” His chief targets were 
President Eisenhower and FTC 
Chairman Edward F. Howrey. He 
also suggested a congressional in- 
vestigation of FTC. 


® Mr. Spingarn charged there is a 
trend toward executive domina- 
(Continued on Page 4) 


FTC ‘Ad Liaison Committee’ Shaping 
Up, Ad Managers Learn at Meeting 


Y&R Head Asks Greater 
Self-Regulation; Suggests 
Ethics Auditing Group 


CHIcaGco, Sept. 23—The idea of 
an “advertising czar,” identified 
this time as “an audit group for 
advertising,” was advanced to the 
Assn. of National Advertisers this 
morning by Sigurd Larmon, presi- 
dent, Young & Rubicam. 

Business and business men have 
responsibilities not only to “our 
businesses themselves and to the 
customers we serve, but to the 
groups of which we are a part 
and to our country,” Mr. Larmon 
said, calling these latter responsi- 
bilities the “third dimension of 
business responsibility.” 

Generally, he conceded, busi- 
ness is doing fairly well on these 
latter fronts, and so is advertising, 
but there is too much unrelated, 
scattered effort for maximum ef- 
fectiveness. And there are too 
many abuses. 


® As examples of the abuses 
which creep into advertising, and 
which require more effective self- 
regulation, Mr. Larmon turned to 
television. Three weeks ago, he 
reported, he asked Y&R’s radio- 
TV department to check on TV 
commercials. They 
stations in six cities for one day 
each—280 hours and 50 minutes of 
TV in all. 

“In all but one case, network 
and independent alike,” Mr. Lar- 
mon reported, “there was found 
what can only be called obvious 
abuse of the standards set up by 
the industry itself to regulate com- 
mercials. There were 160 cases of 
programs exceeding the standard 
commercial time, ranging from a 
few seconds to single commercials 
over 10 minutes long in a 15-min- 
ute program. Frequent instances 

(Continued on Page 44) 


Last Minute News Flashes 


Ross Roy Accounts Go to Grant, Muench 


CHICAGO, Sept. 25—Ross Roy Inc. here has lost two major accounts 
while the Detroit office has added one. Grant Advertising has been 
appointed agency for Dad’s Root Beer Co. and C. Wendell Muench & Co. 
has been appointed by Visking Corp.’s Little Rock division for all its 
non-woven fabrics, including Miracloth and Viskon materials. Muench 
has also been named by Bosch Brewing Co., Houghton, Mich., form- 
erly handled by Brindley-Roth, Detroit. Ross Roy’s Detroit office, 
meanwhile, on Nov. 1 adds the Eljer Co., Ford City, Pa., plumbing fix- 
tures maker, formerly a Fuller & Smith & Ross client. 


Foote, Cone Gets Kool-Aid and Paper-Mate Pen 


Cuicaco, Sept. 25—Foote, Cone & Belding has added two major ac- | 


counts. One is General Foods’ newly acquired Perkins Products Co. 
division, maker of Kool-Aid here, and the other is Paper-Mate Co. in 
Los Angeles. Mason Warner Co. has been the Kool-Aid agency, and 
Erwin, Wasey & Co. formerly handled Paper-Mate. 


Du Pont Readies Drive for Anti-Freeze Products 


NEw York, Sept. 25—-E. I. DuPont de Nemours & Co. will break ad- 
vertising early in October for its anti-freeze compounds, Zerone and 
Zerex, for an intensive six-week campaign in daily newspapers and 
Sunday comic sections in major markets. In addition, insertions will be 
run in Country Gentleman and The Saturday Evening Post, and musi- 
cal jingles and spot announcements will be used on NBC’s radio and 
television networks. The company’s outdoor posters during the period 
will also feature the anti-freeze products. Batten, Barton, Durstine & 


Osborn is the agency. 


(Additional News Flashes on Page 107) 


monitored 21, 


Current Status of 
Hush-Hush FTC, ANA, 
Four A’s Confabs Told 


CuHIcAGo, Sept. 23—lIf present 
plans come to fruition, the Federal 
Trade Commission will shortly 
have a “consultive liaison commit- 
tee” to represent advertising. 

Members of the Assn. of Na- 
tional Advertisers, gathered here 
for their annual fall meeting, 


For other news and pictures of 
the ANA meeting see Pages 3, 14, 
44, 87 and 103. 


learned of the potential new com- 
mittee this morning when J. Ward 
Maurer, director of advertising of 
the Wildroot Co., and retiring 
chairman of the ANA, took the 
wraps off a hitherto hush-hush 
series of informal discussions be- 
tween representatives of the ANA, 
the American Assn. of Advertising 
Agencies and the FTC, aimed at 
developing closer relations between 
advertising and the federal body 
which has the official duty of 
keeping a watchful eye on adver- 
tising. 


8 “During this spring and sum- 
mer,’ Mr. Maurer reported, “‘three 
meetings have been held with re- 
sponsible officials of the FTC, in- 
cluding Chairman Howrey, and 
officers and directors of both ANA 
and the Four A’s participating. 
[Representatives of media groups, 
which were originally invited to 
participate, decided to sit out the 
preliminaries.| These meetings 
have produced substantial agree- 
ment that there is a need for a 
liaison mechanism between FTC 
and advertising as a whole, as well 
as agreement on the first steps to 
be taken to achieve this.” 
Briefly reviewing the history of 
(Continued on Page 103) 


Dow Chemical Goes 
into TV in Big Way 


MIDLAND, Micu., Sept. 24—Dow 
Chemical Co., which has not pre- 
viously used network television, 
is plunging into the medium in a 
big way—as participating sponsor 
on three NBC-TV programs. 

Beginning Dec. 19, Dow will al- 
ternate with Lewis Howe Co. 
sponsor of the remaining 10-min- 
ute segment of “Show of Shows” 


as 


(“All Star Revue” on the fourth 
week). Until Dow moves _ in, 
Adolph’s Limited will alternate 


with Lewis Howe. 

Dow, through MacManus, John 
& Adams, has bought a 15-minute 
Tuesday segment of the “Kate 
Smith Hour,” beginning Nov. 17. 
The company will join ‘“Today’s” 
list of backers on Nov. 16, with 
three participations weekly. Com- 
mercials will be devoted to a new 
Dow product, Saran-Wrap. 

Time for Lewis Howe (Tums) 
was bought through Dancer-Fitz- 
gerald-Sample. Adolph’s agency is 


Erwin, Wasey & Co. 
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‘AA’ Study Finds Many Top Agencies 


Don’t Have Public Relations Service 


Agencies Were Cagey 
in Listing Accounts 
and Billing Systems 


New York, Sept. 22—The role 
of the public relations department 
in the advertising agency is 4 
strange one. Many topflight agen- 
cies still do not have one. Many 
of those that do regard it purely 
as a service function. These, in 
general, are highlights of a survey 
of 31 agency public relations de- 
partments by ADVERTISING AGE. 

The agencies represented in this 
roundup have one thing in com- 


mon: They each have annual bill- | 


ings in excess of $5,000,000. 

Surprisingly, a large number of 
agencies replying to the question- 
naire felt they ought not list p.r. 
clients. Only a few indicated that 
their agency has a minimum p.r. 
fee, and fewer still stated what the 
fee is. 


Two more agencies said “no,” 
but entered a qualification. While 
Foote, Cone & Belding has “a very 
small group of people who devote 
their time exclusively to the pub- 
lic relations and merchandising in- 
terest of a foreign client,” it has no 
general p.r. operation. 

Henri, Hurst & McDonald, Chi- 
cago, pointed out that several years 
ago it set up a pr. subsidiary, 
which eventually was turned over 
to an individual operator, who now 
has some clients which are 
HH&M clients, although there is no 
corporate connection between the 
two companies now. 


@ Marschalk & Pratt’s publicity 
director, Charles R. Force, pointed 
out that the agency does not have a 
p.r. department, and only comes 
close to p.r. in 


_paigns which may have public re- 


lations objectives. M&P’s policy is 


to help clients find a p.r. counsel, | 


also | 


preparing cam- | 


| " 


|) 


Kaiser Aluminum 


~ runs A hamenuns 


Kaiser Aluminum 
Tells of Growth 
‘in Four-Color Ads 


OAKLAND, Sept. 22——The Kaiser 
Aluminum & Chemical Corp. has 
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Dunhill to Assure Self-Conscious Public Its 
Denicotea Holders Are Sensible and Dressy 


New York, Sept. 23—It’s time 


for a change...in filter cigaret- | 


holder advertising! 


This is what Alfred Dunhill of | 


London has decided for its Deni- 
|cotea cigaret holders on the basis 
of some psychological research by 
\its agency, Lawrence C. Gumbin- 
|ner Advertising Agency. 
| The agency discovered the pub- 
lic has several psychological blocks 
against holders which may be 
| holding down Denicotea sales. 
Primarily, both men and wom- 
en smokers feel that holders are 
conspicuous and are self conscious 
about using them in public. Also, 
|they find the visible evidence of 
poe and tars in the holder’s 
filter somewhat unpleasant. 


# So, Dunhill’s new campaign—to 
run in double columns in Life, The 
New Yorker, The Saturday Eve- 
ining Post, This Week Magazine 


j}and Time—will try to convert the | 
| conspicuousness of the holders in- | 


| to something like a social asset 


if the clients need one, and if the 
clients already have p.r. guidance, 


In fact, in these respects the pub- 
lic relations companies surveyed 
by AA earlier in the year (AA, every way...” 

June 8) were considerably more}! Now for the agencies who_ do 
candid. have p.r. departments, here’s a 

_rundown in alphabetical order: 

s Four agencies said they have no| N. W. Ayer & Son maintains a 
public relations operation. These p.r. office at 30 Rockefeller Plaza, 
were William Esty Co., Ruthrauff|New York. Marvin Murphy, v.p., 
& Ryan, Sterling Advertising Agen- | heads the operation with 40 em- 
cy and Tatham-Laird. | (Continued on Page 82) 


“we do our best to cooperate in. 


new position of major importance of good sense (cleaner, safer, 
in the nation’s aluminum indus- | more pleasurable”) and smart ap-| 


try. | pearance (“does your cigaret | 
| This particular trumpet—made | droop?”). 
;of aluminum, of course—is being; Ads will be headlined “What. 


,sounded with a new series of her-| I’m Doing Makes a Lot of Sense” 
_aldic measures appearing about} and “How do You Look When You | 
once a month in each of several | Smoke?” And, banished from the | 
leading national magazines, as fol-| ads are the “before and after” il- | 
lows: Business Week, Fortune, | lustrations of a nasty, black, tar- | 
Modern Metals, Newsweek, The | filled filter. Only a clean white 
Saturday Evening Post, Time and) one will be shown. 


U. S. News 


taken to loud exultations over its! by equating its use into a symbol | 


& World Report. 
It comes in four colors and the 
general theme is the boast that 


Copy also will stress the su- 
periority of the holder over ordi- 
“The 


nary filter-tipped cigarets. 
Kaiser is now manufacturing 30% | exclusive Denicotea crystal filter 
of all the aluminum made in the} 


; what I'm doing 
makes a lot of sense 


E-NICOTEA ve gevreig teaides 


Oe EMONHREES BHG THiwe 


purifies the smoke as no ordinary 
cotton, paper or fiber type of filter 
possibly can,” it says. 


country, and that its own partic- 


duction of aluminum before World 


War II. New York, Sept. 24—NBC Spot 


Sales executives have come up 
with a sales technique that should 
pay off handsomely at the cash 


s Commencing the series by de- 
| picting a sample of vigorous and 
muscular young men in the mining | register. 

of bauxite (aluminum ore) and! The strategy is to invite time 
turning this into commercial) buyers into Spot Sales’ attractively 
aluminum, the advertising pro- | refurnished offices for a look at 
gram will then progress to use a the choice TV shows on NBC-rep- 
single aluminum product in each resented stations around the coun- 
ad as the subject matter, such as' try. The buyers are shown “live” 
sheets, conductors, rods and bars, | presentations—not old kinescopes 
industrial foil, and so forth. '_—of the local personalities with 


POSITIVE APPROACH—Robert Pliskin (left), McCann-Erickson, shows his new poster 

designs to Ken R. Dyke of Young & Rubicam and Otto W. Prochazka, Anderson & 

Cairns, who are both on the American Assn. of Advertising Agencies’ committee on 

improvement of advertising. The posters urge agency people to report bad adver- 

tising to Four A‘’s headquarters, saying: ‘‘Don’t just get into a stew over objec- 
tionable advertising—do something about it!’ 


Help Fight Objectionable Advertising, 
Agency Men Urged by Four A’s Posters 


New York, Sept. 22—The Amer- 
ican Assn. of Advertising Agencies 
is releasing a new series of re- 
minders for agencies participating 
in the Four A’s interchange plan 
to encourage agency people to re- 
port any examples of objectionable 
advertising they may see or hear. 

The first poster urges agency 
people, “Don’t just blow your top 


which is outside the scope of regu- 
latory bodies. It is supervised by 
the Four A’s committee on im- 
provement of advertising content, | 
headed by Ken R. Dyke of Young’ 
& Rubicam. 

Currently, 216 member agencies 


'and 108 non-members are partici- 
|pating in the interchange. Their 


over objectionable advertising—do | 


something about it!” 

Intended for use on the bulletin 
boards of cooperating agencies, the 
posters point out, “Your agency 
is cooperating with the Four A’s to 
reduce the small but persistent 
amount of advertising that em- 
bodies dubious claims or is in 
questionable taste. Such material 
offends the public, and hence 
harms all advertising. You, per- 
sonally, need only find examples, 
but that first step is up to you.” 

A series of four posters has 
been prepared by Robert Pliskin 
of McCann-Erickson. 


s The interchange of opinion on 
objectionable advertising is a con- 
tinuing Four A’s program to help 


reduce objectionable advertising 280 Madison Ave. 


complaints are forwarded by the 
Four A’s without identification or 
endorsement to agencies placing 
the advertising concerned, for 
whatever action the agencies may 
wish to take. 

Participation in the interchange 
is open to all agencies interested 
in voluntary self-improvement, as 
opposed to censorship and regula- 
tion. 


KPOL Promotes Two 

Hugh R. Murchison, president 
of KPOL, Los Angeles, has as- 
sumed the cuties of general man- 
ager. Fred Custer, auditor and of- 
fice manager, has been promoted 
to station manager. 


Esmond Associates Moves 
Esmond Associates, New York) 


Young & Rubicam, San Francis- 
co, is the agency. 


‘Post-Standard’ 
in Syracuse Hits 
125th Anniversary 


SYRACUSE, Sept. 22—The Syra- 
cuse Post-Standard marked _its 


125th birthday last week with a| 


242-page issue that had a circula- 

tion about 50% over its normal 

102,000 copies. 
About 700 


persons attended a 


dinner at which plaques and silver 
bowls were presented by the pa- | 


per to the oldest business concerns 
in the city. Gov. Thomas E. Dewey 
and Sen. Irving S. Ives spoke at 
the affair. 

The Post-Standard also spon- 
sored showing of art masterpieces, 
and put on display some of its own 
front-pages through the years 
since 1828. 


Erie‘s Coupon Law Ruled Out 


The anti-coupon ordinance ef- 
fective in Erie, Pa., has been ruled 
unconstitutional by Common Pleas 
Judge Elmer L. Evans. The deci- 


| sion marks a legal victory for Lob- 


law Inc., Buffalo food chain, which 
had 880,000 merchandise coupons 
in circulation in Erie when the or- 
dinance was passed July 7. 


WDOK Names Representative 
WDOK, Cleveland, has appointed 


/Everett-McKinney to represent it 


nationally. The 5,000-watt station 


agency, has moved its offices to| formerly was handled by Joseph 


| Hershey McGillvra Inc. 


outstanding sales records in their 
own markets. 

| Charles R. Denny, v.p. in charge 
_of NBC’s owned stations division, 
calls the strategy “electronic spot 
buying.” He explained that the 
‘closed circuit hookups can be used 
to show an agency prospect in New 
| York a local cooking show in Los 
| Angeles. Or a timebuyer in Chi- 
/cago can watch a late evening pro- 
gram in New York. This service is 
| available to the 11 TV stations rep- 
resented by NBC Spot Sales. 


# Trial run demonstrations of the 
‘technique were staged this week 
for agency men and the press in 
New York, Chicago and Los Ange- 
les. This 30-minute program gave 
a brief sample of the fare offered 
on five stations on the represen- 
tative’s list. 

Emcee for the proceeding was 
Steve Allen, the first man to liven 
up the late evening airwaves in 
New York since the Jerry Lester 
telecast bogged down in temper- 
amental difficulties. Mr. Allen 
didn’t mention it but there is still 
open time for national, regional 
or local advertisers on his WNBT 
shenanigans. 


® Buyers will have to wait a long 
time before they hear a more hil- 
ariously muddled explanation of 
the true meaning of ratings than 
that delivered by Mr. Allen, who 
mixed football, bridge and figures 
galore on his ARB (“All Right 
Boys”) chart. 

Personalities 


fleetingly show- 


le tput is two and -h “NBC TV B S Li Sh 
ilies aneaies thon tos eles cen uyers ee a lve Ow 


cased included Inga Rundvold of 
“Inga’s Angle” from WNBW, 
Washington, “Uncle Win” (Win 
Stracke) from WNBQ, Chicago; 
George Skinner from WPTZ, 
Philadelphia, and Jack McElroy 
from KNBH, Los Angeles. None of 
these stars demonstrated his tech- 
nique with commercials—but pre- 
sumably they will do so at other 
sessions, particularly when specific 
prospects are brought in for a 
look-see at a specific show. 


Science Students’ 
Publication to Bow 


Early in January 


Cuicaco, Sept. 23—Industrial 
Science and Engineering, a student 
edition of Industrial Laboratories, 
will be launched in January and 
will be published six times during 
the academic year. Industrial Lab- 
oratories is a monthly. 

The new magazine will be cir- 
culated free to senior and post- 
graduate students working for 
degrees in engineering and the 
physical sciences. Initial guaran- 
teed circulation will be 35,000 per 
issue. Advertising rates begin at 
$900 for a page one time. Color and 
bleed pages will be available at a 
slightly higher cost. 

Editorial content will feature 
career information, technical ar- 
ticles, news of some 30 professional 
societies and a listing of fellow- 
ships offered to students. The pub- 
lisher is Industrial Laboratories 
Publishing Co., 201 N. Wells St. 


Equitable Promotes Lyons 
Daniel J. Lyons, since 1945 as- 


‘sociated with the advertising de- 


partment of the Equitable Life As- 
surance Society of the U. S., New 
York, has been promoted to as- 
sistant advertising manager. 


KONA Appoints Irvine 

Jack Irvine, formerly sales man- 
ager of KULA, Honolulu, has been 
appointed local sales manager of 
KONA, Honolulu. 
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DALI TOUCH—Ads like this, featuring an 

illustration by Salvadore Dali, are being 

used by De Beers Consolidated Mines in a 

year-around campaign to maintain the 

popularity of diamonds. N. W. Ayer & Son 
is the agency. 


De Beers Starts 
Big New 12-Month 
Diamond Ad Drive 


PHILADELPHIA, Sept. 23—A new 
12-month campaign cof advertising, 
publicity and promotion, designed 
to keep diamonds at their current 
alltime peak of popularity, has 
been launched by De Beers Con- 
solidated Mines Ltd. through N. W. 
Ayer & Son. 

Life, Look and The Saturday 
Evening Post will each carry eight 
single page ads in four-color bleed. 

Artists who continue to do some 
of the fine illustrations for De Beers 
are Brian Connelly, Charles Rain 
and Salvador Dali. Two other ads 
will use fine art photography. The 
ads will feature the tradition of 
the engagement diamond. 

The fashion series will continue 
in Harper’s Bazaar and Vogue, 
with Town & Country added to 
the list. Five ads, each a four- 
color bleed page, will be used. This 
series will be designed to support 
the sale of larger diamonds. 

Four publications are scheduled 
in the jewelry trade field, with 
the series consisting of 12 one- 
page ads. 


® Ayer’s public relations depart- 
ment in New York, Paris and 
Hollywood will continue its big 
publicity campaign for diamonds. 
The department will work with 
designers and manufacturers of 
clothing and jewelry, movie stars 
and fashion leaders, and with me- 
dia. Lecture work also is being 
carried on with jewelers, schools, 
clubs and other groups. Last year’s 
publicity campaign reached an 
estimated several million people 
daily. 

The program for offering deal- 
ers special sales aids has been 
accelerated and intensified. A new 
booklet is being prepared for jew- 
elers on methods and techniques 
for developing retail sales of larger 


diamonds. A total of 30,000 copies | 


will be printed. Window and coun- 
ter cards are being prepared and a 
new retail mailing piece on an- 
niversary gifts is currently being 
completed for a total of about 3,- 
000,000 imprints. 


® Two highly popular booklets, 


“The Day You Buy a Diamond” | 


and “More Dollars 
monds,” 


from Dia- 
will also be reprinted in 


big quantities. A new three-reel | 


color film, titled “A Diamond is 
Forever,” has been completed and 
will be booked for about 6,000 
showings on the — school-club- 
church circuit. 

In the 14 years since Ayer began 
the diamond campaign for De 
Beers, sales of diamonds have in- 
creased greatly. When the cam- 
paign began in 1939, about a quar- 
ter of a carat of cut diamonds was 
imported for each marriage that 
took place in this country. Now the 
average has just about doubled. 


, 1953 


|publishing company 
| succeed his brother, the late Cur- 


Donald McGraw Sees 
No Basic Changes in 
McGraw-Hill Policies 


NEw York, Sept. 22—No changes 
in basic management policies of 
McGraw-Hill Publishing Co. are 


contemplated, Donald C. McGraw, 


newly elected president of the 


company, told an informal press © 


conference today. 

Mr. McGraw, former v.p. for 
manufacturing and general serv- 
ices, was elected president of the 
Sept. 17 to 


tis W. McGraw. He emphasized 
today that he intends to carry on 
the policies of his brother but will 
see to it that there is more team- 
play and sharing of responsibility 
by executives of the company. 
The late president of the com- 
pany, Donald McGraw said, liter- 
ally worked himself to death and 


tion should be expected, and are) 
willing, to share. 


® In answer to questions, Mr. Mc- 
Graw said that the company is 
experimenting with a new type of 
printing press which, it is hoped, 
will have the advantages of both 
flat bed and rotary presses for let- 
terpress printing of magazines for 
both long and short runs. It is still 
too early, he cautioned, to discuss 
details as the press is still in an} 
early experimental stage. 

Printing costs are likely to in- 
crease generally in the next few 
months, Mr. McGraw predicted. 
But, he said, he did not apprehend 
any marked trend toward higher 
prices for machine-coated book 
paper. 

Advertising rates in the business 
paper field, he said, may be ex- 
pected to increase in line with 
higher labor and printing costs. | 

His successor as v.p. of manu- | 
facturing and general services, Mr. | 


for another week or ten days. In| 
the meantime, Mr. McGraw will 
make a tour of the company’s dis- 
trict offices in Chicago, Detroit and 
Cleveland. 


@ Col. Willard Chevalier, execu- 
tive v.p. of the company, the only 
other company executive at the 
conference, pointed out that the 
basic McGraw-Hill policies, laid 
down by the company’s founder, 
(Continued on Page 109) 


BETWEEN SESSIONS—Relaxing after the opening session of the 
Assn. of National Advertisers meeting Monday were (from left) 
Earle Johnson of Gerber Products Co., Fremont, Mich.; Dick Goe- 


of Gerber. 


bel and Robert Cady of Nestle Co., New York; William Morgan 
and Ershel Redd of Continental Oil Co., Houston, and Ken Baker 


Marketing Research Shape, Scope and Color of TV in ‘55 


Must Be Researched, 


carried too heavy a burden, which ’ 
other executives of the organiza-/| BUchen Ss Mead Says an 


CuHicaco, Sept. 23—A group re- 
search project similar to the Ad- 
vertising Research Foundation and 
the Research Institute of the Na- 
tional Industrial Advertisers Assn. 
is needed to clear up some of the 
“basic questions” in marketing 
research, according to Fergus 
Mead, v.p. of Buchen Co. 

Mr. Mead told a meeting of the 
American Marketing Assn. here 
last night that since the colleges 
and universities have not taken 
the lead in developing research in 
this area, and since the markei- 
ing research departments of in- 
dustries are more interested in 
plugging the gaps in the field's 
foundations, it is up to a group 
like the AMA to do something 
about it. 


® He suggested that either the 
AMA itself or a committee of the 
AMA could do this job. He pointed 
out also that the ARF itself pro- 
vides the framework for group 


research’s problems. 
Some of the basic 


which Mr. Mead thought need 


_to be worked upon are the validity 


of mail surveys, techniques of re- 
searching for new products, relat- 
ing cultural stratification to econ- 
omic stratification, the effects of 
the growth of self-service in drug 
stores, department stores, etc., and 
the effects of the discount houses 
on the merchandising of many 
lines, 


Premiums Take Tenth 


NEw York, Sept. 22—-Premiums 


them. Costs, 


/are now being used to counteract 
the operations of dealers who offer 
discounts on appliances, according 
,to Seymour Mintz, v.p. in charge 
of advertising for the Admiral 
| Corp. 

“We have found that when we 
offer a dinette set to customers 
| buying an Admiral product, they 
|do not ask for cut prices on mer- 
chandise,” he told the Premium 
| Advertising Assn. of A:nerica here 
| today. 

Mr. Mintz, who said his com- 
pany will set aside practically one- 
tenth of its total advertising budget 
for premiums, because business is 
“getting really competitive,” said 
customers usually are satisfied to 
get a premium and thus do not 
insist on a discount. 


# Mr. Mintz said the appliance and 
TV industry is using premiums 
mainly to create store traffic and 
to close sales. During the political 
conventions last fall, he said, his 
company gave away 2,000,000 
tumblers to people who went into 
stores to see any Admiral appli- 
ance. Each prospect got a set of 
four tumblers—-500,000 people got 
which amounted to 


of Admiral Budeet: 


Stanley Parties Used 77,000,000 in 1952 


15¢ per set, were shared equally 
by manufacturer, distributor and 
dealer. 

“There isn’t any other means 
that we know of whereby you 
could get a customer into a store 
for 15¢,” said Mr. Mintz, “especial- 
ly when the dealer has to spend 
only a nickel.” 

He told of moving 10,000 Admir- 
al refrigerators through an Oster- 
izer promotion. “As you know,” 
he explained, “this is a liquid blen- 
der that all women want but very 
few will pay $40 for. We found by 
giving this away with the purchase 
of an Admiral refrigerator that we 
had an ideal item with which to 
close a refrigerator sale.’ 


® Donald R. Grimes, president of 
the Independent Grocers’ Alliance, 
reported on the IGA Premium 
Club, now in a pilot test in seven 
wholesale territories. 


Consumers in the seven areas 
received 300,000 club booklets con- 
taining descriptions of wel! -known 
premium items. Each store was 
given 100 extra books for distribu- 
tion at the point of sale 

“If a consumer looks at the club 
booklet,” he explained, “and de- 


(Continued on Page ©) 


problems | 


Color Demonstrations, 
Panel, Case Histories 
Help Put TV in Focus 


CuHIcaGo, Sept. 23—Leading fig- 
ures in the television industry 
looked into their crystal balls here 
yesterday in an effort to give 
members of the Assn. of National 


ANA Meeting 


Advertisers a preview of the shape 
of things to come in television. 

| As a result, most ANA members 
|came away with these convictions, 
jamong others: 


e 1. Color TV is “right around the 
| corner.” All that’s holding it up is 
|FCC approval and the production 
of color sets. The RCA closed-cir- 
| cuit demonstrations of electronic, 
completely compatible color TV 
|amazed most viewers with its tech- 


McGraw said, will not be named exploration of some of marketing|nical excellence and left the im- 


|pression that only minor refine- 
ments are required. 


e 2. There are going to be a good 
many more TV stations on the air 
within the next year or two, but 
the number will probably level off 
at perhaps 850 or 1,000, and the 
possibility of all the 1,900 avail- 
able licenses being put into opera- 
tion within the foreseeable future 
is extremely remote. 


,@ 3. The number of network out- 

lets will increase substantially as 
|more stations go on the air. So 
| will the cost of network shows. 


e 4. Networks are likely to try 
harder than ever to develop par- 
ticipation shows, regional adver- 
tising and other gimmicks to keep 
TV costs within the possibility of 
“limited budget” advertisers. But 
it is going to be a hard struggle. 


's To take a good look at televi- 
sion, the ANA yesterday morning 
put together a panel, under the di- 
rection of Edwin W. Ebel, General 
Foods director of advertising and 
merchandising, composed of lead- 


d ‘56 Foretold for ANA Members 


ing advertisers and leading TV 
authorities. 

A special guest was Rosel H. 
Hyde, chairman of the Federal 
Communications Commission. Rep- 
resenting broadcasters were Rob- 
ert Kintner, president, ABC; J. 
Leonard Reinsch, managing direc- 
tor, Cox Stations, Atlanta; John 
L. Van Volkenberg, president, CBS 
Television; Sylvester (Pat) Weav- 
er, assistant board chairman, NBC; 
and Chris J. Witting, managing 
director, DuMont TV Network. 

Representing advertisers were 
Storrs Case, advertising manager, 
Sun Oil Co.; B. R. Donaldson, di- 
rector of advertising, Ford Motor 
Co.; Wallace T. Drew, advertis- 
ing manager, Bristol-Myers Co.; 
A. N. Halverstadt, manager of the 
broadcasting, media and art divi- 


sion of Procter & Gamble Co.; 
Stanley Pulver, media manager, 
broadcast, Lever Bros. Co.; and 


William L. Weddell, v.p. in charge 
of television, Leo Burnett Co. 


s Mr. Hyde, answering a series of 
questions from Mr. Halverstadt 
with regard to general FCC pol- 
icies and the outlook for TV, said 
that there are now 250 TV stations 
operating in 166 markets, and 525 
stations are now authorized. When 
750 stations are on the air, he 
said, TV will reach approximately 
80% of the population, and the ma- 
jority will have a choice of at least 
two stations. 

By the end of 1954, he said, 
there will probably be about 750 
stations authorized, and by the 
end of 1955, perhaps another hun- 
dred. After that, the number of 
applications is expected to drop 
off sharply. 


es Mr. Donaldson asked Mr. Van 
Volkenberg to do some guessing 
about costs and coverage. He was 
told: 

As of Oct. 1, CBS has 140 sta- 
tions in the continental U. S., but 
has added only 12 to its basic list, 
so that a network advertiser must 
now use 41 stations, the others be- 
ing available on a supplementary 

(Continued on Page 104) 


ADMEN MEET—Getting together before the first lunch Monday at the Assn. of Na 

tional Advertisers meeting were (from left) Peter West, Quantacolor Co., New York; 

Arthur B. Merriam, Bemis Bro. Bag Co., St. Louis; Mark K. Pinkerman, Reichhold 
Chemicals, New York, and Garth Salisbury of Bemis. 
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Spingarn Blasts 


Ike and Howrey as 


He Leaves FTC 


(Continued from Page 1) 
tion of the commission because 
its budget requests “are not really 
its own but those of the Presi- 
dent’s budget bureau,” because 
legislative recommendations must 
be cleared with the Budget Bur- 
eau, and because power over the 
FTC staff is unduly centralized in 
the FTC chairman, who is respon- 
sive to the President who ap- 
pointed him. 

The bill of indictment issued 
by Mr. Spingarn also claimed 
“there are ominous signs that pol- 
itical considerations are beginning 
to dictate staff appointments, re- 
assignments, promotions and dis- 
missals. 


“To be effective, the commission 
must have a highly competent and 
uncowed staff which genuinely be- 
lieves in the objectives for which 


the commission was established. | 


This means,” he added, “that 
members of the staff must also 
enjoy a large degree of indepen- 
dence.” 

Mr. Spingarn urged FTC not to 
“be afraid to deal with controver- 
sial matters,” advocated higher 
appropriations, more work in the 
economic reporting field, less re- 
liance on “unenforceable voluntary 
agreements” in the anti-monopoly 
field, and a strong stand against 
“current efforts to weaken or 
emasculate the anti-trust laws.” 

Although the departing Demo- 
crat did not say so in his state- 
ment, it is known that his allusion 
to efforts to weaken the anti-trust 
laws reflects his fear that Congress 
in 1954 will pass legislation to leg- 
alize basing point prices. 

Ironically, the original sponsor 
of that legislation was John W. 
Gwynne, who succeeded Mr. 
Spingarn on the FTC today. 


CHARLES M. UNDE! 
moted to v.p. in cho 
gramming for Ameri: 


of the ABC-TV prog: 
August, 1951; 


CBS Te 


he for 
manager of the prov 


of television pro- 


| Broadcasting Co., 
New York. He has been 


national director 


erly was general 
sm department of | 
ision. | 


‘Barre Times’ Aliers Columns 


The Daily Times, 
changed from an 
(12% picas) format to nine col-| 
umns (11% picas) 


Barre, Vt., has | 


Adv 
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Highlights of the Week’s News 


FTC-ANA plans were unwrapped at the Chicago convention. If they 
come te pass, FTC will have a “‘consultive” committee to represent 
advertising and develop cleser relations.................... Page 1 

“Free” isn’t se narrow under a new FTC ruling. The definition now will 


mean that goods given without cost with another 


can be advertised as free........ 
Many big agencies lack p.r. service, an AA survey discloses. Many 
ad agencies that do have public relations departments regard it 
strictly as a service operation..... 
Psychology blocks cigaret holders, Dunhill has decided. So a new 
ad series plays up smart appearance of holder-users and drops 
pictures of nasty, tar-filled filters... ....46.0sedcecccscecs Page 2 


| Color’s coming soon, ANA members believe after 
LL has been pro-| 


purchase 
eRe ee eT eee Teer Page 1 


ee eT ee er Sir ee tere Page 2 


a peek into the 


future of TV. Other predictions based on convention sessions are 


more stations, more net outlets 


Pile wy os f OLN DES Cx abe Page 3 


Copywriters are not in the ad business, AA declares in an editorial. 
» department since | 


A man who writes a toothpaste commercial is in the dentifrice 
business and should know it...... 
Book distribution is antiquated, at least as far as hard-cover volumes 


are 


concerned. Book Manufacturers 


Ce ee Pee Se ne Page 12 


Institute also hears that 


paper-backed editions are not the ultimate answer to sales prob- 


lems 


Si aeata aaa te tai eiaaSssi ca Ge AR Ears Weel ee WER ed aE Re Page 22 


eight column MAB is back with the annual claim that magazines carried more ad- 
vertising than any other medium last year. The bureau says 2,538 
advertisers spent more than $25,000 each on national campaigns in 


| 


read THE 


DES MOINES SUNDAY 
REGISTER 


86.8% Have it Delivered to Their Homes 


. « . as reported by the Advertising Research Foundation in its first 


1,310,000 


IOWA PEOPLE 


| 


periodicals 


brough announces. 


ER Oee eee a eee eee See eT ee ORT ee eee Page 36 
First consumer survey of African natives has been started, 
Purpose of the study 
south of Johannesburg 
| Hertz tie-ins with airlines hiked plane-auto use 42% 
though not a new idea, the Rent-A-Car 


Chese- 
is to find new markets 
ES COREE TE Page 43 

last year. Al- 


from the airport system 


caught on recently as promotions bloomed................ Page 52 
Newspapers will use much more r.o.p. color in the near future. The 
big debate centers on whether three-color or four-color printing is 
NI MN 53 Gis cis Soe oda ELE Nik) ak Cake NO kw Page 56 


Co-op budgets are tied to newspapers, an NBC executive charges. 


He 


complains that broadcast advertisers restrict food retailers to print 


when chains want to buy air time 


Pr ee re eng eas age oy Page 62 


The term “advertising” is defined by company treasurers—the men 
who inspect corporation budgets. J. K. Lasser studied the subject at 
AA’s request and tells what is and what is not included as adver- 


| PPETETECET TIPTREE EL LEE LE Page 68 
REGULAR FEATURES 

| Advertising Market Place ....90 Looking at Retail Ads ...... 70 
Along the Media Path ........ 54 Paaes Ovder Citic .........; 70 
Coming Conventions ........ 48 Merchandising Devices ...... 38 
Creative Man’s Corner ...... 67 Tere ree 106 
Department Store Sales ..... 42 Photographic Review ....... 100 
I Sctg SO nag ork @ 251d OO 12 PE I 6 ko se se ciecccaes 12 
Eye and Ear Dept. .......... 68 Salesense in Advertising ....67 
Farm Publications Linage ...94 Voice of the Advertiser ..... 92 
ere Te ree 16 What They’re Saying ........12 


Getting Personal 


statewide audience study of 14 Sunday newspapers circulating in Iowa. 


New York 36, New York. 


For complete facts on where these people live, what 
they earn, what they own, see “A study of The Des 
Moines Sunday Register Audience in Iowa.” 
details on how to get your copy, write Advertising 
Research Foundation, Inc., 11 West 42nd Street, 


For 


THE DES MOINES SUNDAY REGISTER } 


.-.an “A” Schedule Newspaper in an ‘“‘A-1"’ Market 


FF eT 


IT'S UNANIMOUS / THEY ALL AGREE, WHAT 
THIS COMPANY NEEDS 1S AN 


ADVERTISING COMIC BOOK/ F 


~ FOR OUR 
COMPANY ? 


Wyes... ano FOR ANY 
COMPANY THAT WANTS 
MAXIMUM \iMPACT IN 
A “SPECIAL STORY" 
IT HAS TO PUT 
ACROSS. 


WELL WHAT 


ADVERTISING 


MAKES 


COMIC 
BOOKS 


SO EFFECTIVE? 


Vir S THE WAY THEY ORIVE THAT 
MESSAGE HOME! INFORMATIVE, 
EASY- TO- READ COPY. SPARKED 
BY LIVELY, DESCRIPTIVE 
PICTURES, PRESENTED IN AN 
INTERESTING, COLORFUL 
CONTINUITY THAT | 
HOLOS A READERS 
ATTENTION FROM 
BEGINNING TO END-- 
AND DEMANDS 
RESPONSE. / 


THAT'S WHY THE NATION'S TOP COMPANIES 
HAVE ADVERTISING COMIC BOOKS 
PREPARED FOR THEM 
BY THE LEADER IN THE FIELD, 

ViC HERMAN STUDIO PRODUCTIONS! 


“VIC HERMAN STUDIO PRODUCTIONS ~— 


Ss WEST 44th STREET, N. Y. C. 36, N.Y. 


Vic Herman Studio Productions as- 
sures you of thoroughness in every 
phase of producing your Advertising 
Comic Book program 

@ A creative representative flies to 
your business headquarters for an 
on-the-spot study of your operations, 
policies and problems 

@ The complete tailor-made package 
of—script, art and color printing 
—is produced entirely by our spe- 
cialized staff to meet your deadline 
@ Your Advertising Comic Book is 
planned to fit your budget. 


Send for FREE brochure and 
further details! 


© MURRAY HILL 7-7472 
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77.3% of Herald Tribune fami- 
lies have incomes of $5,000 a year 
or more! 


9 out of 10 working members of 
Herald Tribune families are in 
managerial, professional or re- 
lated activities! 


qugU -- 
A BP] B 


47.6% of Herald Tribune fami- 
lies in New York City and sub. 
urbs own their own homes! 


=< 


Herald Tribune readers own bet- 
ter than 8 cars for every 10 
families! 


In the Herald Tribun 
you can be sure 
your audience has 


BUYING POWER! 


Why waste time and money on prospects you know nothing about? 
You can cut advertising costs and increase profits by 
concentrating on the Herald Tribune Quality Market...the market 


of customers as well as readers. 


Today, this Herald Tribune market is bigger and offers more profit 
potential than ever! The new Herald Tribune 1953 Home Study 
proves it...shows the new peaks in buying power for goods at every 


price level that Herald Tribune families have reached! 


It’s a sure way to aim your advertising at New York’s biggest 
buying power...and a sure way to boost profits...in a 


market that now is Five and A Half Billion Dollars BIG! 


NEW YORK Quality 


Herald Tribune Pes 


Quan 


87th in a Series 
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Premiums Take Tenth of Admiral Budget: 
Staniey Parties Used 77,000,000 in 1952 


(Continued from Page 3) average order for premiums is 
cides that she wants to purchase an about $11. He added that the next 
item that has, let’s say, a retail premium book to be published wi!l 
value of $36.95, she can obtain this go out coast to coast—about 1,000,- 
item by sending in to club head- 000 copies in all. 
quarters her cash register receipts 
from an IGA store totaling $36.95, s He went on to caution the meet- 
plus a check or money order for|jng that no promotion could be 
only $21.95. In effect, we have really effective unless given the 
gone into the small mail order proper build-up “plus a complete 
business and it’s going to be very follow-through in advertising to 
interesting to see how it eventual- the consumer at the retail level.” 
ly develops.” He said premium promotions in 

Mr. Grimes said that, so far, the his organization had been given 
|wide publicity and advertised in 
|/newspapers and in handbills to 
make the consumer aware of what 

e. 8 ° | was going on. At the store level, he 

doggie - the window continued, posters, window posters, 

ececeee Bhd om eed oat be the yh nd | over- -the-wire banners and dis- 
BAe 0, Sekeren heeterieosmmmee | P27 ave been used. 

| “Premiums, in our opinion, are 


WALK PERERA EEEEEEROEEEEEE FEE EEE HEHEHE EOE 
416 eye ggeen Pee pear 4 coming into their own as sales 
¥ a ‘stimulators and we in the food 


How much is THAT 


business are n 
this type of a 
the future env: 
ourselves = surr¢ 
more by keener 
Mr. Grimes. 


e L. R. Bressler 
for Stanley Ho 
plained how h 
premiums. Firs! 
partment grou; 
screens all subn 
to 30 items each 
enough to be r 
time.” A reviev 
posed of three 
Bressler 
passing about 1: 


“Our premium 
the manufacture! 
whole story of hi 


duce; his ability 


ials; the lead time 
make 


perhaps, we 
to changes in 


| packaging, to ma 


tive from our 


analy7: 


conscious of 
ty because as 
us we find 
ied more and 
opetition,” said 


irchasing agent 
Products, ex- 
company buys 
premium de- 
three people 
ions. About 25 
wnnth “look good 
ewed a second 
ommittee com- 
ivers and Mr. 
these items, 


buyers contact 

and get the 
capacity to pro- 
to get the mater- 
he requires; and, 

suggestions as 
design, color or 
ke it more attrac- 
particular stand- 


Advertising Age, September 28, 1953 


FRED W. ADAMS has been named adver- 

tising manager of the new Kaiser-Willys 

sa'es division of Willys Motors Inc., Tole- 

do. For the past six years he has been ad- 

vertising manager of Packard Motor Car 
Co., Detroit. 


point.” 

When this information is avail- 
able, the 15 premiums next go to 
a new products committee com- 


IN CANADA 
THE ADVERTISING OF 


BULOVA WATCHES 


1S DIRECTED BY 


MacLaren Advertising 
Co. Limited 


IN CANADA 
THE ADVERTISING OF 


CANADA DRY 


1S DIRECTED BY 


MacLaren Advertising 
Co. Limited 


IN CANADA 
THE ADVERTISING OF 


GENERAL MOTORS 


1S DIRECTED BY 


MacLaren Advertising 
Co. Limited 


IN CANADA 
THE ADVERTISING OF 


HEINZ 57 VARIETIES 


1S DIRECTED BY 


MacLaren Advertising 
Co. Limited 


IN CANADA 
THE ADVERTISING OF 


JOHNS-MANVILLE 


1S DIRECTED BY 


MacLaren Advertising 
Co. Limited 


IN CANADA 
THE ADVERTISING OF 


NABISCO SHREDDED WHEAT 


1S DIRECTED BY 


MacLaren Advertising 
Co. Limited 


GENERAL ELECTRIC 


MacLaren Advertising 


SHERWIN-WILLIAMS 


MacLaren Advertising 


IN CANADA 
THE ADVERTISING OF 


IS DIRECTED BY 


Co. Limited 


IN CANADA 
THE ADVERTISING OF 


HELENA RUBINSTEIN 


1S DIRECTED BY 


MacLaren Advertising 


Co. Limited 


IN CANADA 
THE ADVERTISING OF 


1S DIRECTED BY 


posed of top sales people and other 
company directors. Four or five 
items survive this review for use 
in the immediate future. The crit- 
eria used by this group are: 
Quality, light weight, eye ap- 
peal, utility, good spread between 
cost and retail price, reputation 
of the maker, maker’s production 
facilities. It must require no dem- 
onstration, its use must be self- 
evident, and it must have “sizzle.” 


s “The premiums used by Stan- 
ley,” Mr. Bressler said, “cost us 
from $7.50 per thousand to $7.50 
each depending on their purpose. 
For instance, what we call ‘free 
gift items,’ which are given to 
everybody who attends a Stanley 
Party whether they buy or not, 
cost us from $7.50 per thousand 
units to $25 per thousand. Of these, 
in 1952, Stanley bought 77,000,- 
000.” 

Stanley pays from 5¢ to 20¢ 
each for ‘game prizes” given at 
its hostess parties. Last year the 
company used about 10,000,000 
such prizes. Hostess prizes, the 
company’s most important prem- 
iums, cost it from 25¢ to $7.50 each. 

Free gifts are bought in lots of 
250,000 to 1,000,000 of a kind at a 
_time. Game prizes are purchased 
/in lots of 100,000 to 750,000. Hos- 
| tess premiums are bought in lots 
of 25,000 to 100,000. 

Premiums given to Stanley deal- 
ers and managers—the people who 
sell the company’s merchandise— 
cost from $2 to $200. These in- 
clude watches, rings, fur scarves 
and the like. 

The show opened yesterday with 
more than 19,000 products beirg 
exhibited by 322 manufacturers. 
Industry spokesmen declared that 
it was the biggest show ever held 
in the history of the association. 


Packard Sponsors Radio News 


| Packard Motor Car Co., Detroit, 
|is sponsoring an American Broad- 
' casting Co. radio newscast, ‘““Pack- 
ard Headlines the News,” con- 
sisting of 24 five-minute news- 
|casts over weekends, for a period 
'of 13 weeks. Maxon Inc., Detroit, 
is the Packard agency. 


Heublein Appoints Katz Co. 


G. F. Heublein & Bro. Inc., Hart- 
ford, has appointed Joseph Katz 
Co., Baltimore, to handle adver- 
tising for Ryebrook Maryland 
straight rye whisky, effective Oct. 
1. Ryebrook is distilled and bottled 
by Cockeysville Distilling Co., 


Cockeysville, Md., a Heublein sub- 
sidiary. 


SCHOLASTIC 
MAGAZINES 


have the largest circulation- 


SEND FOR LATEST CONSUMER SUR. 
vey ON HIGH-SCHOOL YOUTH TO: 
33 WEST 42 STREET, NEW YORK 36 
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eee an offer of unusual 
interest fo agency 
and sales executives 


The Toledo Blade is willing—and anxious— to help you 
solve your test campaign problems with almost any 

special service that may be necessary. That is because we 
have faith in newspaper advertising and feel the test 
campaign is one of the best ways to demonstrate what 
newspapers can do that other media simply can’t match. 
That’s why we suggest, first, that you try testing our 


sincerity and, second, that you 


TRY TESTING 
“ TOLEDO 


Toledo meets these 
8 basic requirements 


1. A favorable location, with good 
transportation 


2. Relative isolation from other cities 


3. A self-contained, self-sufficient economy— 
but with compact boundaries 
for selling efficiency and for frequent checks 


4. A population that is diversified, well 
balanced and representative 


5. Buying power that can be depended upon 


6. Distribution channels that are suitable and 
sufficient 


7. Possessing an advertising medium that covers 
the market thoroughly at a reasonable cost, that 
will cooperate enthusiastically in a test, and that 
has the means to provide both quick and accurate 
sales checks 


8. Previous good record as a test city 


You are invited to write for a copy of “Try 


TOLEDO 22:/z BLADE Testing in Toledo” which tells the full story. 
. 
TOLEDO Wlorncng TIMES 


i eR NS? i. matt Bones Seu Pe ina 5s Sale tes " iE ae RS OE a ee Jae ee os : oe Cait a 3 ar ae ae ae ey ah eee pm : se ge OE nck 5) ROMER Deeg. Ue Ot ONE re it geo RM ga a lager ek BAe op bate, ot ati ‘4 Dah i pees Sa me yi eee 
ee te ait wee eae ee Oe ee ee OR EW oo rece mn Fk hae BE NCTE Pa PR my Ree Nae car  e  oue eae een eee ed See I Same eae Ea. 
Bere etre es Me po ame es Sah aoa a ae iy ae i caheeen emis nS Bet : (ge nS eee Lg i. ee ee bed gel ae Mae: Sa ‘ fa 7 PAG: eg ie gd RR poe : fe Bb Sie 
mT NS ean ess a aR ie eI va 1 ON nya oF See : en on Te oye ‘ : ‘Eo ; : Sey s! we eae . ene oye : wee 
iii —_—— ; : nae 
953 | 
her 
ive : 
use , 
rit- : 
ap- ; 
2-en 
ion 2 
ion 
m- : 
1 f- 
le.” 
in- 
us 
50 ‘ 
se. . 
ree 
to E 
ley ae 
Bi Acar 2 
ot, Roe ie ae, 
ind eee 
0,- an 
: Pare ore: 
20¢ setae 
at Coie a 
the pe 
00 a, 
the Pree 
ff aa a 
m , oe 
a ee 
of sie 
Rae 
ta Aig cise 
sed es, 
Os- ae. 
ots ; 
al- i 
sho ‘ Be nt 
> —— F 
val nae 
oo yi a 
ves ee: 
ith 
irg cur e 
ors peo 
rs. —- 
hat ge 
eld Bie 
, ae 
Ws . eee 
ad- a 
ck- oe 
on- Ne 
VS- Sees 
iod ee 
oit, 
rt- sane 
atz Bye Ore: 
er- Bes. 
ind Pak 
ct. i: 
led wee 
ib- Maat 
gs, 
, Pe 
ee ‘ 
' 
| 
| 
| Fs 
j ee 
j 
> | i oe 
Bee sie eae : ‘ ‘ ; ; pha San Gt / Seas fae oe ae eek oe. : i i . : aes 2 . Bees 


‘Free’ Reversed 
hy FTC, 3-2 


(Continued from Page 1) 
of such article of merchandise.” 
The old FTC policy, now spe- 
cifically rescinded, prohibited use 


of the word “free” if there were 
any strings attached to the offer. 
Merchandise had to be “in truth 
and in fact a gratuity,” given with- 
out requiring the purchase of any 
article. 


® Oddly enough, FTC backtracked 
while in its final week under the 
contro] of a Democratic majority. 
Democrat Stephen J. Spingarn ex- 


MATRIX COMPANY 


517 SOUT 


H JEFFERSON STREET, CHICAGO 7, ILLINOIS 


the policy revers 


its this week in r of Republi- 
can John W.G ne. 

A Democrat, - rt A. Carretta, 
wrote the maj: opinion. He 
was joined by ( rman Edward 
F. Howrey and ell B. Mason, 
both Republicar Mr. Spingarn 
and James M. ? { dissented in 
part from the m ity ruling. Mr. 
Mead promised parate opinion 
later. 
brought about 
‘as a complaint 
jiack Inc., New 

ics Club” and 
ub.” FTC ov- 
decision of its 

dismissed the 


The case whi 


against Walter J 
York, and its “€ 
“Detective Book 
erruled the init) 
trial examiner ; 
complaint. 

The majority 
that action wil! 
advertisers who 
“free”: 

“If an advertiser either lies as 
to the facts or tells only part of 
the truth,” FTC stated, “and such 
lies or omissions have the ten- 
dency or capacity to mislead or de- 


pinion stressed 
taken against 
suse the word 


Advertising Age, September 28, 1953 


ceive the public,” FTC “must in- 
hibit such use.” 

Effect of the new ruling will be 
widespread, as was indicated by 
a 1952 FTC announcement that 
32 concerns had voluntarily dis- 
continued use of the word “free” 
following issuance of a cease-and- 
desist order against the Book-of- 
the-Month Club. 


NBBB HIGHLY PLEASED 
BY RULING ON ‘FREE’ 

New York, Sept. 24—National 
Better Business Bureau, in a bulle- 
tin to be released next week, hails 
the recent ruling of the Federal 
Trade Commission authorizing 
conditional uses of the word “free” 
in advertising in connection with 
offers that are non-deceptive, and 
recommends that the new ruling 
be applied to future usage of the 
word “free” in national advertis- 
ing. 

“The new ruling,” the bureau 
says, “supports the position which 
NBBB has consistently advocated” 
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61.7% of The Phoenix Republic and Gazette's 
circulation is packed into the Phoenix ABC City Zone and 
82.3% into the Phoenix Metropolitan Area. This gives you 
100% coverage of this Arizona business heartland where half 
the state’s billion-dollar retail sales are made. 


| PLUS THIS | 92.5% of The Phoenix Republic and Gazette’s 

circulation is concentrated in the Phoenix City and Retail Trad- 
ing Zone to give you 90% coverage of this critical area where 
62% of the state’s retail sales are made. 


statewide circulation of The Phoenix Republic 
and Gazette gives you 59% coverage of all the homes in this 
billion-dollar retail market. That’s why advertising in The 
Phoenix Republic and Gazette is the key to lush sales through- 


out Arizona! 


THE PHOENIX REPUBLIC & GAZETTE 


Eee Meas. S 


REPRESENTED NATIONALLY BY THE KELLY-SMITH CO. 


« eerie ae! 
oS: 8 #2: 


WILLIAM C. GORDON JR. will become ex- 
ecutive director of the American Marketing 


Assn., Chicago, effective Oct. 1. For the 
past two years he has been with Cresop, 
| McCormick & Paget, management consul- 
| tant. For ten years prior to that he was an 
executive in the market research division 
, of Curtis Publishing Co., Philadelphia. Mr. 
| Gordon is the first paid director of AMA. 


and “reverses the commission’s ad- 
ministrative ruling of Jan. 30, 
1948. That widely flouted-and ap- 
parently unenforceable ruling,” 
| the bureau points out, “sought to 
j}ban any use of the word ‘free’ 
|which required a purchase or 
which involved any service inuring 
to the benefit of the advertiser. 
Once again, as in the Samuel 
Stores case of 1938 (Docket 3210), 
the commission makes clear that 
it will not object to conditional 
‘free’ offers if the word is used 
honestly and not as a device to 
fool the public.” 


s After quoting the commission's 
decision of Sept. 11 dismissing a 
complaint against Walter J. Black 
Inc., New York, operator of the 
Classics Club and Detective Book 
Club, NBBB points out that it pub- 
licly challenged the commission’s 
former ruling of 1948. 

“The bureau is pleased to de- 

clare,” its forthcoming bulletin 
will say, “that it subscribes with- 
, out reservation to the new ruling. 
The bureau recommends to all na- 
tional advertisers, advertising 
|agencies and media that both the 
| spirit and letter of the new ruling 
be applied to future usage of the 
|, word ‘free’ in national advertis- 
ing.” 
!® The Book-of-the-Month Club, 
which has an appeal pending be- 
fore the Supreme Court against the 
commission’s cease and desist or- 
der issued last year on its use of 
ithe word “free” in advertising, 
told AA that it has no comment to 
| make on the commission’s new rul- 
ing. 

Meredith Wood, president of the 
club, said that the organization’s 
lawyers are studying the new rul- 
ing. No comment will be made un- 
til the case has been studied com- 
pletely, he said. 

An FTC spokesman said that if 
the Book-of-the-Month Club’s of- 
fer was a conditional one—that is, 
if it tried to collect for gift books 
which it sent out free—then its 
use of the word “free’’ may still 
be restricted. 


® The club’s appeal before the 
Supreme Court, in view of FTC’s 
change of policy, probably will be 
sent back to the commission for 
further consideration, in accord- 
ance with precedent, the FTC at- 
torney said. 

The commission’s case against 
Ar. Winarick Inc., manufacturer 
of Jeris hair tonic and Fore shav- 
ing lotion, may also be dismissed 
in regard to the “free” offer por- 
tion of the complaint. 

Attorneys of American Assn. of 
Advertising Agencies are prepar- 
ing a bulletin to be sent to mem- 
bers explaining the FTC ruling on 
use of the word “free” in adver- 
tising copy, but the Four A’s will 
take no position in the matter nor 
make any recommendations, a 
spckesman said. 
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WBBM DAYTIME RATES ARE UP! 


On September 13, 1953, Chicago’s Showmanship 
Station raised its time rates affecting all daytime 
periods. A new card, number 24, now in produc- 
tion, will be issued shortly. These new rate 


increases have been brought about because... 


WBBM DAYTIME AUDIENCES ARE UP! 


Year in, year out, the number of families and 
listeners tuned to Chicago’s Showmanship Station 
has steadily increased. For example, during the 
past six years WBBM-produced shows alone have 
enjoyed an average gain of 53°°. Within the past 
two years, a 15% gain. 

At WBBM, showmanship and salesmanship are 
synonymous. And today, WBBM advertisers are 
reaching—and selling—an audience more than 
50% greater than that delivered by any other 
Chicago station. To reach and sell Chicago’s big- 
gest audiences, call us or CBS Radio Spot Sales 
right now for availabilities on... 

50,000 watts -CBS Owned W B B M 


Chicago’s Showmanship Station - 780 kc 
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The Adman’s Place in Business 

W. C. Sproull, director of advertising of Burroughs Corp., and pres- 
ident of National Industrial Advertisers Assn., told New York in- 
dustrial admen the other day that industrial advertising men must 
recognize their opportunity and their responsibility to be business 
men first and advertising technicians second. 

“To win for our profession greater recognition from management,” 
he said, ‘“‘we will seize the opportunity to show management that their 
problems of production, distribution, and revenue really concern us 
.. that we are ready, willing, and able to share the responsibility of 
objective guidance in defining goals, developing plans, and apprais- 
ing results.” 

We couldn’t agree with Mr. Sproull more. But we are at least a 
little sad that Mr. Sproull should have to say these things, and that 
an advertising publication should have to print his speech as news. 

The concept which Bill Sproull advanced of an advertising man 
who is first of all a business man is so basic—not merely in the indus- 
trial field, but universally—that it seems like one of these self-evident 
truths which no one ought to have to point out to anyone. No one who 
produces advertising—not even if he works for an advertising agen- 
cy—is ever really in “the advertising business.” 

The copywriter who is turning out a block of copy or a 10-second 
commercial for a toothpaste is, for that moment at least, in the tooth- 
paste business. The account executive who is talking to a travel 
account is, at that moment, in the travel business. 

No one who works with or through advertising is really ever in 
“the advertising business.” He is merely using the tools and tech- 
niques of advertising in an attempt to solve a problem—usually but 
not always a sales problem—in the shoe business, or the meat-pack- 
ing business, or some other business. 

When advertising men forget that an advertising man is a business 
man who uses the toois and techniques of advertising to solve a 
business problem, then he’s in trouble. When he starts turning out 
ads, or using advertising devices as though advertising were an end 
or an aim in itself, rather than merely the means of attaining some 
business end, his advertising becomes a meaningless thing, not even 
equal (as one of those hot writers of the 1920s once phrased it) to 
zero without the formative circle around it. 


Canada, Land of Growth 


In this issue ADVERTISING AGE presents a special analysis of what 
has been happening recently in the Dominion of Canada, in terms of 
business and industrial growth. 

The picture is an extraordinary one. 

Canada is still small, in relation to the U. S. market—something 
less than one-tenth the size of the U. S. in population, income, buying 
power, etc. But Canada has the land and the natural resources that 
make for growth. Its population is increasing rapidly, nurtured by an 
intelligent immigration policy and a birth rate higher than that of 
the U.S. 

As a country which by geography, background, history and custom 
is more closely akin to our own than any other in the world, Canada 
deserves the closer attention of American business men and American 
advertising men. 

U. S. business men have, in the past decade or so, become much 
more interested in the rest of the world than they formerly were. 
Everyone seems to be discussing business or economic. conditions in 
Europe or South America, or somewhere. It is to be hoped that in the 
excitement of discovering the far-away world, business does not over - 
look the exciting opportunities that exist just across our northern 
border. 


Advertising Age, September 28, 1953 


“Sure, | remember you—you were on ‘Flair’! 


What They're Saying 


Business Data a Requirement 

The newsletter of the National 
Automobile Dealers Assn. 
parted from its usual flow of trade 
|talk to offer its members a bit of 
| psychological advice. When talk- 
ing with the press, it urges, be 
careful not to give them “a lot of 
depression-making fuel.” The rea- 
son: Such talk “might produce the 
recession that can and will really 
hurt.” 

We would not deny that the 
psychological attitudes of business 
men have a lot to do with their ac- 
tions. It is also true that the wide- 
'spread notion that we are head- 
‘ing for a recession may eventually 
be borne out by events. Yet a state 
|of mind is usually based on facts, 
and to ignore the solid grounds 
from which psychological feelings 
/usually derive is to live in a fool’s 
paradise. We have only to look 
back to that walking-in-the- 
clouds era of the ’20s when nearly 
leverybody thought that all our 
‘economy could do was go up. 
| Talking about recession, like 
‘talk about a boom, will not, by it- 
self, produce one. But suppressing 
‘information, or even worse, offer- 
‘ing false information, can only 
\bring trouble. We need all the ac- 
‘curate information we can get 
‘about our economy, in order to be 
better prepared for whatever lies 
ahead. Unless business men every- 
where cooperate in providing reli- 
able information, there’s bound to 
be real danger, especially for those 


‘who are whistling in the dark. 


—Editorial in Business Week, issue of 
Sept. 5, 1953. 


Guaranteed .... or What? 

Once upon a time a “guarantee” 
was a definite promise to do a spe- 
cific thing in event of a certain 
contingency. The current vogue 
'seems to be to make it a flam- 
boyant advertising tool. So-called 
“guarantees” are stretched to cover 
all sorts of fanciful, fantastic, and 
nebulous claims. 


For instance: “Guaranteed 
fresh,’ “Guaranteed better than 
ever,” “Guaranteed double-rich,” 


“Guaranteed quality,” “Results 


de-| 


your motor 100,000 miles of serv- 
ice. Now, a motor could probably 
suffer damage short of 100,000 
miles from 1,000 different causes. 
How many of these risks are as- 


sumed? And what do you get if | 
your motor conks out at 99,000) 


miles? A new motor? A free quart 
of oil? 

There is a degree of tolerance in 
advertising for “puffing,” for pride 
in product, perhaps for superla- 


tives and exaggeration that con-| 


sumers take “on guard.” But the 


deliberate abuse of a term that is) 


intended to express a factual, de- 
finitive obligation under an explicit 
set of circumstances; the distortion 
of it into a meaningless instrument 
for spurious claims is a _ tainted 
tactic. It is an unwholesome, un- 
dermining tumor that will sap all 
advertising credibility. 


—Henry Marshall, editor, Wholesale 
Grocer News, in the September issue. 


Check Up on Advertising 


Rough Proofs | 


An agency looking for a depart- 
ment head invites prospects to 
consider “living in a delightful 
university town, where living is 
always pleasant.” 

Even when the football team 
isn’t winning? 

+ 


Farmers are complaining about 
lower prices for their cattle and 
grain, but thus far no cheers have 
been heard from consumers as the 
result of lower food prices. 


Chicagoans returning from Euro- 
pean travel report a nostalgic mo- 
ment at Monte Carlo when they 
were confronted with a battery of 
ancient slot machines bearing the 
name plates of the Mills Novelty 
Co. 


Holiday talks about America’s 
| change to a more mobile, pleasur- 
‘able way of life, but it can’t be 
referring to the traffic jams over 
the weekends. 


An insurance company is offer- 


ing lower cost automobile liabil-° 


|ity policies to motorists who don’t 
drink. Magazines carrying liquor 
| advertising have not been asked to 
solicit the account. 


Recipients of the folksy sales 
letters of Old Jim Young, the New 
Mexico apple specialist, see a 
strong likeness to the direct mail 
of a few years ago, signed by Webb 
| Young, Trader. 


R. Bolander-olson has resigned 
_as ad manager of Hunting & Fish- 
ing, but his name lacked a capital 
‘letter even before he resigned. 


. 

This Week Magazine reports that 
since 1942 population has increased 
(17%, but grocery tonnage has in- 
creased 38% in the same period. 
| No wonder the reducing pill 


manufacturers are doing so well. 
| 


In recent years the basic purpose | 


of a lot of advertising has not been | ; se : 
but to “keep the | Ridge, calls for “attractive, eye- 


to sell goods, 


company name alive,” pending the | 


possible revival of competition. | 


The planning and management of | 


Clyde Bedell, the sage of Park 


‘appealing art” to help sell bras- 
sieres, and in that field it ought 
'to be easy. 


advertising have become lacka- | s 


daisical. A good many ads are 
“cute” or nonsensical, put together | 


An adman looking for a new 
payroll says he’s young enough to 


by one copywriter for the amaze- | spark, yet “old enough to remem- 
ment of other copywriters. A lot| per what selling meant before the 


of advertising space and time are} 
wasted, because the advertising 
manager wants to use up his bud- 
get, and isn’t any too careful about 
whether he is reaching his market. 
In some companies the authority 
for advertising and sales promo- 


honeymoon.” 
Then he qualifies as a Young 
Old-Timer. 


A firm of representatives urges 
publishers to “take advantage of 


tion is delegated to a second-rate 
employe, because the management 


does not have much faith in ad- | 


vertising—or doesn’t understand 
it. Management’s part in advertis- | 
ing then consists of keeping the 
second-rater in line. 

This brings us right back to 
where we started this discussion. | 
If you know your market and the 
characteristics of your buyers, ad- 
vertising and sales promotion can 
be effective selling tools. But they 
do not function all by themselves. 


guaranteed.” What are the stand-|They contribute something only if 
ards for determining whether the| they are carefully fitted into the 
guarantee is met? What are the) over-all selling plan. 


obligations of the guarantor? 
| A motor oil is guaranteed to give 


—.Acme Reporter, official publication 
of Assn. of Consulting Management 
Engineers. 


better selling talent than they can 
afford.” 

Well, it might work out all right, 
at that. 


The Milwaukee Braves have 
broken the National League’s at- 
tendance record in finishing sec- 
ond, and just think what the fig- 
ures might have been if they’d won 
the pennant. 


+ 
Jane Russell says shape is im- 
portant in ties, too, but while men 
like the new silhouette in cravats, 
they’re perfectly willing to take 
Jane’s as is. 
Copy Cus. 
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What makes a newspaper great? 


Back in 1904 the glowering young 
boxer (left, above) earned $50 by de- 
feating the former world’s bantam- 
weight and featherweight champion, 
Terrible Terry McGovern, in a memo- 
rable 6-round bout. He also earned a 
broken tooth and a stitched lip in 
same, plus a reputation that brought 
him further employment in exhibition 
matches with lightweight champions 
Joe Gans and Battling Nelson. 


In January, 1953, the white-haired 
ring veteran (right, above) earned the 
James J. Walker Memorial Award for 
his 50 years of “‘long and meritorious 
service to boxing.”’ In the opinion of 
the assembled greats of the boxing 
world, it was an honor long overdue 
the man who is 1953 President of the 
National Boxing Association, and 
Chairman of the Minnesota Athletic 
Commission. 

Both pictures, taken nearly a half- 
century apart, are, in fact, of the 
same man—George Arthur Barton, 


- 


senior sports reporter of the Minne- 
apolis Star and Tribune and one of the 
most sincerely respected boxing au- 
thorities in America. 


Sportswriter Barton started box- 
ing professionally at the turn of the 
century to augment his $10-a-week 
reporter’s salary, later became a box- 
ing instructor and referee. He dis- 
covered and developed such battlers 
as Mike Gibbons and Young Jack 
Redmond. He has been the arbiter in 
more than 12,000 fights, has raised in 
victory the hand of nearly every im- 
portant fighter of our time. As a judge 
and major figure in the boxing world 
he helped develop the Golden Gloves 
tournaments, where hopeful young 
boxers get a chance to show their stuff 
in clean, well-organized competition. 


Barton’s first-hand acquaintance 
with all phases of boxing is reflected 
in every story he writes for the sports 
pages of the Minneapolis Star and 
Tribune. His ringside reports are clas- 


7 


sics of clarity, color and accuracy. His 
judgments —as referee or scribe-——are 
considered and quoted by fighters, 
fight fans and officials the country 
over. 


In a region that takes its sports 
seriously and demands absolute com- 
petence from the men who write the 
sports pages as well as the news pages 
it reads, George Barton ranks high 
among the friendly experts whose 
ability and thorough-going knowledge 
of their craft helps keep the Minneap- 
olis Star and Tribune the best-read 
newspapers in America’s Upper Mid- 
west. 


Minneapolis 
Star zxd Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY + 485,000 DAILY 


JOHN COWLES, President 
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Advertising Managers Must Act Dual 
Role, Smiddy Tells ANA Members 


Cuicaco, Sept. 22—Four chal- 
lenges face ad managers next year, 
Harold M. Smiddy, v.p. for man- 
agement consultation services, 
General Electric Co., told the Assn. 
of National Advertisers yesterday. 

Advertising managers must be 
prepared to know why customers 
act as they do; help cope with con- 
ditions resulting from political and 
technological change; help modern-. | 


ANA Meeting 


ize distribution and marketing 
methods, and fit advertising into 
this changing economy, he asserted. | 

Earlier Monday, the nation’s top 
advertising managers heard a pre-| 
diction that the 12-year business 
boom will flatten out next year re-| 
peated by a Swift & Co. economist. | 
Henry B. Arthur, however, added | 
that the downturn should not bring | 
economic collapse. 

Also on the morning program 
were reports of successful mer- | 
chandising campaigns related by | 
Carlton R. Asher, advertising man- 
ager of James Lees & Sons Co., and | 
M. F. Peckels, consumer relations | 
manager of International Har- | 
vester Co. | 

| 
| 


® Mr. Smiddy emphasized that ad | 
managers must be “experts in ad- 
vertising and also managers of 
men.” In the latter role they can 
aid in solving fundamental busi- 
ness problems. 

The need to perceive what deter- 
mines how customers react in the 
present economy is illustrated by 
the fact that liquid assets ef con- 
sumers are increasing more than. 
$14 billion a year, he said. Another 
indication he cited is the long time 
it takes for people to accept new 
products such as garbage disposers 
and dishwashers. 

Ad managers also must be pre- 
pared to influence consumers “to 
make their personal decisions again 
on the basis of factors truly af- 
fecting their personal lives and 
conditions” at a time when there 
is “such new awareness of world- 
wide happenings—and calamities,” 
he asserted. 


e Mr. Smiddy cited successes of 


NATION'S LARGEST TRADE TERRITORY” 


Of our circulation 
is confined to the 


EL PASO 


CITY AND RETAIL 
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television receiver and dishwasher 
makers who by-passed the tradi- 
tional manufacturer-distributor- 
retailer pattern as reasons for 
modernizing distribution. 

“The whole class of ‘middlemen’ 
in distribution of manufactured 


| products is clear 
such modern dev 
declared. “Yet su: 
owners of small 

‘ing or servicing 

/communities hav« 
‘bone of busine: 


progress, of publ: 


social responsibil: 
_a Climate recepti, 
|private enterpris: 
/ nation.” 

Sem i-automati 


equipment poses «' 


‘nreatened by 


ments...” he 
niddlemen, or 
ing, contract- 
ness in local 
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Mr. Smiddy said. Factories thus | 


equipped can be designed to pro- 
duce aimost any kind of product 
in huge quantities if run steadily 
at capacity output. 


en the back- | 


of economic 
ervice and of vested capital at today’s prices,” 


in preserving 
> competitive, 
roughout the 


production 
ther problem, 


s “But such plants have high in- 


he pointed out. “Hence they have 
high fixed depreciation charges, 
_property taxes and capital money 
costs and high salaried and main- 
tenance payrolls whether they run 
;or not. 


“Under such conditions, poor sales 
‘forecasts and slow, costly, inflexi- 
ble channels of distribution are in- 
| tolerable, because such factories, 
in effect, either run at high volume 
or put the whole enterprise in the 
,economic sink.” 

Now that material is again in 
supply and factory capacity is at 
a record high, distribution—includ- 
ing advertising—“has the monkey 
transferred to its back,” Mr. Smid- 
_dy emphasized. The analytical ap- 
proach “as distinct from the intui- 


REPORT TO GCUR 
ADVERTISERS... 


Eight months of progress climaxed by the biggest issue and the biggest month in AVIATION 


WEEK history ...a record 427.57 advertising pages for August 1953. 


AVIATION WEEK believes that its advertisers—an audience that continues to grow 
substantially with each passing month—are due a progress report on their favorite 


magazine. 


We have just published a record 454 page issue, the August 17 edition, as well as the 
biggest advertising month in Aeronautical publishing history. The August advertising 
figure, 427.57 pages, as well as AVIATION WEEK's eight months 1953 total of 2,344 
advertising pages represents more space than the combined total of the next three 


Aviation publications. With this whopping total AVIATION WEEK for the second year 


heads for that select group of young and old pros comprising the 25 largest 


consumer and business magazines in the nation. Heady stuff! 


This solid achievement of AVIATION WEEK is further spelled out by its uninterrupted 


progress to record industry acceptance and advertising volume, a fact convincingly 


illustrated by its yearly advertising figures: 1950 — 1,680.92 pages, 1951 —2,541.95 pages, 
1952 —3,248.07 pages, 1953—3,425 estimated pages. With volume such as this, it becomes 
futile to speak of rate of growth comparisons. From 50 to 100 pages monthly represents 

a 100% gain, but the net result is something less than substantial in terms of industry 
potential. In publishing perspective, a gain from 225 to 250 advertising pages a month — 
a 7.7% gain—which on first inspection does not sound so impressive, is far more to be 
desired. Experienced buyers of magazine advertising space happily are in the know as 
far as Aviation space is concerned. They pay little, if any attention, to such percentage 
comparisons. Long ago they marked them as deceptive and unreliable unless such 
claims were advanced where equal or near equal advertising volume was involved. 
In the Aeronautical field the advertising leadership of AVIATION WEEK has been 
unchallenged and uninterrupted for many years... year after year this publication has 
published more than the combined total of the next three publications. 


Advertising figures such as these, however, tell only a partial story of AVIATION WEEK 
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tive approach” to managerial tasks | of the sales it will produce, rather | turers that everybody knew about! Mr. Peckels told of the ‘success 
‘of International Harvester’s “pa- 
and advertising, he said, provid- will cost after taxes. Many of the’ Brand acceptance was obtained | rade of progress” display of new 
ing that these department man- enviable windfall situations of the through an advertising program farm equipment. 
agers learn to “think through” past several years may be replaced | that departed from traditional car- sparked dealer enthusiasm, 
their problems in the manner of by rude awakening and hard grub- pet-ad art, a new slogan—“those said, and provided sales ideas 
heavenly carpets by Lees,” and a that dealers adapted for use in 
their local markets. 


will be as effective in marketing than on the basis of how little it} —except the public,” he said. 


industrial engineers and account- bing for business.” 
ants. | Mr. Asher related hew James| flying carpet theme. 
'Lees & Sons six years ago faced 


# Mr. Arthur, in predicting that the problem of building brand ac-| # Results of the new approach are | Wichterman Joins Arndt 


the end of the 12-year boom will ceptance when its carpet division | constantly increasing annual sales 


bring more intense competition, dropped the previous name of volume, he said, and a rise from with te Mest toa Agency 
10th to second place in the indus- | joined the media j 


told the ad managers, “You’ll have Charles P. Cochrane Co. 
to put advertising across ona basis “We were established manufac- try. 


staff of Jo 
Falkner Arndt & Co., Philadelphia. 


progress. Along with them go the expansion of our editorial services, with a staff now 
numbering 18 full-time editors, skilled Engineering and News specialists recognized 
throughout the industry. In the last eight months, in addition to their regular AVIATION 
WEEK writings, products of their talent have appeared in the SATURDAY EVENING POST, 
READERS DIGEST, HARPERS Magazine and on Major National Television Channels. 
Their achievements are ones in which we take considerable pride. They are an indication 
of the caliber of our staff. Supplementing their services are eight domestic News Bureaus, 
the services of Press, Inc., subsidiary of the Associated Press, Inc., foreign news offices in 
London, Paris, Frankfurt, Manila, Mexico City, Sao Paulo and Tokyo, and correspondents 
in the principal cities of the world. 


This heavy concentfration of editorial talent and resources has resulted in the building 
of a reader preference unique in the business publication field. It is a record that has been 
exhaustively tested by the industry itself through their own reader preference studies. 

Of twenty-seven conducted through engineering and management departments, customer 
lists and directories AVIATION WEEK has won them all — and not closely but by a better 
than 4 to 1 average. It is our standing offer to any manufacturer to conduct his own reader 
preference study, if he wants to get at the facts of reader preference and magazine 

pulling power. We'll gladly pick up the check, if he desires. This record of reader 
preference has stood for years, increasing in momentum, and explains why when orders 
and inquiries of merit are wanted, AVIATION WEEK is always first at bat. 


Our growing audience of AVIATION WEEK paid subscribers ($6.00 per year) 
continues to rise significantly. There are 10,000 more on the books since last year, making 
up a current total of over 45,000 net paid subscribers, (42,743, 6/30/53 ABC statement). 
Likewise our book-value rises importantly as indicated by our all-time high renewal 
percentage. 


These facts and figures should serve in some small measure 
to make clear AVIATION WEEK’s position among the 
powertul, independent publications of today. They are 
furnished to you with a deep sense of gratification because 
through you we were able to achieve them. 


VIATION WEEK 


A McGRAW-HILL PUBLICATION — ABC * ABP 


Look to the Sky for Your Market 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42 STREET, NEW YORK 36, NEW YORK 


Other Advertising Sales Offices: Atlanta, Ga. * Boston, Mass. ® Chicago, Ill. © Cleveland, Ohio © Dallas, Texas * Detroit, 
Mich. © Los Angeles, Calif. © Pittsburgh, Pa. *© Philadelphia, Pa. * San Francisco, Calif. © St. Lovis, Mo. * London, England. 
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Introduces New Lubricator 


Aro Equipment Corp., Bryan, O., 
this fall will introduce a new 
hand-pump farm machinery lubri- 
cator, Aro-Pak, to the farm in- 
dustry. Consumer advertising will 
run in California Farmer, Ca 8 
Farmer, Family Herald and Week- 
ly Star, Farm Journal, Farm Quar- 
terly, Free Press and Weekly 
Prairie Farmer, The Midwest Farm 
Unit (The Farmer, Nebraska 
Farmer, Prairie Farmer, Wallaces’ 


consin Agriculturist and Farmer), 
New England Homestead, Progres- 
sive Farmer and Western Associ- 
ated Farm Group (Arizona Farm- 
er, Colorado Rancher and Farmer, 
Montana Farmer Stockman, Pa- 
cific Northwest Farm Quad: 
Washington Farmer, Idaho Farm- 
er, Utah Farmer). Beeson-Reich- 
ert, Toledo, is the agency. 


Debutogs Names Levine 


Debutogs Inc., New York man- 
ufacturer of junior rainwear, has 
appointed Mervin & Jesse Levine 
Inc., New York, to handle adver- 
tising. Previously, Sterling Adver- 
tising Agency, New York, han- 
dled this account. 


COMICS THAT 
BUILD READERSHIP 


7 DAYS... 
Joe Palooka 
Terry 

Dick Tracy 
Henry 
Orphan Annie 
Mark Trail 
Pogo 

Steve Canyon 
Jiggs 

Smiling Jack 
Rex Morgan 
Moon Mullins 
Brenda Starr 


Smitty 
Dennis the Menace 


There Ought to 
be a Law 
SUNDAY ONLY... 
Carnival 
Snookems 
-Katzenjammer Kids 
Our Boarding House 
Winnie Winkle 
Sad Sack 
Off the Record 
Out Our Way 
Popeye 


ROP Full Color Available 
Daily & Sunday 


BUFFALO 
COURIER 
EXPRESS 


Western New York's 
Only Morning and Sundey 
REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 
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Miss Zeis Joins Krupnick tor of research. She formerly was | Washingtor : WMAL' 


Nellene C. Zeis has joined Krup- with the market research depart- 
nick & Associates, St. Louis, as li-| ment of Gardner Advertising Co.,| D3 ; 
brarian and assistant to the direc- St. Louis. Rings Up Se out 


on Football shows 


| WASHINGTON, Se; 23—Chalk up 
a sellout for WMA and WMAL- 


TV on football for 1953 season. 
| The stations hav -old advertis- 
/ers more than eig! and one-half 
hours of footbal]  .rogram time 
weekly. This inc!ies collegiate 
‘games, professiona! :ames, filmed 


highlights of colleze pigskin con- 
tests and warmup «nd post-game 
features on radio and TV. 

In their first large scale use of 
on-the-air advertising, Washing- 
ton’s Sears, Roebuck & Co. outlets 
will carry radio coverage of the 
University of Maryland’s 10-game 
schedule. Time was bought through 
Alvin Epstein Advertising. Filmed 
highlights of the Maryland games 
will be presented over WMAL- 
TV by Suburban Trust Co. through 
Lewis Edwin Ryan agency. 


Business booms 
| —wi e covered for the 11th 
when you add The Elks! aaetah cous by ye Oil Co. 


This radio and television time was | 


Welcomed into their homes by 1,054,748 men whose fam- ponte by Grough Joppa Hae 


ily incomes are far above average, The Elks does more than Mcitee Pontiac 


It adds an important extra—readership loyalty. Elks believe 
in the magazine they own .. . they give preference to prod- 
ucts advertised in it. This is why so many advertisers have 30th accounts are handled by Kal, 


playing, and Miller Brewing Co. 


testified that business booms when they schedule The Elks. Ehrlich & Merrick. Valley Forge | 


Want to see our success stories? Beer—through Alvin Epstein—| 
will carry a post-game sports show | 


‘on both AM and TV. 


| Bolling Names Barrett 


Morton A. Barrett, formerly 

M A G A pd I N E ‘manager of operations and sales 
— ‘service for WCBS-TV, New York, 

‘has joined Bolling Co., New York 


New York * Chicago * Detroit * Los Angeles radio-TV station representative, 
Radio's 


cROWING 


Because Americans are radio minded, 27,500,000 


THE 


automobiles are radio equipped—nearly 40% of all 


American adults ride daily in radio-equipped cars. 


In WGN's coverage area 56% of the homes own auto- 


mobiles with car radios.* 


More than ever, WGN is your basic buy in the middle- 
west—reaching more homes per week than any other 


Chicago station. 


*Nielsen Coverage Service 


A Clear Channel Station... Chicago 11 
Illinois 
Serving the Middle West — 
MBS On Your Dial 


Chicago Office: 441 N. Michigan Ave., Chicago 11 
Eastern Sales Office: 220 E. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston 
Geo. P. Hollingbery Co. 
Advertising Solicitors for All Other Cities 
Los Angeles—411 W. Sth Street « New York—500 Sth Avenue e Atlanta—223 Peachtree Street 
Chicago—307 N. Michigan Avenue ¢« San Francisco—625 Market Street 


8 Doings of Washington’s profes- | 
sional gridiron team—the Redskins | 


will sponsor a} 
deliver your advertising message to a mass class market. pre-game sports program on radio 
on days when the Redskins are) 


will air a warmup program on TV. | 


tn EE ca Or 


Advertising Age, September 28, 1953 


Getting Personal 


John E. Held, WLW-TV sales exec, Cincinnati, whose eyes were 
severely burned Aug. 29, is expected to regain his full vision. The 
accident happened when he was checking his auto battery and acid 
blew into his eyes as he removed a cap from one of the cells... 

“How I Made the Sale that Did the Most for Me,” compiled and 
edited by agency president J. M. Hickerson, has been reprinted for 
the third time. Author Hickerson believes that is something of a 
record for a book of this kind... 

Henry Flarsheim and his wife left for London Sept. 19, on a com- 
bined business-pleasure trip. He is a v.p. and sales management 
specialist of Bozell & Jacobs in Chicago. Mr. Flarsheim will return 
to the U. S. on Sept. 28, but 
Mrs. Flarsheim will remain a 
week longer to enjoy the Brit- 
ish scenery, since this is her 
first trip to Europe... 

Irwin A. Vladimir, who 
heads the international agency 
bearing his name, is off on a 
trip to Rome, Paris and Lon- 
don... Larry Knott, advertis- 
ing director of the Chicago 
Sun-Times, will soon be home 
from Europe, according to a 
message on an English post 
card received by John Shaw, 
president of John W. Shaw 
Advertising... 

Paul C. Smith, Crowell-Col- 
lier v.p. who used to be editor 
and general manager of the 
San Francisco Chronicle, will 
be chairman of the dedication 
GRANDFATHER—When Williom M. Decker nner at the Waldorf on Nov. 
was a toddler, his doctor-father used him 4 which will mark one of 
as a tester for the first Hygeia nursing the Overseas Press Clubs 
bottle. Here, as president of Hygeia Nurs) Memorial Press Center... 


ing Bottle Co., he administers the company’s The Junior Advertising Club 
80,000,000th bottle to his seventh grand- of Cincinnati inaugurated its 
child. fall program Sept. 12 with a 


cruise on the Ohio River. 
Louis Bunning, president, outlined the club’s activities for the com- 
ing year... 

Last Christmas, when Bob Kerns was managing WSAI, Cincin- 
nati, his co-workers gave him a boa constrictor as a present (which 
wound up at the zoo). No one would admit authorship of the idea, 
but the then WSAI sales manager, Bob Boulware, was held suspect. 
So, when Boulware left, recently, to become manager of WLW-T, 
it seemed fitting that his old pals give him an unusual present. They 
did—a five-gal. can of tar and bag of feathers. He had a gift for his 
friends, too; an X-ray picture to prove that seven years in radio 
had developed no ulcers in his case. (His official going-away pres- 
ent was a wrist watch)... 


BLUE RIBBON RIDERS—Sam R. Fogel, copywriter at Foote, Cone & Belding, New 

York, and his nine year old daughter Michele won blue ribbons in the parent-and- 

child class at the annual Bethpage Riding and Polo Club Show, Bethpage, N. Y., 
held during the Labor Day weekend. 


Albert E. Ritchie, general sales manager of Wildroot Co., has taken 
the job of training committee chairman for the 1953 Community 
Chest appeal in Buffalo... 

Hugh Ike Shott, owner and publisher of the Daily Telegraph and 
Sunset News, Bluefield, W. Va., celebrated his 87th birthday on 
Sept. 3. He has been confined to his home since suffering a stroke 
three years ago... Louis N. Brockway, executive v.p. of Young & 
Rubicam, New York, heads business solicitations for the $334,000 
Community Chest drive in Greenwich, Conn., starting Oct. 14... 

Henry P. Johnston, executive v.p. of the Birmingham News Co., 
has been elected to the executive committee of the Alabama divi- 
sion, American Cancer Society... 

The Notion Round Table, salesmen’s group, has presented a 
bronze plaque to Andrew J. Haire Sr., whose company publishes 
Notion & Novelty Review, for his “consistent and invaluable con- 
tribution” to the notion industry. 

Bothered by hawks? Put in a call for John Lueas, account exec 
at Hazard Advertising. He gets ’em with his trusty garden hose. 
That’s what happened when a hawk sat down on a fencepost while 
John was watering his New Rochelle, N. Y., garden. Caught the bird 
full in the beak. Result: one captured sparrow hawk... 
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nnouncing the 


First Annual FarmeRaneh cattle Judging Contest... 


... Pina 


RIBBON 


on the winning 


DULL 


DO YOU KNOW THE “MAKIN’S” OF A GOOD STEAK 
WHEN YOU SEE IT ON THE HOOF? 


ate 
pees Stsectt: 


MATCH WITS WITH THE EXPERTS 
PIN THE RIBBONS ON THESE OUTSTANDING SIRES PRIZES — 


OF THE MAJOR BEEF BREEDS. 


MARK YOUR 1ST, 2ND, 3RD, 4TH CHOICE STEAKS TO THE WINNERS—THE BIGGEST, 
JUICIEST, PRIMEST STEAKS IN DIXIE. 
TASTY CONSOLATION PRIZE 
TO THE HONORABLE MENTIONS 


ON THE ENTRY BLANK AT THE BOTTOM OF THIS PAGE. 
THE VARIOUS BREEDS WILL BE JUDGED BY THE FOLLOWING EXPERTS 


Mr. Cari 0. Parker, Field Representative Dr. C. $. Hobbs 

American Shorthorn Breeders’ Association Animal Husbandry Departmert 
7 Dexter Park Avenue University of Tennessee 
Chicago, Illinois Knoxville, Tennessee 

Mr. Vern H. Kerchberger Dr. A. M. Pierson 

American Aberdeen-Angus Breeders’ Association Animai Husbandry Dept. 
Spring Valley Road University of Florida 
Donelson, Tennessee Gainesville, Florida 


Fill in your entry blank NOW 
Mail it to us TODAY 


Farm and Ranch, 318 Murfreesboro Road, Nashville, Tennessee 
CONTEST CLOSES MIDNIGHT, OCTOBER 15TH. 


BUSINESS ADDRESS 
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FarmeRanch HAS OVER 1,300,000 CIRCUL \ TION 


Meet the Brahman Sires 


(See page 17 jor entry blank) 


GENERAL APPEARANCE similar to 
that of other major breeds, ex- 
cept for breed characteristics. 


1. BODY deep, thick, full, i 
low-set, but slightly less 
compact than other breeds. 


BERTRAM 


2. QUARTERS thick, deep, 
full, well-fleshed. 


3. BACK AND LOIN wide. 


strong, and level. 


BONIFACE 


BREED 
CHARACTERISTICS 


1. SIZE important. Large 
frame, rugged appearance, 
strong bone structure. 


2. HEAD short, wide, well- 
proportioned to body; 
strong, wide between eyes. 


BORIS 


3. HUMP prominent, well- 
developed. BUT massive- 
ness unimportant. 


4. EARS large, drooping. 


5. RUMP may be slightly 
sloping, but squareness, 
fullness and roundness de- 
sirable. 


BRIAN 


6. DEWLAP unimportant, 
but may be more _ pro- 
nounced and loose than in 
other breeds. 


There are standards for judging a prize bull . . . and there are standards for evaluating a : 
market. | 


THIS IS THE ERA OF ACCUMULATION IN THE SOUTH | 


IN 1952 THE SOUTHERN FARMER’S CASH INCOME WAS $9;370,803,000. HIS | 
CURRENT CASH RESERVE IS $1,297,722,000 IN U. S$. SAVINGS BONDS AND | 
$5,381,498,000 IN BANK DEPOSITS MAKING THE TOTAL PURCHASING POWER | 


OF THE RURAL SOUTH HIGHEST IN HISTORY ... HIGHER THAN THE TOTAL 
NATIONAL FARM PURCHASING POWER FOR 1940. 


a Farm~Ranch HAS MORE SOUTHERN CIRCULATION THAN ANY OTHER MAGAZINE. 
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Pat he 


86.7% OF FarmeRanch SUBSCRIBERS OPERATE, OWN, WORK OR LIVE ON A FARM 


AND 6.1% OWN OR WORK IN BUSINESS DEALING WITH FARMERS. 


« « Did you know? 


THAT LIVESTOCK IS NOW THE LEADING SOURCE OF INCOME IN THE SOUTH? IN 
1952 THE SALE OF LIVESTOCK PRODUCED MORE THAN $3,700,000,000 FOR THE 
SOUTHERN FARMER. 


MORE THAN 300,000 FARM AND RANCH SUBSCRIBERS RAISE BEEF CATTLE AND 
MORE THAN 245,000 RAISE DAIRY CATTLE AS A PRINCIPAL SOURCE OF INCOME, 


Meet Aberdeen Angus 


(See page 17 for entry blank) 


ALGERNON 


ADOLPH 


~ 


ALOYSIUS 


ALPHONSO 


6. 


9. 


10. 


GENERAL APPEARANCE: 
1. 


BODY short, compact, but 
wide and deep and parts 
smoothly blended, to re- 
semble a perfect rectan- 
gular block. 


. LEGS short, squarely 


placed. Refined but strong 
bone. 


- HEAD masculine, rugged, 


and strong, but not overly 
large or coarse. Muzzle 
broad. 


» NECK short and full, 


blending well with shoul- 
ders. 


. TOPLINE AND UNDER. 


LINE straight, smeoth, and 
even, with top level and 
wide. 


CHEST wide and deep, 
but sides straight and even. 


- RUMP, LOIN AND 


BACK broad and level. 


. HIND and FORE QUAR- 


TERS proportionately 
heaviest, being well devel- 
oped, full, deep, and thick. 


MIDDLE trim and free of 


wastiness or paunchiness. 


BRISKET full and square 
but trim and free from 
waste. 
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FOR INCREASED SALES IN THE SOUTH AD‘ ERTISE IN FarmeRanch 


INCOME BUT HAS CREATED A NEW MARKET FOR MANY PRODUCTS. 


The Shorthorn Sires 


(See page 17 for entry blank) 


KING ARTHUR 


SIR LANCELOT 


6. 


SIR GALAHAD 


SIR LOIN 


10. 


® @ @ @ MOST MANUFACTURERS REPORT SOUTHERN SALES AT AN ALL TIME HIGH. THE 


RAPID GROWTH OF DIVERSIFIED FARMING HAS NOT ONLY GREATLY INCREASED 


GENERAL APPEARANCE: 


BODY short, compact, but 
wide and deep and parts 
smoothly blended, to re- 
semble a perfect) rectan- 
gular block, 


LEGS short, squarely 
placed. Refined but strong 
hone. 


HEAD masculine, rugged, 
and strong, but not overly 
large or coarse. Muzzle 
broad. 


NECK short) and full, 
blending well with shoul- 
ders. 


TOPLINE AND UNDER- 
LINE straight, smooth, and 
even, with top level and 
wide. 


CHEST wide and deep. 
but sides straight and even. 


RUMP and loin broad and 


level. 


HIND and FORE QUAR- 
TERS proportionately 
heaviest, being well devel- 
oped, full, deep, and thick. 


MIDDLE trim and free of 


wastiness or paunchiness. 


BRISKET full and square 


but not excessively heavy. 
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91.1% OF FarmeRanch FARM HOUSEHOLDS ARE ELECTRIFIED. 


SITTING BULL 


STANDING BULL 


FULL-A-BULL 


SYL-A-BULL 


And the Hereford 


(See page 17 for entry blank) 
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10. 


@ @ MORE AND MORE ADVERTISERS ARE AWARE OF THE FACT THEY NEED FARM AND 


RANCH TO INFLUENCE THIS MARKET. DURING 
1953 FARM AND RANCH HAS SHOWN A 10.3 
OVER LOO NEW ADVERTISERS. 


armeRanch 


318 Murfreesboro Road 
Nashville, Tenn, 


THE FIRST 
REVENUE GAIN 


- Sisntiene -emuaammmapagmaaaaes 


SSS 


SSSSSSEKCQ 


SSS 


ULE 


10 MONTHS OF 
AND ADDED 


GENERAL APPEARANCE: 


BODY -hort, compact, but 
wide and deep and parts 
smoothly blended, to re- 
semble a perfect’ rectan- 
gular block. 


- LEGS short, squarely 


placed. Refined but strong 
bone. 


HEAD masculine, rugged, 
and strong, but not overly 
large or coarse. Muzzle 
broad. 


NECK short) and full, 
blending well with shoul- 
ders. 


. TOPLINE AND UNDER. 


LINE straight, smooth, and 
even, with top level and 
wide. 


CHEST wide and deep, 
but sides straight and even. 


» RUMP and loin broad and 


level. 


- HIND and FORE QUAR- 


TERS proportionately 
heaviest, being well devel- 
oped, full, deep, and thick, 


. MIDDLE trim and free of 


wastiness or paunchiness. 


BRISKET full and square 


but not excessively heavy. 


FARM AND RANCH HAS MORE CIRCULATION IN 
THE SOUTH THAN ANY OTHER MAGAZINE. 
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Grovp Names Miss Jones 
Bea Jones, for ten years associ- 


Fox Head Appoints Korbel 
August J. Korbel, formerly with 
Miller Brewing Co., has been ated with Spencer Curtiss Inc., | 
named assistant to Roy J. Bernier, Indianapolis industrial agency, has 
national advertising manager of been appointed assistant advertis- 


Distributic » of 
istributic : 0 
Fox Head Brewing Co., Waukesha, ing manager of the Regency di- 


- s 
Original B. oks 
Wis. He will assist Mr. Bernier in| vision of the Industrial Develop- 


advertising, merchandising and | ment Engineering Assn., Indianap- | . 
public relations. olis. Held Outd: ied 
a@@™ ame meee Ree eee ke Ue =_ Hardbound Book Sales 


Decline; Paper Back 
( WHBF IS NOW CBS ¥ 


Racks Held No <ure-all 


WHITE SULPHUR S: iNGS, W. VA., 

| Sept. 22—The boo! business can 

FOR THE QUAD- CITIES |cheer up. It’s been 'nrough some 

of the tough times predicted for 

Effective July 1, 1953 it, and it’s doing fine. One of its 
major problems is an antiquated 


Les Johnson, V. P. & Gen. Mgr. 


/method of distribution for “origi- 
'nals.” 

These are the highlights of a 
speech delivered yesterday by Ben 
D. Zevin, president of World Pub- 
lishing Co., to the annual conven- 


| stitute here. 


either. . .It 


tion of the Book Manufacturers In- 


Advertising Age, September 28, 1953 


are at an alltime high, but said 
that about 35% of this total comes 
from the 250,000,000 paper-backed 
books which will be sold in 1953. 
He believes that paper-backs bene- 
fit from their “highly mechanized 
and efficient distribution mach- 
ine,” but that this method limits 
the number of titles that can be 
distributed. 


s “Thoughtful original publishers 


/are aware of the fact that, as an) 


industry, we have to cling to an 
antiquated system of distribution, 
which in itself has restricted the 
sale of books,” he conceded, add- 
ing that “the self-service rack of 
the paper-backed book is not the 
ultimate answer to that problem 
is apparent that this 
facile distribution technique is 


|self-limiting. Already the news-. 
'stands, drug stores and supermar- | 


kets are complaining the paper- 


backed book racks are taking too) 
much space, that there are too) 


many titles.” 
He pointed out that the Ameri- 


RESTAURANT 
SALES 


Atlanta (Ga.) : “8 
Columbus (Ohio). . . 
Des Moines (lowa) . . 
Fort Worth (Texas) . . 
Indianapolis (Ind.) . . 
Jacksonville (Fla.) . . 
Rochester (N. Y.) . % 
Salt Lake City (Utah) . 
Davenport - Rock ss - 
Moline (Illinois) ° 


Dota Copyrighted 1953 Sales Management, Survey of 
Buying Power; further reproduction not licensed. 


You get "full measure" coverage of 
the billion dollar San Diego market 
— with the saturation circulation of 
these two great newspapers. 


THE MOST 
IMPORTANT CORNER 


. ie IN THE U.S.A. 


ATW 
SAN DIEGO 
CALIFORNIA 


- 35,701,000 


SAN DIEGO, California $55,419, 000 


- $52,625,000 
- 51,365,000 
- 19,133,000 


- 55,265,000 
- 25,333,000 
- 48,012,000 
- 22,267,000 


29,468,000 


REPRESENTED NATIONALLY BY THE 
7 WEST-HOLLIDAY CO., INC. 


in a study that copies sold in- 
creased 34% from 1947 to 1951. 
In dollar volume, however, the 
increase was only about 21%. The 
average net return from _ hard- 
bound trade books and reprints 
declined from 77¢ per copy in 1947 
to about 69¢ in 1951. 


® He figures that juveniles now 


account for more than 60% of the 


hardbound trade book total. 

Mr. Zevin is inclined to think 
that the problem is “not enough 
meritorious adult hardbound orig- 
inals.” He thinks the economics of 
publishing, with narrower gross 
profit margins, have something to 
do with the unwillingness of pub- 
lishers to gamble. He thinks a 


|deeper reason is the slower devel- 


opment of good creative writers, 
which he laid to the armed forces. 

In this connection, he touched on 
censorship and urged that pub- 
lishers be worthy of defense. “In 
this respect,” he said, “publishing 
is a public trust. Wisdom and in- 
tegrity and uncommon good sense 


Mr. Zevin noted that book sales can Book Publishers Council found | must motivate the publisher and 


his editors. What the publisher 
seeks—the one and only responsi- 
bility that he dares to assume—is 
evidence that the author he selects 
has the right to be heard...” 


® He thinks the publishing busi- 
ness can look forward to increased 
volume for four reasons: 

1. The growth of the population 
presents an expanding market 
which will increase the demand 
for books. 

2. The growth in population has 
a qualitative measure...more peo- 
ple are literate, better educated, 
with highly developed intellectual 
curiosity. 

3. More leisure time. 

4. A standard of living that per- 
mits money to be spent for books. 


Hoover Jr. Named President 


H. W. Hoover Jr., executive v.p., 
has been elected president of Hoov- 
er Co., North Canton, O., effective 
Jan. 1, 1954. He succeeds John F. 
Hattersley, who has resigned. Mr. 
Hattersley will continue as a mem- 
ber of the board and the company’s 
executive committee. 


Sport-loc to Reilly, Brown 


Reilly, Brown & Willard, Boston, 
has been named to handle adver- 
tising for a new line, Sport-loc 
padlocks, made by the sporting 
goods division of Eagle Lock Co., 
Terryville, Conn. 


WGR Promotes Nat L. Cohen 
Nat L. Cohen, commercial man- 
ager since 1946 and with the sta- 
tion since 1931, has been promoted 
to v.p. in charge of sales and a 


director of WGR, Buffalo. 


CoNnsoLipaten 


WORKS CONFIDENTIALLY for 
individuals, groups, firms who 
need facts published in the daily 
press. We ‘‘spot’’ them in 
practically all daily and over 
6000 weekly English language 
newspapers. an invaluable 
service that costs little. 


CONSOLIDATED tiirnixs BUREAUS 


431 SOUTH DEARBORN STREET, DEPT. 
’ CHICAGO S. ILLINOIS 


170 FIFTH AVENUE, NEW YORK 10, N. Y. 
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Theres new evidence available 


Its time to take a new loo 


at THE BiG THREE 


(0 
Life 
Post 


Number of different people 


reached by six issues of 
each magazine 


areata tt 
Bee ee Sai sas 


ies 


Cost of six black-and-white, 


full-page advertisements 
in each magazine 


cas tecetaeesacataaaatitie ea aaaaaaat ec taatet ce pmmmemasmmant ences 
EE ee eee 


Number of readers per acd 
dollar who can be reached with 
six issues of each magazine 


This means 
that ona 


RL PP LLL I PRL, 
Re 


Look .... 50,000,000 
Post ..... 35,400,000 


“A Study of Four Media,”’ by Alfred Politz Research, Inc. 


Life .....$115,200 
Post .....% 88,020 
Look ....$ 68,640 


Source: Publishers’ current rate cards, 


ee a en 


Look ....728 
EAtO ccccc me 


Post .....402 


Source: Publishers’ rates applied to audience figures above, 


Look delivers 33.7% more readers per dollar than Life 


Look delivers ol e 1 %o more readers per dollar than Post 


six-issue basis: 


The new audience study sponsored by Life maga- 


zine* reveals for the first time the accumulative 
audiences reached by the Big Three... Look. Life 
and Post... the three most widely read magazines 
in America. 

That is, it shows advertisers how many millions of 
different people can be reached by six issues of 
each of these magazines. 


The study gives dramatic new confirmation of the 


“A Study of Four Media,” by Alfred Politg 
Research, Inc., sponsored by Life magazine, 


fact, indicated over and over again in audience 
research, that Look is a remarkably efficient sell- 
ing medium. 

For, on a six-issue basis, Look delivers 38.7% 
more readers per dollar than Life... and 81.1% 
more readers per dollar than the Post. 

There’s no question about it: If you want your ad- 
vertising dollars to go farther, dig deeper and sell 
harder... put them in Loox. 


».. Most exciting 


GARDNER COWLES, EDITOR 


magazine in America 
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WerBell Opens N. C. Office 


Mitchell WerBell Advertising, 
Atlanta, has opened a branch of- 
fice in High Point, N. C. J. Robert 
Barr, formerly director of adver- 
tising and publicity of Tomlinson 
of High Point, has been named 
resident manager. 


Goodrich to Stanley Home 


Foster FE. Goodrich has been ap- | 


pointed general sales manager of 
Stanley Home Products Inc., West- 
field, Mass., distributor of house- 
hold brushes and chemicals. Mr. 
Goodrich will supervise the com- 
pany’s domestic sales. 


HOUSE ORGANS 


This form of advertising can make 
sweet music. But the copy must SING! 
not be expensive. (I publish one 


Need 
on a blotter). Free copy! Phone HA 7-9187. 


pe ye Wott 4 $i 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


3 Gray & Rogers Partners Forminc: Agency 


But Haven't Negotiated with G&R 


PHILADELPHIA, Sept. 23—Samuel 
Chew, William S. Harvey and Ed- 
-mond G. Thomas, partners in Gray 
& Rogers, will resign on Oct. 1 wd 
form Chew, Harvey & Thomas with 
offices at 1528 Walnut St. 

All three were named partners 
two years ago after many years | 
with Gray & Rogers. 

Mr. Chew told ApvERTISING AGE | 
that none of the new partners | 
knows exactly what accounts they | 
will take with them. He said it will 
probably be three or four weeks 
before they will know precisely 
what they have in the house. 


s He explained that while they are 
under contract with Gray & Rog- 
ers they will not approach any of 
the accounts on which they have 


‘lients 
been contact me ie would not 
mame any of th: accounts. 


‘counts have 
to move over 
This could not 


At least thre« 
been listed as rea 
to the new agenc 
be confirmed. 

Except to con! 
nations, a spokes 
Rogers would mn <e no 
comment. 


rm their resig- 


‘Shopping News: 

The Michigan |.rd of Tax Ap- 
peals has ruled ‘iat the Detroit 
Shopping News is within the com- 
mercial advertising exemption as 
a handbill, and that it is not re- 
quired to pay use t:x on the news- 
print it purchases outside the state. 
The department of revenue had 
levied a tax, saying the publica- 
tion is a newspaper and not ex- 


in for Gray &| 
further 


Wins Verdict 


PRE-SEASON HUDDLE—Meeting in Hollywood to discuss the return to the air on Oct. 
4 of ‘Colgate Comedy Hour’ (NBC-TV) are (right to left) John K. Herbert, NBC-TV 


v.p.; Rolland W. Taylor, ad v.p., Colgate-Palmolive-Peet Co.; Sam Fuller, executive 
- producer for the telecest, and George T. Laboda, Colgate’s radio-TV director. 


empt, as it is not admitted to sec- 
ond class mailing privileges. 


MARTIN G. DIETRICK 
SHOP FOREMAN 


FRANCIS G. BRAUN 
SALES DEPARTMENT 


ROBERT M, RYAN 
SALES DEPARTMENT 


A 


KEITH MUSSELMAN 
SALES DEPARTMENT 


GILBERT H. ROSENBERG 
SALES DEPARTMENT 


FRED E. ORR 
PLANT MANAGER 


Each one of these fifteen people has 


FLINT GRINNELL 
GENERAL MANAGER 


WAKELEE R. SMITH 
ASSISTANT GENERAL MANAGER 


SE 15 WAYS TO 
EYOUR TOUGH 
ING PROBLEMS 


an answer for you... just combine 


their 144 years of practical engraving and management experience 


with the finest equipment and shop 


skill, and you have a source for 


photoengravings where you can buy with confidence ... where you get 
acute attention to detail in highlighting, color corrections, tooling, proof- 
ing . . . where smart production men are turning for squeaking-tight 
deadlines ... where your dollar buys photoengravings with high-fidelity 


results built right in. 


clearer, 


THIS TRADEMARK 


ENGRAVERS 


It's brand new and stands for Chicago 
Engravers, formerly Stearns & Company. 
Look for it... think of it... 


. especially 


when you want results that are sharper, 
quicker. 


% 


EVELYN SHAY URBAN 
SALES SECRETARY 


* # 
é Ke , 
_ its a’ 
* 2 


ARTHUR MYHRUM 
SALES DEPARTMENT 


ROBERT HEATTER 
SALES DEPARTMENT 


RICHARD J. THAIN 
SALES DEPARTMENT 


GEORGE M. DANNER 
SALES DEPARTMENT 


LAWRENCE E. STEINER 
SALES DEPARTMENT 


ARTHUR J. BRADSHAW 
SALES DEPARTMENT 


Cotton Products Get 


$17,000,000 Backing 
in Magazines Alone 


| NASHVILLE, Sept. 22—More than 
| $17,000,000 will be spent through 
|magazines alone this year to ad- 
vertise cotton products to Ameri- 
| can consumers. 

This estimate was cited here last 
weekend by Ed Lipscomb, adver- 
tising director of the National Cot- 
ton Council, at the seventh district 
convention of the Advertising Fed- 
eration of America. 

The figure, Mr. Lipscomb said, 
does not include untabulated ad- 
ditional millions spent in local 
newspapers by both manufacturers 
and retailers, or the heavy volume 
of advertising devoted to shorten- 
ing, margarine and other products 
of cottonseed. 

Mr. Lipscomb told the meeting of 

advertising men from seven south- 
eastern states that “cotton’s great- 
est gains have been made in recent 
years in wearing apparel and 
household markets where individ- 
ual consumer choice may be influ- 
enced by advertising and promo- 
| tion.” Its greatest losses, he added, 
'“have been in industrial markets 
| where mass purchases on a price 
| basis are the dominating consider- 
ation.” 


Three Store Promotions 
to Back Motorola TV Ads 


Three packaged store promotions 
,during the four fall and winter 
months of the year will back the 
advertising for the television re- 
|ceivers of Motorola Inc., Chicago. 
During September, Silver Jubilee 
‘Month commemorating the com- 
pany’s founding, stores will fea- 
ture window and counter display 
materials in blue and silver repli- 
cas of a silver anniversary medal- 
|lion, a giant birthday cake and a 
life-size cutout of Jane Russell in 
| silver evening gown. 

October, tabbed as “Fun Month,” 
| will feature comic strip charac- 
ters in window trims and stream- 
ers. Children going into stores with 
parents will receive free comic 
costumes, masks and books. No- 
vember and December will be 
keyed to the holiday season. Win- 
dow displays will show a family 
of four around a silver Christmas 
tree. 


Hutchinson Chemical Sets 
$200,000 Budget for Wax 


Hutchinson Chemical Corp., Chi- 
cago maker of waterproof wax, has 
set a $200,000 budget for the 12 
months beginning Oct. 10. All of it 
will go into radio and television. 
Robert, MacAvinche & Senne, Chi- 
cago, is the agency. 

The agency has been named to 
handle advertising for Roto-Sphere 
Inc., Kansas City toy manufactur- 
er. Magazines and television will 
be used. 


Mayo to Bennett-Advertising 


John B. Mayo, formerly man- 
ager of the Omaha office of Beau- 
mont & Hohman, has been named 
an executive on the State of North 
Carolina account for Bennett- 
Advertising, High Point and Char- 
lotte, N.C. 
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Your Market in 
Thousands of 
Bay Cities.... 


These figures show the remodeling needs 
and buying intentions in the homes of Bay 
City, Mich., as revealed in DOMESTIC 
ENGINEERING’s famous Bay City Story. 


The remodeling opportunity in thousands 
of other typical towns and farming areas is 
at least as great. And, relatively, the remod- 
eling needs and opportunities are as large in 
institutions, industrial plants and commercial 
establishments as in homes. 


Plumbing -- 21.8% plan to re- 


model one or more bathrooms within 
two years. 


Heating - - 21% pian to remodel 
heating systems within two years. 


Kitchens == 21.5% plan to remodel 
kitchens within two years. 


Appliances == 31.9% plan to buy 


new laundry equipment within two 
years. 


Plumbing == 14.2% are prospects 


for a new water heater now. 


Heating == 52.4% of the warm air 
heating systems are gravity; 45.7% 
of the hot water heating systems are 
gravity. 


Heating - - 30.9% of the homes are 
heated by hand-fired systems. 


Plumbing == 17.3% of the homes 
have leaky faucets. 


Plumbing - - 51.5% have toilet 


seats which are chipped, crazed or 
broken. 


Appliances -- 41.1% of the gas 


ranges are ten years old or more. 


Appliances == 98.2% of the homes 


do not have an automatic dishwasher. 


Appliances -- 94.5% of the homes 


do not have an automatic clothes 
dryer. 


Plumbing == 35.1% of the water 


heaters are not adequately protected 
by safety devices. 


Plumbing == 67.6% have water 
heaters of inadequate capacity. 


Plumbing - - 25.99% of the farm 


homes plan to purchase a new water 
heater within two years. 


Plumbing == 41.7% of the electric 
water systems are over ten years old. 


Heating -- 22.9% of the families 


report difficulty in heating one or 
more rooms. 


Plumbing == 33.6% of the homes 
have room for an extra bath. 


Plumbing - - 97.7°. have no food 
waste disposer. 


We 
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Walk down any street in Typical Town, U.S.A. today and see what has happened in the 
12 months since Domestic Engineering made its award-winning study of remodeling 


opportunities to establish a yardstick for 
potential... 


The editors of Domestic Engineering have just com- 
pleted a check-back in the community which a year 
ago was, for a solid week, the scene of the most in- 
tensive research effort ever directed at digging out the 
facts about the remodeling market for plumbing, heat- 
ing. air conditioning and appliances in existing resi- 


IT’S COMING IN NOVEMBER .... 
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structures. 


The Bay City Story, product of that effort, is now 
standard reference on the remodeling market for the 
entire industry. It applies today; it will apply tomor- 
row, because the remodeling market remains constant. 
It is far and away the biggest potential dimension of 
the total market. 


It is the market that remains undiminished even as 
sales mount because every week, every month, every 
year, thousands of additional structures move into it, 
needing everything from faucet replacements and new 
toilet seats to complete new bathrooms and kitchens; 
from new radiator valves and furnace blowers to over- 
all heating plant replacement; and needing, too, laun- 


dry, food storage, and cooking equipment; waste food 
(Continued on next page) 


Return to Bay City 
and Learn How You 
Can Win This Market 
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disposers ; dishwashers ; water heaters ; air conditioners 
—every piece of equipment, fixture and specialty to 
make for greater living comfort and convenience in 
every type of structure. 


In their return to Bay City, Domestic Engineering’s 
editors called upon contractor-dealers and wholesalers, 
upon home, farm, and building owners, and upon the 
newspaper, radio station, civic leaders, city, school, and 
health authcrities, all of whom had cooperated in the 
promotion of Domestic Engineering’s Modernization 
Week which provided the back-drop for the survey. In 
a hundred ways, the editors asked this question: 


Did the intensive Modernization Week drive to alert 
every one to the health, comfort, economic, and prop- 
erty improvement aspects of remodeling really pay off 
for every one? 


Select group contractor-dealers, without exception, 
answered an emphatic yes and showed records to prove 
that hundreds of profitable jobs had been sold which 
stemmed directly from the stimulus of Domestic En- 
gineering’s remodeling program. 


Home, farm and building owners who a year ago 
had told researchers they were contemplating the re- 
modeling of plumbing, heating, air conditioning, and 
appliance services were checked. Many of them had 
completed their work and many are planning addi- 
tional projects. 


More important, contractor-dealer records showed 
that many who had not contemplated remodeling a 
year ago have actually had impressive jobs completed. 


Because the Domestic Engineering-inspired Moder- 
nization Week of last Fall had been so successful, the 
Bay City Times repeated a special remodeling section 
in the Spring with increased 
contractor-dealer and whole- 
saler participation and with 
increased reader response in 
the form of more remodeling 
work purchased. 


Civic leaders, city, school 
and health authorities who 
had enthusiastically hailed 
the modernization program a 
year ago are no less enthusi- 
astic today. It has meant, 
they agree, a new conscious- 
ness on the part of Bay City 
property owners of the im- 
portance of maintaining high 
standards in the health and 
comfort services in the home, the store, the factory, 
the institution, and on the farm. 


AWARDS TO = 
DOMESTIC ENGINEERING 
aes for Meritorious 
Editorial Service 


The first Remodeling Issue (Bay 
City Story) was the best research 
story of the year. The second Re- 
modeling issue of Domestic Engi- 
neering will contain the best meth- 
ods story. 


Is the remodeling idea paying off for Bay City? The 
answer is: “Yes! For every one!” 


And is the Bay City pattern of remodeling promo- 
tion paying off for Domestic Engineering Readers else- 
where? The answer again is: “Yes! In hundreds of 
communities from coast to coast!” 


How can you share in this huge, profitable, price- 
stabilized business that is so increasingly active the 
year round? Find the answers at right and on follow- 


ing page. 


IN THIS 
ONE ISSUE... 


The second Remodeling Issue (November) will con- 
tain the most complete sales manual on remodeling 
ever issued for this industry. 


Contractor-dealer John Smith will study it in close 
detail and keep it for future reference. He will 
quickly put to work the lessons in "the primary 
grade." 


Smith's associates in the business, who are already 
doing a good job in remodeling, will obtain a sec- 
ondary education in the finer points of management 
and merchandising in the second section of the 
manual. 


In the third section, even those dealers who are 
already doing a superlative job will discover ideas 
they have not previously thought of. 


As a complete unit, the sales manual will attract 
everyone even remotely interested in remodeling 
and will build reader interest to an unprecedented 
high. Following are some of the topics which will 
be covered: 


R es i d en ti a / —tThe homes of America need, 


in great volume, every product in plumbing, 
heating, air conditioning, major appliances and 
allied equipment and specialties. 


Last year’s Remodeling Issue (the Bay City 
Story) revealed the total size and breath-taking 
potential of the modernization market. 

The second Remodeling Issue will show read- 
ers how to win it. 

The story will be drawn from a hundred differ- 
ent sources ... from the success records of a hun- 
dred leading contractor-dealers who studied the 
Bay City Story and believed it, and then put the 
lessons to work for them in their business 

.. . From contractor-dealers in Bay City itself, 
who were exposed first to the remodeling oppor- 
tunity. 

From contractor-dealers who have pur- 
chased the Remodeling Sales Kit, and have 
launched the most aggressive promotion, adver- 
tising and selling of their careers. 


... From Domestic Engineering readers who, 
already successful in new construction, have 
added a profitable increment in remodeling. 

The story springs from an actual letter from a 
Domestic Engineering reader: It will begin at 
the beginning—from the time a contractor-dealer 
wrinkles his brow, leans forward in his chair and 


A Complete Sales 


John Smith’s Education in 
Remodeling -- The ABC’s 


. The Profit Potentials in Remodeling 
. Allocation of Management Time 

. Training of Mechanics 

Study of the Prospect List 


. Broadening the Product Line 


. Financing the Program 


NO fb. WRN = 


. Selling Remodeling From Repair 
Work. 


Institutional_ 4. eaasins market 


exists in hotels, hospitals, schools and colleges, 
restaurants, motels and the other segments of 
the vast institutions field. 


writes his question, “I want to get into remodel- 
ing ... but how do I get started?” 


INTRODUCING... 


The Story of John Smith 


Call this reader John Smith, proprietor of a 
typical medium-sized plumbing and heating estab- 
lishment. Smith has always done some remodel- 
ing, but never on an organized basis. Lately, he 
has been meeting more and more difficulty in get- 
ting a fair price for his products going into new 
construction. He knows his salvation is to diver- 
sify, with greater emphasis on remodeling. 


From many sources (particularly the previous 
issues of Domestic Engineering) he can get good 
hints on many activities he should carry on in 
connection with his remodeling work. But no- 
where, up to now, has he been able to get a com- 
plete guide written for him as a manager of a 
business . . . a manual, all-in-a-piece, which will 
help him evaluate his future course; tell him 
which things to think about first; help him get 
started, and help him grow in remodeling. 


To bring John Smith this complete sales man- 
ual on remodeling, Domestic Engineering editors 


His Secondary Education 
in Remodeling 


. Intelligent Use of Advertising 
. Selling the Financing Plan 
Integration of Crafts 


> wn = 


. Full Line Merchandising of Re- 
modeling 


5. Training of Salesmen 


6. Setting Up the Store as Remodeling 
Headquarters 


7. Collect On-The-Job Plans 


| 
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Industrial _prumsins sila and - con- 


ot 
S, ditioning improvement in industrial plants is 
of needed to attract employees, to speed up manu- 
facturing processes and increase efficiency. 
‘ 
»]- are putting the entire industry under a micro- 
scope. The remodeling activities of readers from 
Portland to Pomona and from Miami to Yakima 
are being studied. 
4 The method-manual will be designed so that 
d contractor-dealers can utilize it at any given stage 
of their remodeling program. For example, the 
contractor who has progressed to the point where 
. he is out “bird-dogging” for prospects will learn 
4 that there’s no place like home—the prospect's 
~ home, that is, to sell remodeling. He'll learn how 
to gain that entree to the home, how satisfied cus- 
veil tomers can become his best salesmen, how to keep 
él a constant flow of remodeling leads coming in 
ail every day. 
us He'll “go along” with contractors who have al- 
od | ready put Domestic Engineering’s Remodeling 
ae Sales Kit to use and see for himself how they sell 
'O- *#  =complete kitchen, bathroom and heating moderni- 
nal zation jobs. He'll learn how to budget his re- 
a modeling advertising, which ads and direct mail 
il | letters pull the best, how to use the modernization 
owe time table for best results, how to merchandise a 
et | fair price, how his customer can finance the job, 
| how to enlist the aid of wholesalers and manufac- 
n- | turers, how to integrate their sales helps with the 
rs | overall program—and how to close the sale. 


dizmodeling... 


The Post-Graduate Course 
g in Remodeling 


1. Budgeting and Evaluating Adver- 
tising 
2. Extending the Trading Area 


a. | 3. Incentive Plans for Selling 
| 4. Radio and TV 
5. "Whole Room" Planning Service 
” 6. Scientific Scheduling of Work 
7 


. Ensemble Selling 


VV THO MAKKZT... 


SECOND REMODELING ISSUE WILL TELL HO 


j : a ae 


Commercial — remodeling in stores and 


commercial establishments of all kinds is needed 
to combat obsolescence, attract patronage and 
improve employee relations. 


In short, the big November Remodeling Issue 
will comprise the most comprehensive “how to 
do it” manual ever contained between the covers 
of any one magazine. 


The Bay City Story changed the course of an 
industry. The story of John Smith will speed that 
industry on its new course—a course with greater 
sales volume, greater profit for all. 


F arms —The farm market is an extension 
of the residential market requiring, especially, a 
broad variety of water-connected equipment 
following the sale of the electric water system. 


The Remodeling Market 
in Dramatic 3-D... 
See Next Page 


“It's NOTasin 
to make a 
profit!” 


a oe 


ame 


Price-cutting by one is sui- [J MANUFACTURER WHOLESALER CONTRACTOR 


cide for all with the property 
owner suffering most from in- 
ferior merchandise, poor work- _— Publication 


of prize winning slogans for the above cartoon 


manship and lack of service will build increased reader interest in the November (Second 


i Remodeling) 
This cartoon appears on the raat 


September issue cover of Domestic Engi- 
neering and is the subject of a prize con- 
test to stimulate interest in this publica- 
tion’s new and vigorous attack upon price- 


r ai, Prices 


4 We Are Pledged to Quolity Products Coretyl Workmanship ond lr 


issue of Domestic Engineering. 


cutting. Winners will be announced in the 
2nd Annual Remodeling Issue, out in No- 
vember, which will enlist industry-wide co- 
operation in the maintenance of fair prices 

to insure best service to the public. 


Having a relation to remodeling 
(because modernization work lacks 
the price pressure of new construc- 
tion) the Fair Price Program will 
build greater and more _ intense 
reader interest in November Do- 
mestic Engineering. 


The Wovember issue will offer readers a 
personal copy of the Fair Price certificate 
(11x14 inches, elaborately printed in 
purple and gold). 
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Don’t Miss the 
Second Remodeling 
Issue of 

Domestic Engineering 


Month in and month out, year in and year out, 
it will pay you to concentrate your advertising in 
Domestic Engineering. Why? Because of the high 
editorial I.Q., the high level of purpose and the high 
quality of presentation of Domestic Engineering— 
factors which attract the readership, build the con- 
fidence and cement the loyalty of the more success- 
ful, more ambitious and more responsive types of 
readers, who together do the vast bulk of the busi- 
ness in this industry. 

In publications, editorial governs all. It deter- 
mines who opens the book, how often they open it, 
and how long they keep it open. In a hundred subtle 
ways, editorial also conditions readers’ attitude (be- 
lief or disbelief; confidence or lack of confidence) 
toward what they read in your advertising message. 
Think of these things any day when considering 
advertising media. Think of them, specifically, in 
considering the unusual advertising opportunity of- 
fered by the second Remodeling Issue of Domestic 
Engineering. 


Here are specific reasons why November Domestic 
Engineering offers you your best advertising buy 
now: 


1. It will be built solidly upon the basis of a pre- 
vious success and will, therefore, be eagerly an- 
ticipated. 


2. Three unusual, distinctive editorial “scoops” will 
build reader interest ; the Remodeling Sales Man- 
ual; the Fair Price Slogan Contest; dramatic 3-D 
printing. 

3. Its editorial theme lies in the area of future 
growth for this industry—remodeling. 


4. Of long-term value to readers, it will be kept and 
constantly referred to by them. 


5. It will be wanted by readers to an unusual de- 
gree, resulting in increased circulation and pass- 
along readership. 


6. It will be timely, for it anticipates and lays the 
groundwork for next year’s sales programs by 
your customer-dealers. 


Wire your space reservation today. 
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MODELING 


the Third Dimension of Your Market 
will be told in Dramatic 3=2)D) 


Remodeling is the growing third dimension of 
the market for plumbing, heating, air condition- 
ing and allied appliances and equipment. 


It is appropriate, therefore, that Domestic 
Engineering introduces dramatic 3-D printing in 
the second Remodeling (November) Issue. 


A special attention-commanding section of 
life-like 3-D illustrations will contain both edi- 
torial and advertising matter. 


Pioneered by Domestic Engineering Company 
in magazine printing, this newest technique for 
dramatizing editorial and advertising illustra- 
tions will make its first appearance in the plumb- 
ing and heating field to further emphasize the 
third and largest-growing dimension of your to- 
tal market. 


Two reports on 3-D printing are available to 
you upon request—the first, a guide to 3-D prep- 


Best 
WIRE 


1801 PRAIRI 


aration, and the second a reader report on 3-D as 
utilized in a companion publication. Domestic 
Engineering field representatives will be glad 
to suggest how 3-D may best be used to illus- 
trate your products. 


Advertisers who use 3-D will obtain unprece- 
dented attention to their advertising message in 
the November issue. But, whether you use 3-D 
or not, the showmanship resulting from its use 
will make the entire magazine a conversation- 
It will 
mean more mileage for your advertising dollar. 


starter and keepsake for subscribers. 


Consult your advertising agency or ask us for 
details about 3-D presentation of your products 
in the second annual Remodeling issue! 


OR TELEPHONE SPACE 


RESERVATIONS NOW! 


Consult Your Advertising Agency 


MAGAZINE 


E AVE.. CHICAGO 16, ILLINOIS 
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Advertising Age, September 28, 1953 


Seven Minneapolis 
Companies Schedule 
Series of ‘BW’ Ads 


MINNEAPOLIS, Sept. 24—Seven | 
Minneapolis firms have scheduled | 
full-page ads in Business Week in | 
a new kind of campaign to attract 
industry to the Upper Midwest. 

The ads will promote the area 
as a location for new plants and 
distributive facilities-by calling at- 
tention to its booming economic 
developments, such as northern 
Minnesota taconite, the Williston 
basin oil, North Dakota lignite and 
the Missouri river power and irri- 
gation projects in North and South 
Dakota. | 

Suggested by Lloyd Borg, a v.p. | 
of Bozell & Jacobs, advertising | 
agency, the idea for the campaign | 
was presented to the business com- | 
munity by the Minneapolis Cham- | 
ber of Commerce. Mr. Borg is a 
consultant to the chamber. 


! 
i 


| 


| 


| 


| 


= Financed entirely by the indi- | 
dividual companies, the ads are | 
designed and placed by their own) 
agencies. 

The first ad, sponsored by First 
National Bank of Minneapolis, 
calls attention to the taconite de- 
veiopments. It will appear in the 
Sept. 26 issue of BW. Others that 
have scheduled ads include Inves- 
tors Diversified Services, Minnea- 
polis Gas Co., Northern States 
Power Co., Northwestern National 
Bank, WCCO-TV, and Minneapo- 
lis & St. Louis Railway. 

Instead of seeking to entice in- 
dustries to move lock, stock and 
barrel to the area, the ads are 
aimed at taking advantage of the 
decentralization trend in business 
by promoting the Upper Midwest 
as a market of 6,000,000 people. 


Omega Watches Get 
U. S., Foreign Ads 


NEW YORK, Sept. 22—Norman M. 
Morris Corp., U. S. agent for Ome- 
ga watches, will use full and frac- 
tional pages in six national maga- 
zines and radio and TV spots in 
major markets to promote Omega 
watches through the Christmas 
holidays. 

Publications to be used include 
Holiday, National Geographic 
Magazine, The New Yorker, New 
York Times Magazine, The Satur- 
day Evening Post and Time. 

Lewin, Williams & Saylor is the 


agency. 
In addition, an_ international 
schedule will be run simultane- 


ously in foreign editions of Life, 
Reader’s Digest and Time. This ad- 
vertising is being handled directly 
by the home office of Omega in 
Bienne, Switzerland. 


Long Adds Three to Statt, 
Gets Three Accounts 


W. H. Long Co., York, Pa., agen- 
cy, has made three staff additions. 
They are Alfred H. Burnham, for- 
merly with Lewis Edwin Ryan Co., 
Washington, account service man- 
ager; Stuart Q. Hyatt, previously | 
with McCann-Erickson, New York, 
account service manager, and 
George L. Grimes, formerly with 
Mithoff Advertising Co., El Paso, 
production supervisor. 

Three new accounts are Lewis- 


town Industrial Development 
Corp., Lewistown, Pa. (business 
papers, newspapers), Mahanoy 


City Industrial Development Com- 
mittee, Mahanoy City, Pa. (busi- 
ness papers, newspapers), and R-S 
Furnace Corp., division of Hard- 
inge Co., York (business papers). 


Opens Chicago Office 


Arthur D. Little Inc., Cambridge, 
Mass., industrial research and en- 
gineering consultant, will open a 
midwestern office in the Board of 
Trade Blidg., Chicago. John R. 
Kirkpatrick, who has been work- 
ing for Little on behalf of the 
Puerto Rican government, will be 
the manager. 


2 Sponsor Heatter Program 


A new radio program, “Good 
News Today with Gabriel Heat- 


Ind., maker of prefabricated 
houses, and North American Van 
Lines Inc., Fort Wayne, Ind., long 
distance mover. The show over the 
entire Mutual network will feature 
National Homes Monday, Wednes- 


‘day and Friday mornings. Begin- 


ning Oct. 20, North American will 


‘sponsor the show Tuesdays and 


Thursdays. Applegate Advertising 


Agency, Muncie, Ind., handles both 


accounts. 


Bankers Life to Paul Grant 


Bankers Life & Casualty Co., 
Chicago, sponsor of the White 
Cross Plan, has appointed Paul 
Grant Inc., Chicago, to handle its 
advertising. James E. Sohwenck, 


v.p. of Schwab & Beatty, New 
York, who served the account for- 
merly, and Frank M. Baker, for- 
merly head of the -t! and tele- 
oO 


vision department Reincke, 
Meyer & Finn, Chicago, will join 
Grant as partners to assist in 


handling the new account. 


Appoints Weiss & Geller 

Fromm & Sichel Inc., New York 
distributor of wines, brandy and 
champagnes, has appointed Weiss 
& Geller, New York, to handle ad- 
vertising for its line of Paul Mas- 
son champagnes, table wines, ver- 
mouths and brandies. 


Stearns & Co. Alters Name 


Stearns & Co., Chicago, is chang- 
ing its name to Chicago Engravers. 
A series of 10 two-thirds page ads 
in advertising trade publications 
will announce the name change. 


The longest day 
YX 


MO will have 
an end ~Anon 


but never the words... 
7 ’ 
"my teacher says--- 


Three words can pack a terrific 
punch when constantly repeated by 
30,000,000 school kids. And because 
parents can seldom ignore the sim- 


ple phrase “my teacher says...” a 


tremendous influence is exerted by 
teachers that can benefit you. 

Your advertising message in State 
Teachers Magazines reaches over 
900,000 subscribers who absorb im- 
pressions about your product, serv- 
ice or ideas that may eventually 
reach 10,000,000 homes. 

There is no other practical way 
to reach teachers. And with 44 state 
edited publications you can cover 
any section or the entire country. 
For full information, write Miss 
Georgia C. Rawson, Executive Vice- 
President, State Teachers Maga- 
zines, Inc., Dept. 910, 307 N. Mich- 
igan Ave., Chicago 1, II. 


State TEACHERS 
Magazines 


Today’s oil marketer has 


VISION 


Key marketing executives in the oil industry 
operate in three dimensions—storage, transportation and 
merchandising of petroleum products and related lines. 


They order trucks, trailers and tank cars to move oil from 
refineries to terminals, bulk plants, service stations 
and homes. They purchase storage equipment for 29,000 


bulk plants and terminals. They supply 200,000 


service stations with pumps, lifts, compressors, and 
they direct the purchase and merchandising of ‘Tires, 
Batteries and Accessories. 


Whatever you manufacture, supply or service for the oil 
marketing industry—your first step in selling is to 
reach the executives who buy and read 


National Petroleum News every week . . 


. the key 


marketers, the decision-makers in major oil Companies 
and independent jobber organizations. 


NPN COVERS ALL THREE.. 


NATIONAL PETROLEUM NEWS 


A McGraw-Hi!! Publication 
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Aylin Appoints Weil 


Ben A. Weil, formerly operating 
his own agency at Corpus Christi, 
Tex., has been appointed an ac- 
count executive of Aylin Adver- 
tising Agency, Houston. 


Joins Kudner Agency PR Staff 
John L. Carr, formerly associ- 
ated with the Baltimore Sun, has 
joined the public relations staff of 
Kudner Agency, New York. 


BIGGEST $ VALUE 


In Metropolitan Chicago 


towas $1 A DAY 


© 24-Sheet Poster Showings 
e Mo Min. Number Boards Required 


Write, Wire, Phone 
ILLINOIS OUTDOOR ADV. CO. 
4338 N. Kedzie Ave., Chicago 18, Ill. 

IRving 8-6644 


Lasser Again Asks 
Ad Reserve Fund 


SEATTLE, Sept. 24—Effort and 
expense directed toward sales pro- 
motion and advertising have not 


kept pace with increases in con- | 


sumers’ disposable income, J. K. 
Lasser, tax expert, told Associated 
Business Publications members as- 
sembled here today for a regional 
conference. 

“The money is there, in consum- 
ers’ pockets,” he said, “if business 
will only reach for it. If it doesn't, 

| we’re going to begin to move at a 


|tax deduction s 


|much slower pace. Sales will drop. 
‘off. Fewer people will be needed 


lot of trouble in this economy.” A 
greater demand must be created 
for the goods and services that our 
}economy can produce, “and that’s 
why-you have to have advertising.” 


® As a practical way to encourage 


for jobs. We'll begin to get into a) 


ove the plan 
public at the 
e of the Na- 
ertisers Assn. 
the establish- 
‘s for a funded 
earch reserve. 
st the govern- 
s,’ he pointed 
the year of a 
to favor an 
program by 


eral government 
he originally m: 
Pittsburgh confe 
tional Industria! 
last June, a plan 
ment of tax incer 
advertising and 

“This need no‘ 
ment a dime in ' 
out. “It merely s 


aggressive mark: (2 
companies.” 


ABP TO OPEN - HIVE 


SEATTLE, Sept. ° 4 —Stressing that 
the impact of business paper ad- 
vertising grows ul of editorial 
value, a new advertising campaign 


|will soon be star'ed by ABP in 


| 


ithe marketing ar 


| mercnandising 
press, ABP’s President William K. 
Beard Jr. told the organization’s 
regional conference here today. 
Mr. Beard explained that the 
new campaign resulted from the 


increases in advertising and re- pooled thinking of 22 business pub- 
search by business and industry, | lication executives, members of the | and specimen copies are available, 
Mr. Lasser proposed that the fed-|organization’s promotion and re-| upon request. 
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,Search committee. Its objective is 
| to dramatize the editorial job done 
| by the trade press in serving both 
readers and advertisers. 

Each spread in the new series, 
Mr. Beard said, will be illustrated 
by editoriai features from ABP’s 
member papers, and will point up 
the specialization, scope and qual- 
ity of editorial content in the busi- 
ness press. 


Federal Enterprises Names 2 


William W. Scott, executive v.p. 
of Federal Enterprises Int., Chi- 
|cago maker of electric signs, cus- 
_tom lighting and signals, has been 
‘elected president. Mr. Scott suc- 
‘ceeds the late Linwood A. Miller. 
'Dean Gothwaite, v.p. in charge of 
electrical advertising, has 
named to the board. 


‘Brazil Monthly to Bensignor 


Revista Tecnica Sudamericana, 
Brazilian monthly industrial 
/signor, 55 W. 42nd St., New York, 
its U.S. representative. Rate cards 


steady gains prove 
Washington Post performance 


in the nation’s capital market of 1,594,200 people 


THE WASHINGTON POST 
OUTGAINED ALL OTHER 
WASHINGTON NEWSPAPERS 


in GENERAL GROCERY ADVERTISING 
POST GAINED 81,316 MORE LINES 
The Washington Star gained 12,315 lines 
The Times-Herald lost 44,772 lines 

The Washington News lost 4,295 lines 


in TOTAL GENERAL ADVERTISING 

The Post carried 1,719,825 lines .. . 

A POST GAIN OF 47,467 LINES! 

The Star carried 1,724,483 lines .. . 

A STAR LOSS OF 45,832 LINES! 
Times-Herald carricd 1,463,220 lines... 
A T-H LOSS OF 115,301 LINES! 


The News carricd 500,907 lines... 
A NEWS GAIN OF 25,858 LINES! 


in TOTAL CIRCULATION 
Post gained 12,943 new subscribers! 


Source: Media Records, first seven months, 1952-1953; 
A.B.C. Publisher's Statement, six months, March 31, 1953. 


Top performance in selling . . . in attracting new readers . . . brought 
smashing results to prove the superiority of The Post in reaching 
Washington buyers . . . in moving goods for advertisers. 


This constantly increasing advertiser acceptance and growing read- 
ership are your clues to greater sales in Washington . . . proof you 
will get best results when you advertise in... a 


been 


re- | 


NEW DESIGN—Jackson Brewing Co., New 
Orleans, has revamped its packaging for 
Jax beer with the motif shown above car- 
ried out on its cartons and cases. Fitzgerald 


‘view, has appointed M. E. Ben- | Advertising Agency, New Orleans, handles 


Jackson. 


NYU Giving Course 


on Running Agency 


NEw York, Sept. 22—-Chemists 
for the mythical Eastern Photo- 
graphic Co. have just come up with 
the formula for a new soya bean 
cereal. A test market appropria- 
tion of $200,000 for the first year 
has been established. 

This is a simulated problem 
which will face students at New 
York University’s case history 


| seminar on “successful advertising 


agency management,” which will 
be conducted weekly from Oct. 20 
to Nov. 24, by the university’s di- 
vision of general education. In the 
six sessions, panel members will 
discuss solicitation of the account, 
marketing and research, media se- 
lection, copy and art, client rela- 
tionship, and agency profit and 
loss analysis. 

Priority in registration will be 
given to top agency executives— 
presidents, v.p.s, account execu- 
tives, treasurers and controllers. 
Panel discussions will enlist the 
aid of leading advertisers and 
agency personnel in this area. 
Chairmen of the individual ses- 
sions are J. Davis Danforth, execu- 
tive v.p., Batten, Barton, Durstine 


-& Osborn; Dr. Wallace H. Wulfeck, 


v.p., William Esty Co.; William E. 
Matthews, associate director of 
media relations, Young & Rubicam; 
Walter Weir, v.p., Donahue & Coe; 
Arthur C. Fatt, executive v.p., 
Grey Advertising, and D. C. Stew- 
art, secretary-treasurer, Kenyon & 
Eckhardt. 


Kanrich Joins Ira Rubel Co. 


Ernest Kanrich, C.P.A., has be- 
come a partner of Ira Rubel & Co., 
Chicago specialist in agency ac- 
counting. 


(ADVERTISEMENT) 


Deepfreeze Executive V. P. 


4 ” s 


| ae 


L. J. Sorensen has been promoted to 
executive vice president of the Deep- 
freeze Appliance Division of Motor 
Products Corporation, North Chicago. 
Like most other men who are getting 
ahead in business, Mr. Sorensen is a 
regular Wall Street Journal reader. 
at an advertising medium! 


at Rent riche RRO eda Pe Re cert RG Re, igre GRRE land es ! roy ae ie Saeaut ree Sia po ee MIL Date Cat tac grt Minne ees cag Page ok aie ir te iG Ree ea es A ee tI ie i RE RN CG le ses, Bynes eee See te ey siemieridp” oe re gaat 
ee ent ae PRE a aera PAM E Ga SIRO) hae 8 ag st Suaine te Mick, a eet UA eA Re tas Oa Pca ae Fiat a Raia She Aen BY aa gi oe iat 9 PRES Ape a oN) 5 pe nae Ee hea eet nate ot te Po aae i «io Mra, Mime Mee weceeen ROMS RC ren ate: Dap Raph na}. awe eeeetes er 
a Bee 2 ee és deg apace sh et Sg Reo aE ere Pea Gili ere 1 Bere dd Rae gee eee NPL OR RE Oe, Son ARE Sa he Br ee Pegigers tee rs ene ee RS aura, gts hipnae ae hee rete tenes a He sig Bee had, oa a fh cee Boe $0 
a Re ee, Se : re ake eats fy rd byt - “ieee * Seely NB Pe Seat f cra ft iS are z ee ee oe 2 i ees re is ye geese a 2 ean - cory Bais. wane hy omit ae 
ie rae 9 Bt F are eee gs Ce i ee BS pth a ‘ roa Pee oo rae Sek. EM ee eee ’ 3 Baten nS gk Me aa veeet oy eegemmestn se RTE NCR ents oe Ss ae raat ma ba eee 
- . Bal el % od ° \ Se > ’ ‘ *% a 7 4 . . _ . 4 
St te e : : : 4 ? ‘ pyr = ~ seg 
ee Bande oe * an. , ail * 
cei e : Se RMA USN etna Ee 
“ 
. 
. = ee 
mM ee EE Ee es 
hens a < thes, ate a...” age Pe be 
ay : pm 
i - ; a, gs ie 
7 By ‘ ae 
Toe ‘ big 
| y 
} 
: é Phe, 
i . 4 ‘ es 
erecta: ff } 4 é 
. Pe SAX | ry.@ 
ie eg A 7 
Oe age j 
Po Ge 4 
“” # 
: ee ee Pe pred 
ey eee - 
HS See! j 
eee 
ie ee ae 
ine 
i wins OY AAW 
a } “xe KOK > ee KK OS | 
es ARAL KKKSISRA 
a a 
Ee ee 
Be ta | 
eo | 
a. 
Pe PF 
bed oe af A CL ART AR RNG NER RMR, 
pltaay - 
- PO 
~ ' 
F | 
aorD 
aay / 
rs - Be 4 
meee 
ney ee Py 
ee hs 
Ra Bs 
ett 
fee 
ray 
ake 
oa is 
Tees 
paseo 
age 
pele. mo 
a 
resi 
bie 
ae 
ae 
a aa 
ae 
oa a 
eee) 
ae 
oe: 
yee ee 
aot: ‘ 
y Av] - 
a ’ 
Bec. ee 
ee 
: BP a ? 
i 
m a ee 
: Be, : Be a 
Milne 
eh } aes . i 5 ihe = 
a a be f Pe ea Sek Oy ee ' 
Sree et Pe ; ; PS Se: iuerecas aN ct tae ae 
‘ oo Be Br eo. gt 
pees Re te Rhee eee oe PS gn 
he Oe a : Ee ke: = 3 Ge 7 se" cn ie % 
BR EaN i Pe 1B eee Ge an, ' 
a | ie ae ee ee + eee ' 
ne. ee %) 
rane a | Siar wig a 2 
— — a an 
ne i —- ets 
- ; a pane 
aie i aa c 
a 2 ih ? AP ‘ 
E : ea s : | 
3 a | | 
bie ' “ — a ; 
| aan AtOn ost =r 
** ry - 2 
aio, °° ; ge ere: ma : 
; ees > / ‘ : ; : : ; iii 0 : — “awe 
jay “8 pee a te ae —_ as Peigee tae 0 ewe dis ctie aS eee en a» 
i es Rag uf Wie aie oS eee SES Tae? eee ae a ae es me. ; 
+3 ee 3s Sayigat ie >. o/s. eee é ae ‘ mE eee i, ve sal Ta 
: TES Narre set alg ae eee atest : e Represented Pe a nnn 
P ; ae TAM e eH OP Rati gr i ny : PS oe ON ae ee ee an | I 
i =a . ge cal " ayia é u Ed — i a NA ode hogs ee ‘ ‘ we) | 
se ee : ss | Sawyer, Ferguson, Walker CoS . == 
. 2 i é ey apes. © : 7 ah 4 real Nai ; a ee | 
ae — ie ccd oat re Meo cele Ele (ee Leer Joshua Powers Co (london) ; - ee 
ey “ss as 7 . fh Nie ¥ a é Ba! tars - “ ny ie see 
a S&S i. Se ae t de ee : : oa a : ee i : aT oe te ye omen 5 | 
. oo <3 ‘ ‘ a ; w= 
é 9” <a - ; : : . Pe: 
a ah ‘ad -< eee ha Vans * atts ge aie i Be Id base BS PED ig ; mee Bear ws : part “Ss 4 ; : i * noe 3h ie : 
E A a eres kk Se ? unt saa. t Cs ee eee eve, Se ae ge Ja Taal co eee es eae ae a ae . : . : yee ~axaenct e ‘ Z cca f tay ae oe aot tee es pee 
ixe See. oe aa E Sia te ent a a : ee 5 Get be ; ire rat eh ape Ben) eo: eee ak 33 BE -4 ee hh Foye “ ee a4 isan AP 3 the g FMAM Paks OY PRT LOS eae ee : Bey Pn tigi ee 


does Good Housekeeping 
produce by far the most 


retail tie-in advertising? 


There’s no better index of how you’re doing with consumers than how you're being pro- 
moted at the point of sale. Retailers advertise products as advertised in GOOD HOUSE- 
KEEPING because there’s more consumer acceptance for these brands. It’s an acceptance 
built on the most convincing sales-clincher—a money-back guarantee. 


WHOEVER SELLS YOUR PRODUCT...WILL SELL IT HARDER 
WHEN IT’S ADVERTISED IN GOOD HOUSEKEEPING 


Wherever your distribution lies—through department stores or jewelry shops, radio or 


appliance dealers, food chains or shoe stores—wherever you sell, you'll find the big sell is 


on brands as advertised in GOOD HOUSEKEEPING and backed by the Guaranty Seal. 


Retail Advertising Linage Tying up with 
GOOD HOUSEKEEPING and the Guaranty Seal 
January through June, 1953 
TYPE OF OUTLET LINES 
Department Stores ........................00: eee 8,387,387 
es Ue i aay Nene ih addin aa . 3,529,645 
Hardware & Appliances 0.00.0... 2,973,419 
ik elo rs sack dshedehéddnakne Vaeaes’s 2,161,179 
Lumber Supplies, Builders & Realty .............. 2,295,531 If your national 
a I gy 5 dc xSseptinxnvsapase ti seiicaisaae 1,140,680 advertising is not 
a 483,614 producing results like 
Plumbing & Heating «0... en. .. 381,346 these at the retail level 
} 55s iuisiidireinssnnscuvecastaminees 441,916 — let us tell you more 
Se II 5c ssnescssscsiersssixessiedsanivas 583,133 about GOOD 
sis. vi.siickncranannncsetensnieloniaed 244,184 HOUSEKEEPING. 
ELT 
25,099,197 
Senetatin te sdueenine oeing Serenity <i. 
+ Guaranteed by % 


Good Housekeeping 
dy ~ 


\) ‘ 
TAS apvenristo Tks o- 


DECAUSE retailers knon 
WOO) HOUSEKEEPING sells goods 


per THE HOMEMAKERS’ BUREAU OF STANDARDS _ 10,650,000 
° copy 57th STREET AT 8th AVENUE, NEW YORK 19, N.Y. readership 
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Consumer Markets 
best media with 


Standard Rate & Ddft'’s Incdme De 
Ips, you pick-your best markets and 
accuracy and greater ease! 
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me 


Supplement to 
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“Easy to spot the income groups 


(Ate 4 


tote, 


most likely to bay your r product 


Newly compiled consumer income date not available 
elsewhere tells how many consumer units are in 4 income 


groups: under $2000; $2000 to $3999; $4000 to $5999; 


Now, using CONSUMER MARKETS In- 
come Data Supplement, you can estimate 
how many prospects there are for your prod- 
uct, place by place! Every city, every 
county, every metropolitan area is listed in 
four separate income groups. Also data on 
the average income per household, number 
of households, and the number of consumer 


hi 7 te alia Di 208, a oat OD hes esr, Tele, Uli tie [tie ‘ask be SSG Maer ae 2h is i ee sin iC, to lai Gath A Mata ace, all ‘Adah li CHIN 
a NUMBER OF CONSUMER UNITS BY INCOME GROUPS ; 
' seme wd 1 C Total tied $2 $4 : 
pendable er onsumer nder 000- ,000- $6,000 f 
Households Inc. ($000) —- Household $ Units $2,000 3,999 5,999 & Over | 
= |), 5,510 28,633 5,197 5,641 976 2,205 1,424 1,036 § 
RCHINCON seccseses 2,040 11,105 5,444 2,267 388 824 671 - 3845 
j 
DOUGLAS. ............. 5,350 24,620 4,602 5,165 1,584 1,906 904 7715 
. 
DUPAGE: nassssssssee. 44,420 374,336 8,427 49,028 6,173 11,043 14,795 17,017 | 
Downers Grove 3,430 27,928 8,142 3,529 296 745 1,203 1,285 § 
; Elmhurst ....... 6,300 63,517 10,082 6,941 604 1,158 1,994 3,185 | 
Glen Ellyn ..... 2,770 35,087 12,667 2,813 182 317 774 1,540 
Hinsdale ....... 2,490 40,103 16,106 2,808 347 464 561 1,436 
Lombard ....... 2,720 25,173 9,255 2,863 181 550 1,017 1,115 
bee Naperville nue 1,920 — EE Oe Eee eee lee 


and $6000 and over. This data is provided for every 
county, metropolitan area and city of 5000 or more 
population in the U.S. 


units. NOW it is easier to assign sales terri- 
tories and advertising schedules realistically, 
with conveniently arranged tables based not 
on average or total income for various local- 
ities, but the actual numbers of consumer 
units within each of 4 income groups! All 
data are solidly grounded on the O. S. Census 
of Income. 
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This handy information will help you 


@ evaluate media by income patterns at 
each local level 

@ set up more equitable sales quotas 

@ make sure vour consumer studies prop- 
erly cover desired income groups 

@ predict sales potentials more accurately 

@ select better test markets 

@ discover where distribution is needed 

@ determine where promotion will bring 
best results 


next edition of CONSUMER MARKETS—May 1954 


Standard Rate & Data Service made sales 
and advertising history when it tabulated 
data from the 1950 Census of Income, brought 
the information up to date, and made it 
available by income groups and by localities 
in a Supplement to the 1952-53 edition of 


CONSUMER MARKETS. 


The next edition of CONSUMER MAR- 
KETS, scheduled for May 1954, will contain 
current consumer income figures in addition 
to its regular features such as data on popu- 
lation, households, retail sales, sales by store 
classes and farming . . . for states, counties, 
metropolitan areas and cities. And including 
features such as maps, ranking tables for 
metropolitan areas by 22 major marketing 
factors, trends, ete. 


Until then, remember the CONSUMER 
MARKETS INCOME SUPPLEMENT is 
the only source available for detailed, com- 
plete consumer income information for the 
entire country. 


Which city is the better market for YOU? 
They look alike... BUT... 


City A City 8 


250,200 population 250,302 
$101,000,000 retail sales $102,100,000 


But if you sell mainly to those whose 
income runs $4000 and over, they look 
different! 


income units 
City A over $4000 


31,026 
or 


35.4% 44.7% 
of total of total 


in city in city 


City B offers you 7,557 more consumer 
units that YOU want. 


Only in the consumer income data sup- 
plied by CONSUMER MARKETS can 
you find handy tables that make com- 
parisons like this so simple! 


CONSUMer markers 


THE COMPREHENSIVE SINGLE SOURCE OF AUTHORITATIVE MARKET DATA INCLUDING INCOME BREAKDOWNS 
PUBLISHED BY STANDARD RATE & DATA SERVICE, INC., WALTER E. BOTTHOF, PUBLISHER 
1740 RIDGE AVENUE, EVANSTON, ILLINOIS * NEW YORK * CHICAGO « LOS ANGELES 
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—A report on the sembership dis- lywed women. | this television station. 
- . | tribution, income ond activities of Beauty Reader Forum, Skin! Cover the Michigan Market . 
Information for Advertisers the Farm Bureau a national or- Care, Cleanliness and Fragrances: | (Outside of Detroit): Booth Michi- ( 
ganization of farr «rs. |Fawcett Women’s Group, 67 W.|gan Newspapers Inc., Buhl Bldg., se 
1,000 Brides, a \ationwide Sur-' 44th St., New York 36 (address | Detroit 26 (address Ralph Bastien) ~ 
pos Me —e M phic at 'Elaine Rounds, beauty editor) —|—A comprehensive folder of mar- 
; cCall’s, 230 Park Ave., New York The use of various toilet prepara-| ket data on the coverage areas of 
| gamut aaeios inn = Pon aga out of 10 four/17 (address Frank Hogan)—Based tions by the readers of True Con-|the eight Booth orton Alte in . 
ee y . ier. on a survey made ior the magazine | fessions and Motion Picture are Michigan, the Grand Rapids Press. ’ 
4 oO advertisers and agen- 1% Million Farmers with a by W. R. Simmons & Associates, | tabulated. ‘Flint Journal, Saginaw News 
mi cies, are available from the Purse and a Purpose: Nation’s | this report gives dita on age, edu- | Covering Central Missouri: Kalamazoo Gazette Jackson Citi- o 
; sources indicated. Agriculture, 221 N. LaSalle St., cation, income and purchases of KOMU-TV, Columbia, Mo.—Mar- zen Patriot. Bay City Times, Mus- - 
1952 New Car Sales in Southern| Chicago 1 (address Otto F. List, home furnishings, :ppliances, food, ket data on population, buying in- kegon Chronicle and Ann Arbor ~ 
c 


Califernia: business research divi- | department of public information) | clothing, etc., by toese 1,000 new- come, sales in the coverage area of News 
sion of Los Angeles Herald Express . 
—New passenger car sales in the 
11 Southern California counties 
totaled 206,186 during the 1952 cal- | 
endar year. Tabulations in this I, 
brochure are by counties and by 
the five major trading areas within | 
Los Angeles County. Breakdown | 
by makes of cars is given. 

The York, Pa., Market: WSBA 
and WSBA-TYV, York, Pa. (address 
Philip K. Fverly, sales manager) — f 


A summary of population, income, | ; 
industries and farms in a $275,- 
000,000 annual retail market. | 

' 


A Bonanza Market: Gas Heat. 
Magazine, 2 W. 45th St., New York | 
36 (address A. G. Winkler, adver- e e 
tising manager)—This booklet in- e 
cludes curves showing sales of gas , combines editoria | excellence 
heating and water heating equip-. 
ment by years since 1941; maps. 
showing the flow of natural gas 
from field to markets, etc., plus a 
six-page section giving details on 
all gas heating sales data for 1952, 
by product, including price infor- | 
mation and field trends. 

The Oil and Gas Journal Market 
and Media File: Oil and Gas Jour- | 
nal, 211 S. Cheyenne Ave., Tulsa 1 
—This file, prepared in accordance 
with the National Industrial Ad- | 
vertisers Assn., has vital facts on’ 
the history and present status of. 
the oil industry and on the maga- 
zine’s readership. 

Six Reports on Radio Listening 
Habits of Foreign Language Mar- 
kets in New York Conducted by | 
Pulse: WWRL, N. Y.—These re-| 
ports cover three minority seg- 
ments in the metropolis: Spanish, 
German and Negro. Breakdown is 
given in terms of morning, after- 
noon and evening time. 

Continuing Survey of Minnesota 
Report No. 10: Minneapolis Star & 
Tribune (address Otto A. Silha, 
promotion director)—This report. 
is a four-year comparison of the 
use of baking mixes by Minnesota 
housewives. In 1952 nine out of 10 
households used baking mixes com- 


Ail 


LONDON BRIDGE IS 
FALLING DOWN... 


falling down . . . falling 
down. 


London bridge is falling 
down, 


MY FAIR LADY! 


If your product or service 
shows a tendency similar to | 
that of the bridge in the 
nursery game, call KMBC-KFRM, 
Kansas City, or your nearest 
Free and Peters office, for 
availabilities on the 
KMBC-KFRM Team. 


“My Fair Lady” is a pretty 
important person in 
your sales game, and 
she’s buying the 
things she hears about 
on the radio station 
she listens to most! 
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A Study of Advertising Media in 
Portland: KEX, Portland, Ore. 
(address KEX Sales or the offices 
of Free & Peters, station repre- 
sentative)—This 24-page booklet 
by the Westinghouse radio station 
includes information on the popu- 
lation in this area and its market 
characteristics. 

Advertising Review of the Ar- 
gentine Market: Ricardo de Luca- 
Publicidad Tan, Esmeralda 135, 
Buenos Aires, Argentina—This 
four-page mimeographed news 


| bulletin is a capsule picture of the 
‘Argentine market in. statistical 
form. Data was prepared by the 
agency’s research department with 
the objective of carrying out effec- 
| tive consumer surveys and the bui- 
'letin is offered to admen abroad 
interested in the Argentine market. 


The Tourist Court Market and, 


How You Can Sell It: Tourist 
Court Journal, Temple, Tex. (ad- 


dress Bob Gresham)—Vital facts! 
on the tourist court owners market | 


and its future supply needs. 


Standard Market Data for the 
Staten Island Retail Trading Zone: 
Staten Island Advance—A folder 
full of statistics on the population, 
income, and retail and wholesale 
traffic as well as institutions in 
this area. : 

Laundry Equipment and Clean-| 
ing Supplies, Research Report No. 
870 and Household Sales Data 


,Book: Capper Publications, Topeka 


(Address Victor Hawkins)—Com- 
prehensive figures based on sub-| 
scribers’ reports. 


What You Should Know About 
the Latin American Farm Market: 
Implementos y Tractores, Graphic 
Arts Bldg., Kansas City 5 (also 
available from sales offices in Chi- 
cago, New York, Cleveland and 
Los Angeles)—A 32-page booklet 
in which the basic forces within 
the market are documented and 
explained with United Nations 
data and other reports of overseas 
research. The four basic farm 
problems of the Spanish speaking 
countries are analyzed and future 


for advertising effectiveness 


and quality circulation. 


The finest editorial content is just a waste of words 
unless a publication is read by the right people. So 
to make the most of Chilton's editorial excellence we 
stress quality control of circulation. 


Chilton readers are selected under rigid regulations to 
make sure that the advertiser's message reaches those 
who make the buying decisions in the fields Chilton 


serves. 


And because maintenance of editorial ex- 


cellence is the first concern of every Chilton editor, our 
readers know they can find what they want in Chilton 
publications: facts, figures, and news that are both 
authentic and timely. 


This combination of editorial excellence and quality 
circulation makes Chilton publications the ideal at- 
mosphere for advertising the products and services 
needed in the fields Chilton serves. 


upg 


CHIL TON ~ WWW 
COMPANY fm = 


SSN 
WN 


(incornp ORATED) 


Chestnut and 56th Streets 
Philadelphia 39, Pa. ” 


THE IRON AGE ° 


MARDWARE AGE * MOTOR AGE 


100 E. 42nd Street 
New York 17, N. Y. 


e COMMERCIAL CAR JOURNAL 


WY 


HARDWARE WORLD * DEPARTMENT STORE ECONOMIST + BOOT & SHOE RECORDER 
THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY * THE JEWELERS’ CIRCULAR-KEYSTONE 
AUTOMOTIVE INDUSTRIES @ THE SPECTATOR @ DISTRIBUTION AGE 


35 


potentials for the sale of farm ma- 
chinery and farm supplies are 
presented. 

A Practical Approach to the Of- 
fice Market: Office Management, 
212 Fifth Ave., New York 10— 
Derived from Department of Com- 
merce statistics in the Survey of 
Current Business, the figures in- 
| dicate that the bulk of the market 
for office equipment and supplies 
is to be found in the offices of some 
15,000 companies with 50 or more 
office workers. 

The Prestige Magazine of the 
Canning and Allied Industries: 
The Canning Trade, 20 S. Gay St., 
Baltimore—tThis brochure contains 
market information on the canning, 
glass packing, frozen food and all 
allied industries. 

Beer Is Brewing Markets for 
You: American Brewer, 202 E. 44th 
St., New York 17—Besides figures 
on beer sales, this folder cites 
number of trucks used by large 
and small brewers, bottles and 
cans used in the industry and 
grains and cereals used in brewing 
beers. 


Radio in 
Canada— 


® 1211 member IRE 
Engineers convene in 
¢ 6 Canadian Cities: 
Hamilton - London 
Montreal - Ottawa 
Toronto - Vancouver 
for monthly meetings and 
technical sessions. 


@ All read — 
“Proceedings of the I.R.E." 


MD: 


oa 
Cure 


Total ABC 36,820 


to keep up-to-date with 
the rapid engineering 
design and application 
advances of the ever 
unfolding radio-electron- 
ic science. The key to 
engineering thinking in 
Canada is the radio en- 
gineer. Reach him in 
the magazine he owns, 
edits and trusts. 


To SELL the Radio Industry— 


— TELL the Radio Engineer! 


Since 1913 


THE INSTITUTE OF RADIO 
ENGINEERS 
Advertising Department 
1475 Broadway, Times Bidg. 
New York 36, N. Y. BR-9-7550 
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KOIN-TV Names Gerber Co. 

KOIN-TV, Portland, Ore., has 
appointed Joseph R. Gerber Co., 
Portland, to handle its advertising. 
Plans call for a coordinated pro- 
gram of national and local adver- 
tising. 


Olmsted Named Wood A.M. 

Alan C. Olmsted has been named 
advertising manager of G. H. Wood 
& Co., Toronto maker of liquid 
soaps, disinfectants, floor waxes 
and other products. 


Miss Handy to Theodore Sills 

Drucilla Handy, formerly an ac- 
count executive of Bozell & Jacobs, 
Chicago, has been appointed an ac- 
count executive of Theodore R. 
Sills & Co., Chicago public rela- 
tions consultant. 


4A‘s Elects 2 Coast Agencies 

Hoefer, Dieterich & Brown and 
West-Marquis, San Francisco 
agencies, have been elected to 
membership in the American Assn 
of Advertising Agencies. 


: Merete | Do ‘Mave Than RENT ‘wéinia 


American Motel Magazine 


5 S. Wabash Ave. 
Chicago 3, Illinois 


REE LOO I 


Advertising Age, September 28, 1953 


Magazine Bureau Claims Its Medium 


Was Top | ne Last Year, Absolutely 


New York, S« 
know what medi! 
advertising in 19! 
er? 

For those to w) 
a vital concern, th: 
vertising Bureau ‘his week un- 
|leashed its ann’ 4! cannonade, 
4 eds again that magazines are 

|indisputably the No. | advertising 
medium. 

_ As in previous 
| deducted from 
political, religious 
vertisers—utilities, 
eries and bakerie: 
tising is billed at 
by newspapers 


23—Do you 


m 1952 is still 


-ears, MAB has 
newspaper totals 
ind 
dairies, brew- 

whose adver- 
the general rate 
but which MAB 


has decided are not truly national | 
also says mag-' 


advertisers. MAB 
azines would lead, solely on the 
_basis of including all advertisers 
where recorded expenditures are 


“local” ad-, 


, $25,000 or more. 
carried more. 
than any oth-| # MAB finds that: 


1. Magazines carried a 
|volume of national 


larger 
advertising 


Magazine Ad-| than any other medium, as they 


have since 1938, and 41.7% of the 
four major-media total in 1952. 

2. More than 80% of national ad- 
vertisers used magazines in 1952, 
half again as many as the number 
using the three other major media 
combined. 

3. Seventy per cent of the na- 
tional advertisers invested the 
largest portion of their appropria- 
tion in magazines. 

4. More than 75% of those that 
used only one medium in 1952 
chose magazines as that medium. 

5. More than 70% of magazine 
advertisers used no other national 
medium. 


(\ almost /0* of the 


w nations alee 
3 takes place 


WIR MARKET DATA 


Population. . 
Radio Homes 
Farm Radio Homes. 
Food Sales ‘y 
Retail Sales 

Drug Sales 


Filling Station Sales 
Passenger Car Registrations 


This multi-billion dollar market, so vital to your national sales volume, 


is effectively and economically covered by one single 


WJR reaches all of this great market every time of ‘the day, eve ry 
day of the year, with the most influential ‘single voice in the area! 
Increase your sales in this rich 137 county area 


Voice of the Great Lakes. 


For more information on WJR’s ability to sell in this 
area, contact WJR or your Christal representative toc 


WIR, 


-use WJR, the Great 


market 
ay 


%, of total 

U. S. market 
re 12,601,300 8.3 
ee anasto 3,785,540 8.6 
ae 59 
CR Parone ..$ 3,266,766,000 94 
. .$13,613,431,000 93 
ee $ 464,447,000 10.3 
$ 739,614,000 10.1 
ae 4,116,934 10.2 


sales voice 


Fisher Building, Detroit 2, Michigan 


——_—— HERE 
in WIRE primary 


/ 


ms MEE roi, The Goodwill Station 


Radio Network 


50,000 watts Clear Channel 


WIR, Eastern Office: 665 Fifth Avenue, New York 22 
Represented Nationally by the Henry |. Christal Company 
Canadian Representatives: Radio Time Sales, (Ontario) Ltd. 


6. Almost 90% of magazines’ 
prewar advertisers were still using 
the medium in ’52 (against 84.2% 
for newspapers and 58.5% for net- 
work radio). 

7. From 1951 to 1952, magazines 
showed gains in 23 of 28 product 
classifications, losses in five— 
newspapers gained in 14 and lost 
in 13, radio gained in 11 and lost 
in 15, network TV gained in 18 and 
lost in six. 

8. Magazines led all competing 
media in 19 of 28 classifications, 
and the nearest competitor led in 
only seven classifications. 


s® Of more general interest are 
some findings of MAB regarding 
the number of national advertisers, 
and what their average spending 
is: 

1. In 1952, 2,538 advertisers 
spent $25,000 or more in any me- 
dium; this compares with 2,384 in 
1951, 1,498 in 1944, and 936 in 
1939. 

2. In 1952, these advertisers spent 
$1,208,223,000; in 1951, $1,142,478,- 
000; $563,957,000 in 1944, and 
$333,157,000 in 1939. 

3. Average expenditure per ad- 
vertiser has increased only about 
34% from 1939 to 1952. In 1939, 


‘the average advertiser spent $355,- 


900, in 1952, $476,053. 

MAB points out that this 34% is 
roughly equal to the increase in 
the number of families in the coun- 
try. Since advertising costs have 
risen since 1939 (‘although very 
moderately in comparison with the 
increase in prices in general’’) the 
average national advertiser of 
1952 is actually reaching a smaller 
proportion of the nation’s families 
with his advertising messages than 
did his 1939 counterpart. 


@ MAB thinks this points up “a 
dangerous trend in advertising: 
the increasing inadequacy of the 
budget of the typical company.” 

While TV has made sizable in- 
roads into the market (it showed 
an increase of $165,800,000 in bill- 
ing between 1949 and 1952), MAB 
figures that printed media have 
gained almost as much—$145,600,- 
000 (of which magazines alone ac- 
counted for $108,000,000). While 
131 advertisers flocked to TV in 
this period, 357 were attracted to 
magazines. 

The Magazine Advertising Bu- 
reau has been keeping track of ad- 
vertising “casualties” (i.e., com- 
panies that go out of business, stop 
advertising or switch to competi- 
tive media) for some time. It notes 
in this autumnal recap that mag- 
azines have a far lower casualty 
rate than either newspapers or net- 
work radio. 

Only 58 companies or 10.6% of 
the 548 prewar magazine advertis- 
ers weren’t still using magazines 
in 1952, and 43 of the 58 were eith- 
er out of business or had stopped 
advertising. The newspaper ratio 
on this basis was 15.8%, and net- 
work radio has had a loss of 41.5% 
of its prewar advertisers. 


Philco in Latin Campaign 


Philco International Corp., Phil- 
adelphia, has started a _ Latin 
American drive for the 1954 Philco 
radio and TV models and the high- 
fidelity Phonorama to Latin Amer- 
ican dealers. Advertising sched- 
ules call for full pages in Life en 
Espanol, Selecciones del Reader's 
Digest plus a four-page insert in 
Hablemos del Hogar y de la Moda. 
Julian G. Pollack Co., Philadelphia, 
is the agency. 


Joins Wehner Advertising 

S. Kenneth Bunnell has joined 
the staff of Wehner Advertising 
Agency, Newark, as_ technical 
copywriter. He was at one time 
with the advertising department of 
Westinghouse Electric Internation- 
al Co. 


American Cone to Rutledge 


American Cone & Pretzel Co. 
has named Granville Rutledge Ad- 
vertising, St. Louis, to handle its 
advertising. 
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Carpet Cushioning, 
Furniture cushion- 
ing, Upholstery 

Fabric, Mattresses 


The Only Daily Newspaper of the Home Goods Industries 


pages .. . PLUS over 90 smaller-space ads . . . a total of 
170 insertions! 
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MANUFACTURER prosucts. CAMPAIGN =* MN i AGENCY ~ 
CAMEO CURTAIN COQ. | Curtains 52 ADS (once a week). . . supplemented by full pages at key Wexton Co. 
periods. 
CROWN BROILER CO. | Broilers, WEEKLY ADS in Retailing’s every-Thursday Eiectric House- Ziowe Advertising 
Rotissomats wares section . . . PLUS as many as 6 full pages in one Agency 
issue for trade shows. 
DAYSTROM FURNI- Dinettes 52 FULL PAGES . . . 24 of which were used in a 4-month N. W. Ayer & Son, 
_ TURE CO. period . . . supplemented by frequent smaller-space units. Inc. 
E. |. DU PONT DE Finishes, 68 ADS (including 21 full pages) during first 8 months of Batten, Barton, 
NEMOURS & CO. Plastics the year... and more to come! Durstine & 
Osborne 
U. S. RUBBER Rug Underlay, 59 PAGES .. . PLUS 2 4-page irserts . . . PLUS 20 haif- Fletcher D. Richards, 


Inc. 
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Bayard Agency Appoints Two | = 

Ada Yenk, previously with Dav-| Sales and PR Notions eee 
id S. Hillman Agency, Hollywood, 
has been named an account ex-| 
ecutive on fashion accounts for | 
Jere Bayard Advertising Agency, 


k 
r 
rs 

z 
ot 


Los Angeles. Patricia Hoover, pre-| 


viously advertising and promotion 


coordinator for Milliron’s Depart-| 


ment Store, Los Angeles, has been 
appointed executive assistant to 
Mr. Bayard. 


The Leader in 
Rapid Production and 
Effective Distribution of 
Radio Releases and 
News Mats 


gets ae> 
as cate 


* SAN FRANCISCO 


|e Little Red Riding Hood isn’t the 
girl we remember. Granny may not 


flashy clothes, wears lipstick and 
chases around with the Morris 
family’s midget. 

It’s all part of a Max Factor pro- 
motion. About 30 fashion produc- 
ers of hats, coats, etc., are bringing 
‘out articles in Factor’s new lipstick 
‘shade, Riding Hood Red. Depart- 
'ment stores will show the goods 
grouped around a manikin seated 
‘in an MG and wearing “a special 


jred hood especially designed for 


‘feminine sports car enthusiasts.” 
'Color of the car, of course, is Rid- 
ing Hood red. 


Merchandising Device: 


like it, but the kid has taken to) 


‘it is spending $250. \0 on the pro- 


motion. 


e Merchandising a ° is given pro- 
duction planners ai Admiral Corp. 
‘in a new “sales inte'!igence” room. | 
/Three walls of the room are lined 
with charts which ¢.ve information | 
on unit products sales in relation 
to yearly goals and data on per-| 


tors. 


maries of weekly field reports and | 
are used throughout the industry, | 


BRIEFING SESSION—W. C. Johnson, right, sales v.p. of Admiral Corp., demonstrates 

use of the firm’s new “sales intelligence” room by showing Paul Dye, general sales 

manager, that he has topped monthly refrigerator sales goals. Lower charts show 
cumulative sales for year to date by product. 


formance of individual distribu- | now can use coordinated informa- | 
tion that previously had to be com- plastic envelope containing the 
Although the charts are sum- piled from many sources. 


The attention getter is a clear 


|photos and printed in red: “In 
holiday packages as you can see, 


e A good many shopping days re- It’s Glenmore again in fifty-three.” 
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Sell the St. Louis Market the Way 
Electrical Appliance Dealers Do 


Leading St. Louis electrical appliance and 
supply dealers sold their share of the 
$116,000,000 electrical appliance market 
in 1952 by using 719,392 lines of 
advertising in the 


ST.LOUIS POST-DISPATCH 


the medium which gives you the most 
thorough and economical coverage 


of the 


St. Louis market 


Circulation: Over 470,000 Sunday, Over 400,000 Daily 


NATIONAL ADVERTISING OFFICES 


New York 

521 Fifth Avenue, 17 

J. V. AMBROSE, Manager 

Chica 

idbene Tower 

E. M. ROSCHER, Manager 

Florida 

311 Lincoin Road, Miami Beach, Fla: 
THE LEONARD CO. 


PACIFIC COAST 
WEST-HOLLIDAY CO., INC. 


San Francisco 
625 Market St., 5 


Los Angeles 

520 W. Seventh St., 14 
Seattle 

603 Stewart St., 1 


Portland 
520 S. W. 6th Ave., 4 


bp ito 


| Admiral has taken the information main until Christmas, but manu-| 

out of the files and placed it where facturers are lining up Yule pro- @ WPEN, Philadelphia, has lined 
it can be seen at a glance. Result| motions now. Glenmore Distiller- up a tie-in promotion using a pat- 
| Displays also will be set up in| of the new setup, Admiral reports, lies has sent out a pack of 10 pho- 
'MG showrooms. Max Factor says\is that many department heads/|tos of holiday liquor gift packs. 


ter show and a supermarket chain. 
Advertisers who buy into the 
AM “Pat and Jack Show” get three 
mentions and three announcements 
a week plus point of sale merchan- 
dising in Penn Fruit Co. supers. 


British Agency Men 
Personally Oppose 


Commercial Video 


Lonpon, Sept. 22—About half of 
Britain’s advertising agency ex- 
ecutives oppose introduction of 
commercial television, according 
to a survey in the current Adver- 
| tiser’s Weekly (AA, Sept. 14, 21). 

The trade paper polled top ex- 
ecutives of 50 leading agencies. It 
found that most of them (62%) 
expect commercial TV to come to 
Britain in some form. 

However, only 52% personally 
favor it and only 46% think it 
'would benefit advertisers as a 
whole. 

The consensus among the anti- 
TV agency men is that commercial 
television would mainly benefit 
the large advertisers. 

Advertiser’s Weekly reported 
that “in one or two cases, those 
opposed to commercial TV indi- 
_cate that their personal and pro- 
fessional opinions on the subject 
/are at variance!” 
| 
'‘NewsLife,’ New Daily, 
Expands Advertising Statf 


NewsLife (formerly the Citi- 
|zen), Beverly Hills, Cal., which 
| was converted into an afternoon 
| daily on Sept. 28, has expanded its 
;advertising staff. Added to the 
| staff under Charles L. Nicholson, 
| general and advertising manager, 
| eee Paul Honaker, formerly with 
|Hearst Advertising Service, New 
| York; Fred Fuhrman, previously 
with the Long Island Star-Journal; 
Gene Ingels, formerly with the 
Herald, Klamath Falls, Ore.; James 
O’Brien, who was with the St. 
Louis Gravois News-Weekly; Jerry 
|Pam, previously with the Holly- 
wood Reporter, and Richard De- 
Bold, formerly with the Mercury 
Register, Oroville, Cal. 

Also added to the newspaper’s 
|staff are Del Reisman, previously 
with the Los Angeles Daily News, 
named promotion director, and 
Andy Post, formerly with the 
Times, Bayonne, N. J., as classified 
advertising manager. 


Petco Corp. to Mathisson 


| Petco Corp., Milwaukee, has ap- 
/pointed Mathisson & Associates, 
| Milwaukee, to handle its advertis- 
‘ing and merchandising. Both 
_Clark’s Super 100 division and the 
Great Lakes Refining division will 
be served by the agency. Petco’s 
products are sold in Wisconsin, 
Illinois, Missouri and Minnesota. 


Adams Named Ad Sales Head 


Eugene C. Adams, formerly pub- 
lisher and editor of The Midwest- 
_ern Baker and Chicago Retail Bak- 
‘er, has been named advertising 
| sales manager for Mobile Homes 
Manufacturer & Buyer's Guide, 


| Chicago. 
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JO New Advertisers 
Lhe Colliers Half-Million 


r 
e 
‘ & 
e 
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Campbell Tire Chains Hallicrafters Co.— Radios and Television 
B. Ray Robbins Co.—Investment Service Portis Hats 
Northwest Memorial Hospital Association E. J. Brach & Sons, Inc.—Brach’s Fine Candies 
General Electric Co.— Turbines Curtiss Candy Company 
: General Electric Co.— Institutional Pan American Coffee Bureau 
General Electric Co.— Photo Flash Stewart-Warner Wall te 
; General Electric Co.—Lamps ig So e vaio nesaieiiidian 3 
‘ a r . 
: Crosley Television Receivers - “ a ee winhdip-seeghabaeoessaa 
- : Menlite Industries, Inc.— Presto Fire Extinguishers 
t Shields and Co.—Men’s Jewelry 
| Olin Leakproof Flashlight Batteries ee a 
, ton’ Nocona Boot Company 
on ere Bristol-Myers Co.—Sal Hepatica 
. National Distillers Products Corp.—Old Crow Motor Wheel Corp. 
National Distillers Products Corp.— Old Sunny Brook Wings Shirts 
Emerson Television Receivers American Distilling Co.—Guckenheimer Whiskey A Blend 
Fruit of the Loom Men’s and Boys’ Underwear Action-Fit Sportswear 
° Milton Bradley Co.—Toys and Games Mayfair Slacks 
. 7 Bridgeport Fabrics, Inc.—Inner-Seal Home Weather Stripping Hall Brothers, Inc.— Hallmark Greeting Cards 
t 
1933 — First Six Months’ Average Net Paid Circulation... 3.171.910} 
19333—September Average Net Paid Circulation .......3.712.000* 
. +SOURCE: A.B.C.  * Publisher's Estimate 
1 
S ve the big new Collier’s made its bow, old advertisers were kind enough to tell us 
‘ we had done a noteworthy job in improving and expanding our magazine. 
: Our readers responded with a fervor that has sent our circulation soaring to an estimated 
v September average of 3,712,000. Hundreds of Collier’s advertisers, including the finest 
é and strongest companies in America, are already profiting by Collier’s half-million news- 
e stand gain. 
: But now comes the firmest endorsement of all. 35 new advertisers who had not been in 
F Collier’s from January 1952 to July 1953 have signed up for space between now and 
" December 31. 
, This is a particularly satisfying tribute. For it means that these media-wise advertisers 
: have bet their blue chips on our bigger and brighter format, on our make-things-happen 
‘ editorial program. 
~ It means that, in their considered judgement, Collier's is a smart investment for hard- 
d Tha Shedows working, unsentimental advertising dollars, 
— In short, they believe that a magazine which has so notably sold itself can sell their 
products, too. Colliers 
: So a sincere welcome to our 35 new advertising friends. Happy to have you aboard. poy eee 
. Anyone care to make it thirty-six? | 
e 
s The Big New ; ae Oo ee 
: Published every alternate Friday, still only (75%) és 
s 
F The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N, Y,— Publ shers of Colliers, The American Magazine, Woman's Home Companion 
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Starting October 21st, the October 26th issue of JUDGE, the new 25¢ weekly 
of satire and humor, will be available only at leading newsstands 
except for a select list of charter (numbered) subscriptions at $10.00 per year. 
There will be no special offers or complimentary subscriptions. 
Distribution 200,000. Advertising rates: Inside 4C page $1,000; B&W page 
$600, 2 col. $400, 1 col. $200, minimum space accepted 1/2 col. $100. 


The story of JUDGE-—past, present, and future, has been 
enthusiastically received wherever it has been shown. The 
JUDGE presentation is available to interested advertisers 
and their agencies upon request. 
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Buffalo, New York 


"Il am delighted that JUDGE 


is coming pack and I don't 
want to miss an issue." 


The above excer hund 
ve pts are typical 

ws unsolicited letters from pats the io 
—looking forward to the new JU DGE! 


: ae “ pee othe i on ¥ rete Re iat Be hie Mies 
sacle Gee a, pica gee BN ee apes: 
eee Loses E? Ae ed see ies 
| . . = % 3 np be * peli ee) a ene? , aes i aN 
; a a = oes, A ke Bt ae ae 
ai) carte aay Ns ae aes Sy De tle ee es = pS pel ¥ re ithe 5 bi Pa 
: ey eee eee oees Se", ce) one 0 ee sis aoe eae pte Bike Ree 
ieee ier to: “ae gh ee 2. sae ee + mame ee eres ie lm ee Teak a se eee, 
aes ee ge ere et ee Bees 4 uae os or. A as : ae ite i apeeea he rhe we 
ee ee Ae mS - “oa Sia ee “3 oe Rise pes. a re he ee a shee 
al ie eo <e ke eae -— / a 
| Cn 4 ie ed oi ee rg Bean a 4 oe 
mer Ph, : poe i “* er oer eae ie en 2 pee oe 
, Se ok Sam Mein MO ck ees Sac a ae eee ay 
SU hat ee or Ps 2 ye so — 
ax Boy eo ait ay 
es : ae tee ee me ee eae 3 , 
t n : Yo © ae : = 
| aed " a : | < 
| Fs) e an ? X, 
or Yor ° th ve Cw : | 
| oe. ay ¥ 
PD W e d Op 
ey,“ in * a ‘k | 
t — p 
q, n e z Zin i 2 
be : 
in ’ Tas 
& ie 
ae 2 
a 
silver sprine: waryrané a 
‘ ng wy was piease? qo nove cnat , wee 
co you are goin’ 10 pub1ish a new eee 
she 
judge: y can rememoe F judge arrivine ; a. 
at our nome and ane jaugns and a ae 
_onverseene cne pagazin® provoKes mat 
amon’ <ne gaulS- ee ee 
apr seems to we» *” qnese ona 
‘ aay> of grim and gover pe 
ppinkine: 4nat ynumor is - 
rne pest paranc® whee} . ’ mos 
of ganitY* ee 
0a k : PEW 
din © lan eee 
Uck); ha q,o eo 
of V Scales 
1 e a 
n 1 px 
Ju. & m if a 
DGE Teo any orn ie 5 
o” Olle fong ja ahs 
Cty a ae 
On nd sel 
S Fe ¥ 
Do = : 
; u obi 
| . for "Ih Blast ee 
be — on oo 
th ne b ° N } pe ‘ 
at, time een ew Yo Sage 
Peo wit a &row rk iii 
1 
earn Conj ie ences” Pe 
Lazi elf. ure mil) ct ere 
mn.” respect with jon ets 
at t i » t aes 
oF the neent — ‘nen a 
r t r ose 
New york: New york turn Pig ws ea 
‘ J to ; eae: 
oyemor??? of my yournto> aay? UDGE ‘ hear . aoe 
were recatte® whet 1 read une ae 
me nouncesen of we propose a 
revive?» ,noue™ wnat ind of ae = 
revemor Pho may °° sn LHe work? ) a 
can ve smagine? whet one recat}® a 
wnat pent Luce aia ©° ite’ Pg a 
| HoLlywoo?’ carirornt® - 
e{t's peen @ Lone ,ime- ue 
And, 4‘ grand 10 nave you pack: Fea 
| qgnis country can stand 4 few he 
- yenepraces auens:" os 
ca Pe : ae i: pee JUDGE MAGALINE INC. ie: 
Saray nents Ba . rater. ~ «VE ' 
Res a i 3 resi dey ttaten = 17, N.Y. * TELEPHO 7 


42 Advertising Age, September 28, 1953 Ad 


Chicago District _. —9 r—2 7) Oklahoma City .......... —5 1 —19) Ee MOCO. | 21 —22 
Department Store Sales... | Metropolitan Areas i = aN ey ee Ge ee -—i @ —8 
ee 13 -6 -—€/| City = 
nd be) | Indianapolis ........ —6 -—4 —4/ Kansas City ............. . —13 7 —8\T—Revised. 
a or ay 0 ] ay ul a es Co Detroit ............. —4 —2 —13 Dallas District... —3 10 —13 | *—Data not available. | 
| Milwaukee ........... —17 —6 0| Metropolitan Areas 
| St. Louis District .. —O rb KEN | Dallas oie cceeceeceeeees es . —2 -—1 —10) — 2 

WASHINGTON, Sept. 22—Depart- Cities | Metropolitan Areas ee ene —-4 31 —10) Heads White Advertising PR 
ment stores had another sales dip rt acer é — ° ry pa ny ads “5 3 a] an .. ea = ~ =) Patricia Milligan, formerly 
to report to the Federal Reserve richmend District... —17 r—7 —12. St. Louis... 10 -—3 -8;| San Antonio ................. —13 19 —18 po goes oame eg ang wag ed 
Board for the week ending Sept. Metropolitan Areas | Memphis ............... 4 8 —27 | San Francisco District. —9 22 —I8— of international News service, has | 
12. That was the week with the Washington .. —18 —8 ~~ 6 Minneapolis District —12 5 —2 > Metropolitan Areas -been named _ public relations di- 

a vy A stain Oe Downtown Washing- | Metropolitan Areas | Los Angeles .........0.0..... —6 32 —17 rector of White Advertising Agen- | 
Labor Day holiday, ana—since e ee —22 ~—14 ~—13| Minneapolis-St. Downtown Los Ange- cy, Tulsa. 1 
holiday did not occur in the same __ Baltimore ................ . —23 —10 —S3| Paul ..................... 12 : ; eee —7 8 —1 | 

as r—-sales showed an Richmond .................. 0 —3 —I11/ Minneapolis City —10 = Westside Los Ange- | ‘i 
1% atop is U.S Atlanta District .......... —3 fi 12) —— St. Paul City . -—%$ * | tener —s 62 —2 Joins Food Specialties 
© agrop in dl ane : Metropolitan Areas | Cities eee —12 28 —25) Matth ie b J for- 

Th ffect varied considerably a deal atthew J. Lambert Jr., for 

ee . Birminghan ................. . —16 —6 —I11 _ Duluth-Superior . — San Francisco-Oak- _merly advertising director of the 1 
To some extent, the drop was not Jacksonville ................. 7 3 —19 Kansas City District — 9 —10' AMG ....-csseresvesseesersresseseee —13 «12 —15) Evening Record, Chelsea, Mass ( 
as great in midwestern and eastern — MIAME vem 3-25 20 Metropolitan Areas San Francisco ; “ 8 
88 ip see ek a a ea ea ee ee —13 14 —14 has been named sales promotion 
= “ae —2 —11 —Si| Topekea .................. 16 4 —3 Oakland City ............ ae ros Rn * — Rind — 
| New Orleans ........... i =f 16 —14) Wichita oo... —9 14 AL) = Porta oeeeeeeseccecsssseees —7 23 —24 products by Food Specialties Inc., 
~ DEPARTMENT STORE Nashville 0.0... —9 —2 Oe FORINT sseseicess —14 5 —3! Salt Lake City ............ —14 8 —23' Plymouth, Mass. ; 


SALES INDEX 


19*7. 49 «quits 100 


ry Week to Sept. 12, ’53*p102 
4 Week to Sept. 13, ’52*..114 
(4 Week to Sept. 5, ’53*..101 eae 
11 Week to Sept. 6, 52*..100 }) 
i Week to Aug. 29, ’53*..100 fF | 
Week to Aug. 30, ’52..110 fF 


*Not adjusted seasonally. 
pPreliminary 


cities that had borne the brunt of 
the heat wave the two preceding 
weeks. The Boston, Cleveland and 
Chicago districts showed sales de- 
creases of only 6% or 7%. The 
greatest year-to-year decline for 
the week was on the West Coast, 
where an 18% drop was reported. 

Among individual cities, western 
Los Angeles, which had shown a 
whopping 62% gain the preceding 
week, reported a 28% decrease for 
the latest week. This was exceeded | 
only by a 31% drop in Augusta, | 
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per farm 


In planning your business paper 
campaign, you'll find practical help 


in ABP’s many aids. Here are some . 
of them, Goad or thpeneeyae wank. From tankers to typewriters, steel to supermarkets, each 
business has its specialized business papers, to give busy 
LEADING BUSINESS PAPER os Pe td 
Cover 50 of Wisconsin's ADVERTISERS — people meaty stuff fast. The concentrated, close-to-the 
: : a report on who's spending field editing of the business press pulls together a concen- 
i ge Papa — how much. ($2.00) trated audience, all prospects. Like a well-stocked one-stop 
139, ow oare erm THE MAN IN THE MIDDLE— shopping center, the editorial and ad pages are full of facts 
homes with an annual in- a series on how to advertise to the that supply urgent wants. But they’re more than a place: 
: dolla well over a billion se nc they’re a force. Together, they make people buy more of 
ollars. A SURVEY OF DEALERS — 
Sell he ” u of what dealers want to know. ($1.00) whatever you have to sell. 
0 i, ee soe io A COSMIC TOOL— 
America’s Dairyland with: seit hk ie tale 
papers as a management tool. 


MADISON, WIS. 


* _ Wisconsin’ s 
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Chesebrough Launches Consumer 
Survey of Sales to South Africans 


NEw York, Sept. 22—In the 
rural areas south of Johannesburg 
the women among the non-white 
population apply powder to dull 
their faces. The men, however, 
like to shine theirs and use petro- 
leum oils for the purpose. 

To uncover more facts like these, 
the Chesebrough Manufacturing 
Co. has just launched what it calls 
the “first consumer survey of its 
kind,” aimed at a potential market 
of 3,000,000 Africans. Results of 


| the project will form the basis for. 


|a new advertising and promotional 
|campaign designed to extend the 
consumption of Vaseline and other 
Chesebrough products throughout 
the continent. 

Although only 500 persons are 


being interviewed, it is expected 
|that the study will take about 


'threec months to complete. For one 


‘thing, native custom impels a re-_ 
_spondent to provide the answer he, 


‘believes the interviewer wants to 


\hear, regardless of the facts. To 
obtain accurate information, there- 
‘fore, researchers must actually 
lenter the homes of those ques- 
| tioned and discover for themselves 
|what commercial products really 
| one in use. 

Philologist Ian D. Stoute and his 
three African assistants must con- 
duct their interviews not only in 
English, but in such un-Madison 
Ave. tongues as Zulu, Sechuana, 
Sesute, Fingo and Xosa. Henry 
Herbert, general manager of the 
Chesebrough African division, 
points out that “getting the an- 
swers requires a vast amount of 
patience, real ingenuity and a gen- 
uine understanding of African cul- 
ture.” 


Men and women must be inter- 
viewed separately because of dif- 
ferent buying needs and _ habits, 
thus complicating the study. 


® The subjects of this survey are addition is a bath oil. 
individuals | 


‘Pabst Promotes McAuliffe 
civilized.” For the most part, they | 


recently detribalized 
described by Mr. Herbert as “‘semi- 


are mine workers who are ex- 


periencing their first contacts with | 
the techniques of modern adver- | 


tising. Native newspapers and 
magazines, as well as radio, are 
available, but major sales impact 


is made through the use of color-| 


ful posters which dominate roads 
and villages. 

The complete survey consists of 
20 questions, including inquiries 


WHAT DO ELECTRONIC BRAINS NEED? New 


+ FE £EPER PEE 


MK Mow 


©@e:: 


“JASCHA FIDDLES, MISCHA BURNS” says the 


materials ... like telnic and phosnic; old ones like 
steel—with new properties. Industry demands new 
fibres, metals, plastics —to take terrific temperatures 
and pressures, resist chemicals. Britain now “pastes” 
its yet airliners together without a rivet. New rocket 
nozzles take hot gases without corroding. Designers 
face problems like these in everything from home 
heaters to self-insulating aircraft cables! They scout 
their specialized business papers urgently ... reach 
fast for what they find there. 


mag of the biz when Elman balks at airing a tune 
and the nets put Heifetz (on a platter) in his time- 
spot. News in the amusement industry is hot news. 
Stars shoot high or fall... fortunes hang on a good 
press or a good guess. The specialized business 
paper of theatre and screen, radio and TV, circus 
and diskery, puts powerful authority behind a vast 
industry, with fast reporting, potent opinion, and 
popularity ratings to bolster better buying. It’s read 
...and quoted...and shopped. And it sells the 


to the wildcats of Anzoategui 


amusement business, as nothing else can. 


... all business is specialized! 


Most advertisers agree on this point: advertising value stems 
from editorial value. But, how can you tell a well-edited business paper? 
You can research deeply, to find out how thoroughly it’s read and used. 
Or you can put it up to the readers to tell you... by the persistence with 


which they buy and pay for it. Paid circulations, ABC-audited, are a 
good measure of good editing . . . and good advertising value. 


All ABP members are members of ABC, too. Fact is, 2.3 million sub- 
scribers pay over $9,200,000 a year to read ’em. What’s more, all ABP 
papers are active in the Association’s study of better and better editing 
techniques ...everlastingly exploring for new ideas, well aware that 
abler editing does a double job: it attracts more readers, develops more 


reading — and more buying. 


THE ASSOCIATED BUSINESS PUBLICATIONS 


Founded 1906 


205 East 42nd Street, New York 17,N. Y. MUrray Hill 6-4980 


43 
about allied and competitive prod- 
ucts. The Chesebrough Co. already 
has developed 12 major products 
specifically designed and tested for 
‘the African market. Most recent 


R. J. McAuliffe, assistant gen- 
eral sales manager of Pabst Sales 
Co., Chicago, a subsidiary of Pabst 
Brewing Co., has been promoted 
to sales manager. Mr. McAuliffe 
succeeds W. A. Swan, who has 
been elected v.p. of Hoffman Bev- 
erage Co., Newark, another Pabst 
subsidiary. 


Heads Folding Box Board < 

Frederick S. Symington has been 
elected board chairman of Nation- 
al Folding Box Co., New Haven, 
Conn. Wilfred C. Palmer, v.p., suc- 
ceeds Mr. Symington as president. 
Walton D. Lynch, retiring board 
chairman, will continue as a direc- 
tor. 


Haman Joins KFWB Scales 
Howard J. Haman, formerly sta- 
tion manager of KDB, Santa Bar- 
bara, Cal., has joined KFWB, Los 
Angeles, as a sales representative. 
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TIME 
ISA 
MEASURE 
OF AD 
COMPOSITION 


Electrical engineers 
measure by erg-seconds 
Top agency production men 
must sometimes measure 
by “em-minutes”.., 
the time needed to set ads 
right to meet close deadlines. 
This is one reason why 
top Chicago agencies buy 
their ad composition from 
Poole Bros. Inc., where 
a big composing room 


and staff, organized 


for efficiency, produces 
quality composition, on time 
at the lowest 
final cost for quality 
‘Phone WA 2-6800 


and ask for Agency 


Ad Composition 
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Hale Heads Palsey Drive 


Arthur Hale, formerly v.p. of 
Mershaw Publishing Corp., has 
been appointed national campaign 
director of United Cerebral Palsy, 
New York. Mr. Hale will super- 
vise special events as well as the 
national drive in May, 1954. 


‘Provisioner’ Boosts Rates 

The National Provisioner, Chi- 
cago, will revise its advertising 
rates effective Jan. 1. The new) 
b&w page rate will be $270; three | 


pages will be $255. Current rates 
are $250 for less than three pages 
and $235 for three pages. Orders 
beyond 13 weeks will be accepted | 
at rates then prevailing. 


Lehn & Fink Names Ford 


William F. Ford has been pro- 
moted to regional sales supervisor 
of the southeastern states for Lehn | 
& Fink Products Corp., New York. 
At the company’s recent sales con- 
vention, he was nominated “sales- 
man of the year.” 
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61 WEST ERIE CHICAGO 11 


No prima donnas! The combined talents of 
twelve capable cameramen and technicians 


CHARLES F KUONI STUDIO 
Orbe Photegraply- 


sults. 


* Telephone SU 7-4483-4 


‘radio and TV pro 


Ethics Au iting 
Group Suc ested 
by Y&R’s ‘Jead 


(Continued fr 
were found of tri; 


Page 1) 
spotting dur- 


ing station brea indeed one 
case of five spots a one and a 
half minute period | as logged.” 


Not only TV co .mercials, but 
ims also need 


attention, Mr. Lari. said. “There 


is too much bloo: and thunder, 
|crime and violence. especially dur- 
jing hours when children are 
| watching. There are complaints of 
‘too many giveaw:. shows, pro- 


|moting the idea tha! 
‘possible but easy tv get something 
for nothing. There is too much 
| public airing of private miseries. . . 


it is not only 


® “Our slip is also showing in 
other directions. You cannot be un- 


ANA MEMBERS—At the Assn. of National Advertisers’ meeting in Chicago were 

(from left) Carl Vollmer, director of marketing, and Alvin Griesedieck Jr., ad mana- 

ger of Falstaff Brewing Co., St. Louis, and Edwin P. Leader, ad manager of Bankers 
Life Co., Des Moines. 


aware of criticism of publication 
and outdoor advertising—some of 
it, in my judgment, merited. Of 
conflicting, confusing and often 
extravagant claims. Of testimonial 
advertising for alcoholic beverages 
and cigarets that associates success 
and distinction with use of these 
products. 


ih, 


625 Williamson Bldg. 
Cleveland 14, Ohio 


520 N. Michigan Ave. 
Chicago 11, Ill. 


4483 Crenshaw Blvd. 
Los Angeles 43, Calif. 


22 Marietta St. 
Atlanta 3, Ga. 


hs ae ee 


ON 


REACHING THE TOP 


managers. Their preferences . 
make the difference between landing or losing the account. 


SALES-MEN 


Who influence over 300 million dollars 


worth of consumer advertising. 


In the big, lucrative drug and toiletries industry, selection of 


national and local media is influenced by the company’s sales and district 
. . based on local sales conditions. . 


. often 


Reach these SALES-men with DRUG TRADE NEWS... ac- 


cording to an independent survey among drug and toiletries manufacturers, 
the majority of responding sales and district managers are DRUG TRADE 
NEWS readers. 


Serer. DRUG TRADE NEWS 

Naa § A 4 Advertising Publication A 
a ee Advertising Publication B 
a Advertising Publication C 
Riss 016 an Wee Advertising Publication D 
Pee Advertising Publication E 
er Advertising Publication F 


Many people at the company level participate in media decisions 


Make sure ali know your market and 
DRUG TRADE NEWS first on your list to sell these buyers of consumer 
advertising. 


... select specific media. Only DRUG TRADE NEWS gives you the greatest 
coverage of the ENTIRE media-selecting group ... 80% presidents . . 

83% vice presidents and advertising managers . 
managers. 


.. 83% sales and district 


medium... put 


DRUG TRADE NEWS (> 


MEDIA‘S BEST MEDIUMTO SELL MEDIA’S BEST-CUSTOMERS 


330 West 42nd Street, New York 36, N. Y. 


“And while we are about it, let’s 
not just point the finger at media. 
How about the advertisers and the 
agencies who attempt to introduce 
unethical claims and questionable 
practices into our channels of com- 
munication to the public? 

“Now, what I am suggesting is 
that we measure up to our respon- 
sibilities of our own free will and 
by our own actions.” 


a “Why couldn’t we establish an 
audit group for advertising?’ he 
asked. 

“Suppose, for example, you of 
ANA started the ball rolling-—sup- 
pose you appointed to the Audit 
Group three men of stature and 
standing. And, suppose they were 
joined by three men of like sta- 
ture from the Four A’s and like 
representatives of the publishers, 
radio and TV, and outdoor associa- 
tions. 

“Then this group could study 
the problem, make a really com- 
prehensive audit and report back 
to each of the organizations on the 
results. That would certainly tell 
us where we are, and where we 
are heading. 

“This Audit Group should not 
stop there. 


s “It could go on to recommend 
plans for following through, for 
policing the situation.” In his pre- 
pared text, Mr. Larmon said that 
the Audit Group might recommend 
an advertising czar, like Judge 
Landis was in baseball, but in 
reading the talk, this reference to 
a czar was eliminated. Mr. Larmon 
added that he was not even going 
to try to suggest what their recom- 
mendations might be, but that he 
was sure a group such as he had 
in mind could come up with worth 
while solutions. 

“If the results of such an audit 
vear after year became a_ public 
part of advertising’s record,” he 
concluded, “it would be the great- 
est deterrent to questionable ac- 
tions the advertising business ever 
had, and the greatest encourage- 
ment to sound, sane operation in 
the public interest. 

“And best of all, it would keep 
our responsibilities where we want 


them—right in our own laps.” 


‘Story-A-Day’ Bows 

“Story-A-Day,” a new weekly 
magazine for children, made its 
appearance Sept. 24 in approxi- 
mately 3,800 chain food stores in 
31 states and the District of Co- 
lumbia. Charles Manchester, Char- 
lotte, N.C., is publisher. General 
offices are at 270 Park Ave., New 
York; editorial offices are in Bos- 
ton. 


V-M Corp. Promotes Bishop 

K. L. Bishop, with the company 
for the past five years, has been 
promoted to general sales manager 
of V-M Corp., Benton Harbor, 
Mich., manufacturer of phono- 
graphs and record changers. 


Salberg Joins Laufman 


Lee Salberg, formerly an execu- 
tive of WBKB, Chicago, has been 
appointed an executive producer of 
Herbert S. Laufman & Co., Chicago 
producer of television shows. 
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Family incomes are bigger 


in Milwaukee 


_..and so are 


retail sales per family 


Milwaukee 
Metropolitan 
Area 


U. S. 


Average 


Effective Buying Income 


r Sales M t 
per Family sl i le 


*6,267 


*5,086 


Average Weekly Pay Check, 
Mfg. Production Workers 


(May, 1953, U. S. Dept. of Labor} 


*80.84 


*71.05 


Retail Sales per Family 


(Sales Management Survey, 1953) 


*4,326 


*3,584 


The Milwaukee Journal 


READ IN 92% OF ALL HOMES IN THE METROPOLITAN AREA 
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Cole & Weber Names 2 Execs 


Floyd Flint, head of the Seattle 
office of J. Walter Thompson Co. 
until it was closed recently, has 
joined the Seattle office of Cole & 


Tf your advertising schedule in 
the Negro market does not include 
the Negro Traveler, -you-are missing 
one third’ of your Negro potential. 
The Negro Traveler is the “oldest 
Négro-picture magazine in America 
and reaches the most stable of all 


Negro markets. Published by Trav- 
elers Research Publishing Co., Inc., 
‘and represented Nationally by 
Interstate United Newspapers’ Inc., 
545 Sth Ave., New York 17, New . 


York.- 


Weber as account executive. Victor 
Collin, head of the Seattle office 
of Richard G. Montgomery & As- 
sociates at the time this office was 
closed, also has been named a Cole 
& Weber account executive. 


St. Louis Agencies Merge 


Hirsch & Rutledge. St. Louis 
agency, has been merged with 
Hamm-Uliman Advertising Agen- 
cy. The combined firm will oper- 
ate under the name of Hirsch, 
Hamm & Ullman, with offices at 
316 N. Eighth St., St. Louis. 


Scott Paper Appoints Hirst 

John C. Hirst, formerly with 
Gray & Rogers, Philadelphia agen- 
cy, and WFIL-TV, Philadelphia, 
has been appointed radio and tele- 
vision manager of Scott Paper Co., 
Chester, Pa. 


Luxite Emp! “sizes 
Variety of 1 ngerie 


MILWAUKEE, Se; 22—The “See 
Yourself in Luxite ‘heme will be 
continued in the and winter 
advertising schedu of the Luxite 
lingerie division 0 ‘oleproof Ho- 
siery Co. 

A wide variety; 
lingerie styles wil 
ture the theme, a 
Felzer, Luxite pror 
ing manager. 

Use of spread 
the Luxite spring campaign will 
be carried on, with insertions 
scheduled for September Glamour, 
November Harpers Bazaar and 
October Vogue. 

The September Glamour opens 


nylon tricot 
used to fea- 
rding to Russ 
tion-advertis- 


initiated in 


Advertising Age, September 28, 


fall promotion with a spread high- 
lighting a $5.95 pleated trim slip. 
Slip ads will follow in October 
Charm and November Made- 
moiselle. Gowns will be featured 
in the fourth quarter issue of 
Bride’s Magazine, November Harp- 
er’s Bazaar, October Holiday and 
Oct. 1 Vogue. Lux-eez, Luxite’s 
nylon tricot garter brief, will be 
promoted in Seventeen and in 
screen and romance books. 

Weiss & Geller, Chicago, is the 
agency. 


McGowan to ‘Forecast’ Sales 


William P. McGowan, formerly 
with Living for Young Homemak- 
ers, has joined the advertising 
sales staff of Forecast for Home 
Economists, published by Forecast 
Publishing Co.. New York. 


Dallas is busiest at the ‘‘big five’ 


department store corners. 


OP iad 


Dallas’ (sales) slips show... 


Wherever you go in North Texas, “I saw it in 
The News” is clinching argument, whether it 
backs up a point in politics — or justifies a 


shopping trip of a hundred miles or so to Dallas’ big depart- 
ment stores. 


EVERY MORNING The Dallas News travels some 10,000 
miles to 260 cities and towns — is breakfast time visitor in 
over 20% of the homes in 182 of these communities. And, 
as if in response, 48,000 out-of-county automobiles enter 
Dallas every shopping day. 


DALLAS’ ‘‘BIG FIVE"’ department stores know well these 
daily pilgrimages — North Texas neighbors swell their re- 
ceipts 66%. They know, too, The News’ influence in its 
72-county domain, and place their advertising accordingly. 


THAT’S WHY The News carries an increasing majority of 
the advertising of these nationally-famed stores — a trend 
that began over 19 years ago. It is the reason The News 
carries 77.6% more of their women’s clothing lineage than 


does Dallas’ other paper — 115% more advertising wom- 
en’s dresses, coats, suits, shoes and millinery. Men’s clothing 
stores know The News’ particular ability to move more men 
— and in turn run 104% more space in The Dallas News. 


WHEREVER YOU GO in Texas, a Dallas sales slip is as 
prized as a Paris label. If you’d prize your product on more 
Dallas sales slips, then put over your sales story as Dallas’ 
big department stores do — with the double advantage of 
The News’ strong, impelling influence and intensive cover- 
age of the larger, richer 72-county Double Dallas Market. 


“SUBOL" F DEFIANT GERMAY® 


CRESMER & WOODWARD, INC., Representatives 
New York * Chicago * Detroit * Atlanta * San Francisco * Los Angeles 


ONE OF A SERIES: THE STORY BEHIND THE NEWS’ CLEAR-CUT LEADERSHIP IN TEXAS 


1953 


JUICY SALES AID—Richly colored grape 


cluster decal decorates more than 3,000 

Welch’s frozen grape juice dispensers in 

key cities. Produced by Palm, Fechteler & 

Co., Weehawken, N.J., it won a prize in 

this year’s competition of the Lithographers 
National Assn. 


Tulsa Store Buys 
Huge Spot Program 
on Six AM Stations 


TULSA, Sept. 22—Brown-Dun- 
kin Co., this city’s biggest depart- 
ment store and newspaper adver- 
tiser, has suddenly become its 
biggest radio user. Last week it 


| began using all six Tulsa AM sta- 


tions, each of which is carrying ten 
spots a day six days a week. That 


should mean 18,000 spots a year 


if all goes well with this unusual 
test. 

There’s plenty that’s new and 
different in Brown-Dunkin’s use 
of radio. It has brought in Ted Cra- 
mer, former Oklahoma City radio 
man, as radio director who will be 
an exclusive “voice’’ on the spots 
on all stations. He will give his 
commercials over leased wires to 
the stations, which will record 
them simultaneously in their own 
studios for use the following day. 


® Under this plan, worked out by 
the Tulsa stations this summer, 
the announcements are heard ex- 
actly as planned; copy can be 
changed quickly to take advantage 
of changed weather, arrival of new 
merchandise and the like, and— 
through the Associated Tulsa 
Broadcasters—the store will get 
only one invoice a month covering 
the entire time costs. Total cost 
of the time and Mr. Cramer’s sal- 
ary would amount to more than 
$100,000 in a year’s time. 

It is understood that some of 
this may come out of the store’s 
over-$300,000 newspaper budget. 
There will be an Advertising Re- 
search Bureau Inc. study of ef- 
fectiveness of the spots next 
month. 

Stations gaining this heavy new 
volume are KAKC, KFMJ, KOME, 
KRMG, KTUL and KVOO. 


Hunter-Tewksbury Co. Formed 

Hunter-Tewksbury Co., newly 
organized West Coast publishers’ 
representative, has opened offices 
at 638 S. Van Ness St., Los Ange- 
les. and at 300 Montgomery St., 
San Francisco. Principals are Paul 
Hunter, formerly publisher of 
Everywoman’s Magazine, New 
York, who is in charge of the Los 
Angeles office, and Al Tewksbury, 
formerly with W. F. Coleman Co., 
in charge at San Francisco. 


Washington Publishers Elect 

William M. Dickie, Shelton-Ma- 
son County Journal, has been 
elected president of the Washing- 
ton State Newspaper Publishers 
Assn. Other officers elected are 
Frank S. Emert, Omak Chronicle. 
v.p.; L. F. Perrault, Kitsap County 
Herald, secretary, and Richard W. 
Gay, Prosser Record-Bulletin, 
treasurer. 
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: THE TEAM WINS... 


“Although the client must always make the final decisions, successful construction can 

result only from the close collaboration of a well-coordinated building team. It’s my 

genuine belief that FORUM is doing more than any other magazine to get the different 

members of the building team — clients, architects, engineers and builders — working 

together... FORUM is doing more to stimulate thinking throughout the building and 
ied 1 in the field.” saat 

allied industries than any other force 1 Wititacs Sachandant 
ARCHITECTURAL 


President, Webb & Knapp, Inc. 


reaches the men-of-decision in 
the big business of big building 


William Zeckendorf, 
head man of the leading 
realty company which 
controls more than 
$100 million worth of 
real estate, discusses 
the plans for the Male 
High Center in Denver 
with Forum-reader 

I. M. Pei who 


designed the project 
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Liquor Business Shows Signs of Growing: | 
Sales of Vodka, Gin, Brandy, Rum Gain 


New York, Sept. 23—The liquor during the first half of 1953, with | 
business is looking up, thanks to bonded whisky showing a big spurt | 
bottles, as you might expect. (77.6%), blends rising 9.1% and) 

That’s one of the conclusions of straights up 9%. 

True’s liquor report, which fore- | 

sees good fall business for whisky |» Among other beverages, vodka 

and thinks it will be produced by | notched a 71.8% gain in the first | 
| 


three factors—high levels of em-!half, gin was up 36.3% in volume, 
ployment and purchasing power, domestie brandy business climbed 
increased advertising expenditures 294%, cordials increased 22.7%, | 
on most brands, and the record and rum went up 17.7%. Partial | 
number of decanter bottles and data for 38 states show Canadian 
holiday packages slated for fall whisky faring better than Scotch; 
sale. Canadian whisky boosted its vol- 

Domestic whisky sales rose 13% yme 168% in these markets, 


against 6.8% for Scotch. 


)| True’s report, titled “Beverage 
SIGNS OF LONG LIFE* Industry Trends,” is compiled by 
FOR QUANTITY BUYERS 


.B. W. Corrado, liquor research 

THE ARTKRAFT* SIGN CO. ‘consultant. 
Division of | 
Arthreft® Henvfecturing Corporation | 


8 It also notes that the beer busi- 


strike in Milwa: «c. Milwaukee 
brewers lost som 3,000,000 bbls. 
of beer sales di og the strike. 
Tax-paid withdra —‘s of beer dur- 
ing the first half 53 were down 
0.7% from early °52, and True 
thinks 1953 as a ole will about 
equal 1952’s 84,81{ +2-barrel total. 

Wine’s doing True says. 
During the first ‘ve months o 
1953, wine sales were up 5.1%; 
domestic sparklin: wines showed 
a 30.6% gain, an domestic ver- 
mouth gained 10%, while im- 
ported vermouth r e only slightly. 


Rothermel to Bec.mont, Heller 


Fred de P. Rothcrmel, formerly 
co-director of second year drawing 


at the Philadelphia \[useum School | 


of Art, has joined the art depart- 
ment of Beaumont, Heller & Sper- 
ling, Reading, Pa., agency. 


Transitads Appoints Woman 
T. B. Woman has been named 


Advertising Age, September 28, 1953 


(Von Schrader Names Fischer 


| John Fischer has been appointed 
| advertising and sales promotion 
/manager of Von Schrader Mfg. Co., 
Racine, Wis., manufacturer of 
professional rug, upholstery and 
wall cleaning equipment. Mr. 
Fischer succeeds Jack Hedrich, 


: | Blessing Studio, Chicago. 


Clary Appoints Erwin, Wasey 


Clary Multiplier Corp., San Ga- 
briel, Cal., has appointed Erwin, 
Wasey & Co., Los Angeles, to han- 
dle its advertising. The account 
covers five nationally advertised 
products—adding machines, cash 


data machines and aircraft hard- 
ware. Batten, Barton, Durstine & 
Osborn has had the account for 
the past five years. 


WSOC Promotes Marshall 


Charles M. Marshall, on the 
sales staff of WSOC, Charlotte, 


900 Kibby St., Lima, Obie, U.S.A. Sag p manager of the southeastern terri- | N.C., has been promoted to v.p. in 
/ness didn’t do too wel! during the : r ; o : m 
*tredeomarks Rog, U.S. Pot. OF. test half, in part becouse of eis| Raleewe, National Transitads ee — promotion and pub 
ad ° 
‘ 
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‘ 
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IT oo Su 
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This : This 
+ ‘ e 
is i is 
' 
interest | ENTHUSIASM! 
: * 
, 
* 
crea I N'THUSIASM 
As America makes its great social and economic change to a one-class market, 
The American Weekly becomes more and more effective 
in serving the Moneyed Middle Masses! 
*Enthusiasm is interest raised to the buying pitch! 
e ° 


| who has resigned to join Hedrich-| 


registers, FloBall pens, electronic 


Coming 
Conventions 


*Indicates first listing in this column. 

| Sept. 26-29. Mail Advertising Service 
| Assn. International, annual convention, 
| Hotel Statler, Detroit. 

*Sept. 29. Associated Business Publica- 
tions, Pacific Coast conference, St. Francis 
Hotel, San Francisco. 

Sept. 30-Oct. 2. Direct Mail Advertising 
Assn., 36th annual conference, Hotel Stat- 
ler, Detroit. 

Oct. 4-6. Tenth District, 
Federation of America, 
Tex. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
| Fair, Palmer House, Chicago. 

Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St. 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- 
| nual meeting, Hotel La Salle, Chicago. 
| Oct. 5-8. Printing Industry of America, 
| 1953 exhibition and awards, annual con- 


Advertising 
Corpus Christi, 


| vention, Shoreham Hotel, Washington, 
Dp. S. 
*Oct. 6. Associated Business Publica- 


tions, Pacific Coast conference, Ambassa- 
dor Hotel, Los Angeles. 

Oct. 8-10. Life Insurance Advertisers 
Assn., 20th anniversary convention, Hotel 
Statler, Boston. 

Oct. 9-10. Pennsylvania Newspaper 
Publishers Assn., 29th annual convention, 
| Penn Harris Hotel, Harrisburg. 
| Oct. 11-14. American Photoengravers 
| Assn. and Equipment Exhibition, 56th an- 
|mual convention, Hotel Statler, Boston. 
|} Oct. 12-15. Financial Public Relations 
| Assn., 36th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 15-16. Central Council, American 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. 

Oct. 15-16. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, Windsor 
Hotel, Montreal. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 22-23. Audit Bureau of Circula- 
| tions, annual meeting, Drake Hotel, Chi- 
| cago. 

Oct. 23-25. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs of 
the Advertising Federation of America, 
Edgewater Beach Hotel, Chicago. 

Oct. 26-27. New England Advertising 
Executives Assn., annual meeting, Parker 
House, Boston. 

Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 
| Nov. 7-8 Fifth District, Advertising 
| Federation of America, Louisville, Ky. 

Nov. 8-10. National Newspaper Promo- 
tion Assn., midwest convention, Edge- 
water Beach Hotel, Chicago. 

Nov. 16-18. Public Relations Society of 
America, sixth annual conference, Shera- 
ton-Cadillac Hotel, Detroit. 

Nov. 16-18. Advertising Trades Insti- 
| tute, 2nd Advertising Essentials Show, 
| Hotel Biltmore, New York. 

Dec. 27-29. American Marketing Assn., 
| winter conference, Mayflower Hotel, 
| Washington, D. C. 


WBBM Hikes Daytime Rates 


| WBBM, Chicago CBS radio out- 
ilet, will soon issue a new rate 
card reflecting increases in its day- 
time rates. The new rate structure 
is to be in line with the station’s 
increased daytime audience, ac- 
cording to H. Leslie Atlass, v.p. in 
charge of CBS’ central division and 
general manager of the station. 
Advertisers may elect to continue 
on the former WBBM rate card for 
six months from the effective date 
of all business under contract be- 
fore Sept. 13, 1953, or they may 
| switch to the new rates any time 
‘prior to March 14, 1954. 


Newman Sues May Co. 
for Patent Infringement 


I. Newman & Sons, New Haven, 
Conn., corset manufacturer, has 
initiated a patent infringement suit 
in Maryland district court against 
May Co., a department store chain. 

Newman seeks to prevent May 
Co. from making and selling the 
company’s patented Sarong girdle. 
In addition to seeking an injunc- 
tion to restrain the store from al- 
legedly pirating the girdle’s con- 
struction features, the company 
and Maude C. Fridolph, by whom 
the corset is licensed, are seeking 
damages. 


Group Recognizes Agency 
Brook Hill Snow Advertising 
Agency, Greeley, Colo., has been 
granted recognition by the Agri- 
‘cultural Publishers Assn. The 
agency specializes in farm equip- 
ment manufacturing accounts. 
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Hf your product belongs in metalworking... 


your advertiging belongs in ... 


More than 17,000 metalworking plants 

are quantity buyers of Cutting Fluids and 
Lubricants ... and these are the plants 4 
reached by STEEL. Key management, Gis: age 
production, engineering and purchasing 
men in these plants read STEEL. Here they 
find reported the helpful news, market and 
technical information they need. One more 
reason that STEEL is the logical choice as the 
basic paper to reach the $111 billion 
metalworking market. STEEL + Penton Building 
Cleveland 13, Ohio 


You advertise in STEEL to reach all four buying influences 


PP PGA 


TWE WEERLY MADALINE OF METAL ORI NE 


MANAGEMENT € +, 
b w4, PURCHASING 
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These 15 manufacturers of 
cutting fluids and lubricants 
advertised in STEEL 

during 1952 
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penetrate, 2S ceteet ewe ca 
Salt Lake City-Ogden market. Your message is absolutely PASE ce 
you use Packer “Heart of the City” poster advertising. | ; 


READ THE POSTER PANELS TODAY AND SEE “WHO’S WHO” IN OUTDOOR 


Your Advertising Agency ef HK Packer 


Comfuny for Wvuse 


has all the facts 


Advertising Age, September 28, 1953 


Colt’'s Mtg. Boosts Marsters 

Alton K. Marsters, assistant to 
B. Franklin Conner, president of 
Colt’s Mfg. Co., Hartford, has been 
given additional duties as director 
of sales for all company divisions. 
Mr. Marsters will supervise all 
domestic and export sales and ad- 
vertising for the small arms divi- 
sion, plastic and fiber glass di- 
vision and package machinery di- 
vision. 


Three Ms Names Gavin 

Roy J. Gavin, for the past five 
years sales manager of the sound 
tape recording division of Minne- 
sota Mining & Mfg. Co., St. Paul, 
has been elected a v.p. of the com- 
pany’s Irvington varnish and in- 
sulator division. Mr. Gavin will 
move his headquarters to the di- 
vision’s home offices at Irvington, 
NM, @. 


Lauten Joins Roy S. Durstine 


William A. J. Lauten, formerly 
business publicity manager of Na- 
tional Broadcasting Co., has joined 
the public relations staff of Roy S. 
Durstine Inc., New York. 


is dedicated 


In the belief that the future of Georgia 
and the nation lies in the hands of today’s 
youth, The Atlanta Journal-Constitution re- 
cently dedicated a $10,000 cottage to the 4-H 
Clubs of Georgia at the Rock Eagle Center 
near Eatonton. James M. Cox, Jr., vice chair- 
man of the Board of Directors of Atlanta 
Newspapers, Inc., made the presentation. 

We consider it an honor for The Journal- 


Georgia youth. 


half-a-million subscribers. 


Georgia Market Coverage 
Figures Available on Request. 
Write: 

National Advertising Department 
The Atlanta Journal-Constitution 
Atlanta, Georgia 
Represented by Kelly-Smith Co. 


Covers Dixie 


AND 


THE ATL 
sournar St 


-.. The Journal-Constitution 


to the Youth of Georgia 


Constitution to have a part in the 4-H Club 
efforts of our state and just as the 4-H pledge 
is to clearer thinking, greater loyalty, larger 
service and better living, we pledge ourselves 
to the encouragement and support of our 


Year ‘round services in the public interest 


are good reasons why The Atlanta Journal- 
Constitution is read and respected by nearly 


The Atlanta Zournal 


Like the Dew 


THE ATLANTA CONSTITUTION 


The South's Standard Newspaper 


Survey Finds Sales 
Execs Ill Prepared 
for High-Level Jobs 


St. Louis, Sept. 22—There is a 


woeful lack of preparation and 
training of sales executives for 
higher level jobs, according to 


Charles L. Lapp. associate profes- 
sor of marketing and sales consult- 
ant for the school of business and 
public administration, Washington 
University. 

Mr. Lapp discovered in a survey 
that, in companies producing con- 
sumer goods, only 187 salesmen out 
of 3,605 received any training to 
prepare them for supervising sales- 
men, and of 165 immediate supe- 
riors of salesmen, only 46 have 
been prepared to take over higher 
level jobs. 


® In the industrial field, the sur- 
vey found that only 83 salesmen 
out of 1,086 had been given train- 
ing to supervise salesmen, and 
only 83 immediate superiors of 
salesmen out of 175 had _ been 
trained to take over higher level 
jobs. 

The majority of the immediate 
superiors of salesmen felt that the 
training would have been a help to 
them. In the consumer industries, 
51.5% felt the training would have 
helped, 39.5% felt that it would 
not. In the industrial field, 79.8% 
would liked to have had the train- 
ing, 12.6% did not. 


Boston Conference 
Plans Distribution 
Hall of Fame Award 


Boston, Sept. 23—A “hall of 
tame” honoring persons who have 
made significant contributions to 
advancement of distribution will 
be organized at the Boston Confer- 
ence on Distribution. 

Nominees will be screened by a 
committee headed by Karl T. 
Compton, chairman of the corpora- 
tion, Massachusetts Institute of 
Technology. Appointments to the 
hall will be announced at the con- 
ference, Oct. 19-20. 


Mactadden Group Increases 
Guarantee; Old Rates Stay 

Macfadden’s True Story Wom- 
en’s Group (True Story, True Ro- 
mance, True Experience, True 
Love Stories, Photoplay and R1- 
dio-TV Mirror) announces a new 
guarantee of 5,400,000, an increase 
from 5,000,000. There is no in- 
crease in rates, established last 
April. 

Revisions in the new rate card 
make rotogravure available’ in 
four colors in the group and in 
True Story and Photoplay as well 
as monotone rotogravure. A new 
four-magazine combination of True 
Story, True Romance, True Ex- 
perience and True Love Stories 
with a guarantee of 3,500,000 is 
now available. Additional §fre- 
quency discounts for 18- and 24- 
time advertisers are now offered 
on four-color letterpress and roto- 
gravure rates. 


Increases Circulation, Rates 


Apparel Manufacturer, published 
by Frederick Kogos Publishing Co., 
has increased its rate 10% in line 
with larger readership and higher 
costs. The publication recently cel- 
ebrated its 20th anniversary by 
sending silver dollars to advertis- 
ers and 20-year subscribers. Kogos 
has moved to 1140 Broadway, New 
York. 


Oakland to Bruce B. Brewer 

Ron H. Oakland, formerly cre- 
ative director of Zimmerman Ad- 
vertising Agency, Omaha, has been 
named a copywriter in the Minne- 
apolis office of Bruce B. Brewer 
& Co. 


‘Park East’ N=mes Garmise 
Park East, New York, has named 
Bert Garmise Associates, New 
York, to direct and promote news- 
stand and subscription sales. 
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JAMES M. LOUGHRAN, formerly account 
executive and merchandising director of 
Creamer & Co., Hollywood, Cal., has been 
appointed advertising-merchandising direc- 
tor of Tasti-Diet Foods Inc., Stockton, Cal. 
Mr. Loughran will direct advertising for 
Tillie Lewis’ Tasti-Diet low-calorie dietetic 
foods, and will coordinate promotional 
work by brokers and dealers throughout 
the U.S. 


More Effective Food 
Advertising Needed, 
JWT’‘s Wason Asserts 


BALTIMORE, Sept. 22—Food pro- 
cessors and distributors will have 
to use more effective advertising in 
the future to increase sales. 

Addressing a meeting of the In- 
stitute of Food Technologists here | 
last week, Thomas Wason, account | 
representative for J. Walter) 
Thompson Co. in Chicago, said that | 
“the current buyers’ market along 
with increasing competition 
among food manufacturers and 
distributors has necessitated the 
reexamination of many food ad- 
vertising programs so as to in- 
crease their effectiveness.” 

He said that in the coming | 
months of an expanded buyers’ 
market, the role of advertising will 
become more important and po-. 
tent. 

“This will be so because adver- 
tising still remains the cheapest | 
and most effective way of getting a | 
sales message across to the people,” 
he asserted. 


Wason stressed that in the | 


es Mr. 


food business the role of advertis- 
ing for complete effectiveness must 
be considered as part of the com- | 
pany’s over-all sales strategy. 

He pointed out that an agency, | 
like his, must constantly make) 
studies and conduct consumer re- | 
search surveys so as to develop 
new techniques in food advertising. 

“Most consumers think of an ad- 
vertising agency as a _ clearing 
house for copy and art and know 
little or nothing of the tremen- 
dously important planning and re- 
search end of the business,” he 
continued. 

He said that planning an adver- 
tising campaign is basically an en- 
gineering job and pointed out that 
a campaign’s success depends on 
a full comprehension and analysis 
of the product and its sales poten- 
tials as well as upon advertising 
techniques. 


Film Sales Triple 
in Six Months of 
Independent Setup | 


New York, Sept. 24—Robert W. | 
Sarnoff reports that the NBC film 
division has tripled its sales of | 
syndicated film properties during. 
its first six months as a separate | 
operating division of the company. 

Mr. Sarnoff, v.p. who heads the 
operation of the division, said the | 
inventory of syndicated film prop- 
erties had increased from two to! 
13. Several of the additions to the 
list are re-runs of shows that ori- 
ginally were carried on the net- | 
work. 

These programs include “Badge 
714” (“Dragnet” on the network), 
‘Captured” (formerly “Gangbust- 
ers”) and “The Visitor” (“The Doc- 


tor” under its first run) and 


| “Victory et Sea.”’ The latter, which 
/is one of the newest on the avail- 


able list, already has been ordered 
in 56 markets. 

Two of the division’s best-sell- 
ing properties are “Dangerous As- 
signment,” which will have been 
seen in 128 cities by this fall, and 
the hour version of the “Hopalong 
Cassidy Show,” which will have 
been telecast in 126 cities by fall. 
The division also is syndicating a 
number of feature films and a new 
series of “Inner Sanctum” dramas 
filmed by Galahad Productions. 


Edison Boosts Bindewald 

George J. Bindewald, head of 
the Edison instrument division’s 
sales organization (aeronautical 
products only), Thomas A. Edison 
Inc., West Orange, N.J., has been 
promoted to general sales manager 
of the division. Mr. Bindewald will 
have the added responsibility of 
selling and servicing all products 
of the division and coordinating the 
activities of manufacturers’ repre- 
sentatives in the general industrial 
field. 


‘MOST-PROSPEROUS CITY-IN U.S. 


Don’t look for golden streets, crystal palaces, and silver 
coaches in South Bend, Indiana. Prosperity here simply 
means that the average earner has more money to spend. 
Study after study verifies this. The latest, by the Institute 


personal income to be highest in the nation!... You can 


saturate this great market with the South Berd Tribune, 
Write for free market data book, 


Test Town, U.S.A.” 


PAS 
The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 

F. A. Miller — Pres. and Editor Franklin D. Schurz — Secy. and T'reas. 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


of Life Insurance of New York, shows South Bend median ~ 
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aDuN & BRADSTREET PUBLICATION °* 


DECENTRALIZATION: 


6 the Euture = 


Hew yon com tap 


THE AEROSOL MARKET 


colamabepcenanayess PP be 


Pee mapeery well te walla nd ewes oxath ty helpfet dial 


A magazine designed and edited for executives concerned with 
making and marketing better products at lower cost and greater profit. 


If your concern is with executive methods, product and process development, 
production methods, human relations, or economic trends, the chances are you will 
find the information you seek in the editorial pages of DUN’S REVIEW and 
MODERN INDUSTRY. 


There is no other magazine dealing so essentially with the problems of men, 
materials and methods as they relate to our ever-expanding economy. There is no 
other magazine with greater skill in presenting reports to executives in a manner which 
is factual, timely, provocative and informative. 


And if your concern is with marketing and sales you will want to know more about 
this new and important publication . . . the 30,000 plants that are responsible for 80% 
of all U. S$. manufacturing ... the 9,700 distributors and wholesalers with an annual 
volume of over 106 billion dollars. 


DUN’S REVIEW and MODERN INDUSTRY readers are men who make 
decisions. If you have a product or service to sell to the key industrial plants, here is 
the efficient, economical and effective way to deliver your advertising message — 
through the publication vital to these 110,000 men. 


THE right PEOPLE 
IN THE RIGHT PLACES 
AT THe RIGHT TIME 


DUNS REVIEW. 


cn Modern Industry 


99 CHURCH STREET, NEW YORK 8, NEW YORK ¢* DIGBY 9-3300 
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Hertz, Airlines Joint Promotions 
in ‘52 Increased Users 42% Over ‘51 


Some 1,000,000 Tourists 
Used Plane-Auto Plan in 
‘52; See Boost in ‘53 


Cuicaco, Sept. 23—Nearly 1,- 
000,000 plane travelers drove 
away from airports in rented cars 
last year—a 42% growth in plane-| 
auto travel over the preceding, 
year. 

In 1953, airport car rentals will | 
increase an additional 15%, esti- 
mates Joseph J. Stedem, v.p. of 
the Hertz Rent-A-Car System. 

Though a 20-year-old Hertz in-| 
novation, plane-auto travel has 
strode into the big time during 


the postwar period, and particu- gram. 


larly during the past three years. | 


attributed to the highly organized. 
promotion in back of it. For years | 
Hertz and nearly all U. S. airlines | 
have been plugging plane-auto' 
travel in folders and brochures de- 
signed for time-table racks and 
travel bureaus. Back-of-the-seat 
plane packets describing the plan 
give further impetus to plane-auto 
travel. Both Hertz and airline ad- 
vertising have stressed the advan- 
tages of arriving by plane and’) 
“getting around” by car. 


# But last year saw the beginning 
of joint promotion that has put 
plane-auto travel on the road to) 
becoming a “national pastime,” | 
Hertz officials say hopefully. 

Cooperative plane-auto adver-'| 
tisements between Hertz and the 
major airlines have appeared in 
Collier’s, The Saturday Evening 
Post and Time International’s Lat- 
in American edition, with other | 
advertisements scheduled later in 
the year in other mass circulation 
magazines, such as Holiday, Life, 
National Geographic Magazine, 
Newsweek and U. S. News & 
World Report. 

Newspapers are another medium 
used jointly by Hertz and the air-| 
lines, as are travel, automotive, 
aviation and business publications, | 
such as American Aviation, Amer- 
ican Society of Travel Agents 
News, Business Week, Commer- 


cial Car Journal, Dairy Industries. 
Unit (The Milk Dealer, The Ice 


This is the ONE 
magazine in America 


that completely DOMINATES 
the active NEGRO market! 


Your advertising agency can 
tell you why! 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, Ill. 
New York Office: 55 West 42nd Street 
los Angeles Office: 1127 Wilshire Blvd 


icy, Campbell-Ewald Co., and the 


major airlines ti 


year on a 50- 
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by all Hertz system members for | 


50 basis include « following: auto rental charges. 
1. American A (ines and Hertz} The Saturday Evening Post USE THE PLANE ATU THANE eM 
‘had a full-colo) spread in the/Sept. 23 carries a Hertz ad with! 


'March 28 Saturc 
Hertz and Amer. 
other full-color 
vember issue of 

2. Trans Wo: 
Hertz had a fu! 


Cream Review, Butter, Cheese & 
| Milk Products Journal), Dun’s Re- 
view, Fleet Owner, Fortune, Na- 
tion’s Business, Official Airline 
Guide, Official Guide of the Rail- 
roads, Railway Age and the Wall 
Street Journal. 


3. Braniff and 
color insert in 7 
al’s Latin Ame. 


July. 
= The advertising program is| Several other 
worked out by the Hertz ad agen-| prospect. 


various agencies representing the 
airlines. The nine-man Hertz ad- 


ule includes a 


Hertz participation in the pro- 


Evening Post. 
n will run an- 
read in a No- 


Post. 


Airlines and 
olor spread in 
the May 23 Coll ~°’s. 
ertz had a two- 
ne Internation- 
an edition in 


-op ads are in 


® In addition, Heriz’s own sched- | al ads, or adaptations of them, are 
neé full-page each) blown up to make attractive point 
vertising committee, consisting of! month in Official Airline Guide. 


three Hertz officials and six rep-' This ad features a map of Hertz|and counter cards and take-aways 


resentative licensees from vari- system stations. Pages also run|are used extensively. Recently in 
ous parts of the country, directs | each month in Anicrican Aviation. |Chicago, Hertz had window dis- 


the theme, “Go by plane, rent a 
car when you get there.” 

The folder describing the plane- 
auto travel has been placed in 4,- 
000,009 airplane seat packets. 


' 
_ > 


® But joint advertising ventures 
provide only an outline of the 
work still to be done, says Mr. 
Stedem. It remains for the nation- 
al advertisements to be merchan- 
dised on a local level. 

Wizdow displays are worked out 
_by Hertz and the airlines. Nation- 


/of sale material. Window displays, 
reservations are made. 


The working agreement 


car to be waiting at any airport | 
through any of Hertz’ more than 
700 offices, or through any air- 
line or travel agency when plane 


|= Approximately 60% of Hertz’ 
All Hertz insertions in consum- plays in six airline offices con- non-resident car rental business, 
er magazines include as must copy currently, and in 10 company Chi-| which is more -than half of all 
Hertz’s national budget totals|a suggestion to make plane or rail | cago offices. 
The leaps and bounds growth $773,900, plus $1,482,000 for local reservations at the same time an 


|Hertz business, comes from plane- 
of this dual type of travel can be advertising. 


be-|auto travel, 30% from railroads, 
|auto is reserved, and a statement’ tween Hertz and the airlines en- 10% by other means. How much 


Co-op ads run by Hertz and the that air credit cards are honored ables an air traveler to reserve a of the airline business comes from 


Test and Prove 


ees 


CATSUP AMD CHILI SAUCE 


DISTRIBUTION OF 
TOTAL VOLUME BY 
BRANDS PURCHASED 
aR < APR 1953 (No. 4) 


AVERAGE PURCHASES PER FAMILY 
26,4 Ounces __ 


Families Reporting - - 400,.... 
Fok of] Neu fingjpeschasing| Porc 
sep Units OUNCES Volumd| Commodity Co — 
(Ranked by Volume)| Size . = ae re — 
— 130 1,820 17.3 61 24 06 oe 
eal - 12h 1,7% 16.5 45 18.1 “se 
eral : 124 1,736 16.5 67 27.0 = 
) a ll . 121 1,694 16.1 59 ey oe 
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| ae : 36 15 6.0 3.8 
| apaaancnee - : = 1. 4 1.6 1.0 
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HOW DOES YOUR BRAND RATE IN BALTIMORE) 


An analysis of facts available from the News-Post Consumer Panel may help to 


better your competitive position in the Baltimore market. 


*Brand names have been deleted from this reproduction. 


They of course appear in the actual reports. 
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the plan has not yet been deter- 
mined. But as Mr. Stedem recent- 
ly told America’s aviation execu- 
tives at the Congress of Civil Avi- 


ation Conferences, “Airline pas-| 


senger traffic may double within a 
decade because people who would 
ordinarily drive find it ideal to 
° by plane and drive after arriv- 
a” 

One reason given that so many 
more plane passengers use the car 
system than train travelers, is that 
railroad ticket agents do not co- 
operate nearly as much in pushing 
the plan. 

Commerce Department figures 
show that Americans will drive 
500 billion inter-city miles in 1953. 


division of Ford Motor Co., Detroit, 
has resulted in the following staff 
changes: A. H. Crowley, who has 
been manager of product promo- 
tion and distribution, has been 


ager in charge of Mercury car 
sales. Henry B. Daniels, previously 
western region sales manager, be- 
comes assistant general sales man- 


R. R. Nadal, manager of product 
sales and services, assumes the post 
/of assistant general sales manager 
‘of staff activities. 

| George S. Coats succeeds Mr. 
Daniels as western region sales 
manager. He was manager of the 
‘Lincoln sales department. C. L. 
Hostetler, manager of the Mercury 
Sales department, shifts to the new 


named assistant general sales man- | 


Social Drinkers, Stay Away, Says Insurance 
Firm with Sales Pitches by Safety Council 


Des Mornes, Sept. 23—One of 
the best salesmen for a midwest- 


ern insurance company is the Na-| 


| tional Safety Council. 
| The council’s repeated warnings 


ties in perfectly with the sales 
pitch of Preferred Risk Mutual In- 
‘surance Co., the only company 


which writes automobile insurance | 


exclusively for people who do not 
drink. 

The company, which has about 
50,000 policy holders, has doubled 
its assets yearly since it was 


“Drinking drivers cause thou- | 
sands of accidents,” says its copy. | 
“This means high auto insurance 


premiums. But if you don’t drink, 


why pay these high premiums?” 
ager in charge of Lincoln car sales. that liquor causes auto accidents | 


The new campaign will cite spe- 


cific savings, with rates keyed to | 
the areas in which the ads appear. | 
|For example, an ad in the Chicago | J 
Tribune lists the full coverage | 


normal premium for a °52 Ford in | 
Chicago as $145. It gives Preferred 
Risk’s premium for the same cov- 
erage on the same car as $101. 
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ON AUTO 
INSURANCE 


...if you don't drink 


nan iH Hertz and the airlines agree that POSt_of manager of fleet sales. ¢4:meq in 1948. It now plans an # President and co-founder of the Drinking drivers couse thowsonds of euidents ——saseronce com 
—ulr- i his i . : |R. F. G. Copeland, advertising Fi : ; : pames must pay thovvends et doilers in claim. This means high ute 
ae this is potential business to shoot | manager since 1948. takes on addi- expanded advertising campaign company is the Rev. Sam Morris, sayuronce premiums 
for—and so they fire away. A mil- tional responsibilities as manager | USing primarily direct mail and a Baptist clergyman, field speaker ut 0 yee don’t era vty poy ne teh womens? tert 
lion plane-auto travelers already of advertising, sales promotion and newspapers. Its agency is Saunders, for the National Temperance eaty 8 soagian thet 8 yao dts Std pase © Gad bate aad 
rtz’ ; in the bag tell them they are well | training. |Shrout & Associates, Chicago. League and known to radio listen- Yee ean sve op fo 29% ond erase, dopunting on your proest potey 
on target. ers as the “Voice of Temperance.”’ 
ess, ro P : Check the: savings SK " v 
all Bakal Heads Promotion '# Theme of Preferred Risk’s cam-| Back in 1944, the Rev. Mr. Mor- beet ol rrageTort [a Sou sa Cmvac0 OS 
ony Ford Realigns Sales Statt | Sid Bakal, formerly with People | Paigns has been that non-drinkers ris and William N. Plymat, an in- | ‘osu etelenenn. | Settee eke | 
ds. for Lincoln-Mercury Cars ‘Today, has "joined Pocket Maga- | —and this means only total ab- | surance executive, discussed tem- | i teiisis’” ah see | 
ich =f A major realignment of the sales | zines Inc., New York, as promotion | Stainers—can save up to 25% on perance and insurance in a Louis- | [rms | 2: cibaecaeeeilen | 
om | department of the Lincoln-Mercury | director. | insurance bills. ‘ville cafeteria. The question of why | | 20%. | Set || oo —— van 
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() || | I () | ( Preferred Risk Mutual Insurance Company 
° 208 SOUTH LASALLE STREET + CHICAGO 4 ILLINOIS 
J non-drinkers don’t get a_ better 
: * insurance rate was posed, and the 
H idea of a new company was born. 
, © A mail survey sent to 20,000 


non-drinkers indicated a_ large 


fe +. enough market to go ahead with 
plans. A year and a half later 
Preferred Risk was chartered. 
® Today it operates in 47 states 
and has offices in 10 states. Sev- 
& eral other companies reportedly 


are considering offering similar 
policies, but so far Preferred Risk 
has the field to itself. 

Even its. agents must be non- 


It makes a lot of sense to test and prove First-hand Facts About Product Sales drinkers and, according to Mr. 


bet were 


—-—— = 


Plymat, now treasurer of Prefer- 


it 


your product in a major market where 
you can anticipate volume sales. By 
advertising in the News-Post, in the 
Nation’s 6th largest city, you not only 
reach more-than-half of Baltimore’s 
families but you quickly get accurate 
facts about your products’ competitive 
standing through the News-Post 
Consumer Panel. 


What Is The News-Post Consumer Panel? 


The News-Post’s Consumer Panel of 
housewives in Baltimore families gives 
advertisers a means to prove the merits 
of their products in a major-city test 
market. ach week News-Post Panel 
members submit, in special diaries, 
their day-by-day itemized purchases of 
grocery, drug, cosmetic and _ toiletry 
items. Panel summaries give News-Post 
advertisers exclusive, current informa- 
tion about consumer purchases, which 
for the most part are factors that can 
apply to a product’s sales in other 
markets. 


News-Post advertisers are furnished 
Panel information at no cost in bi- 
monthly reports for grocery products 
and in quarterly reports for drug, 
cosmetic and toiletry products. In 
addition, advertisers may purchase (at 
cost) special cross-tabulations of Panel 
data for more information about their 
product’s competitive advantages and 
disadvantages. From this advertisers 
can learn who buys their products (or 
their competitors’) by age, income, 
racial and other important groupings. 


Consumer purchasing habits, brand 
loyalty, brand switching, reactions to 
test campaigns or deals .. . all are pin- 
pointed reliably, accurately and quickly 
in the Baltimore News-Post Consumer 
Panel Reports. 


For further details about the largest 
evening newspaper in the Nation’s 6th 
largest city—and how to add the News- 
Post Consumer Panel to your advertis- 
ing, marketing and sales operation— 
call or write the Hearst Advertising 
Service representative in your territory. 


Baltimore News- Post 
and Sunday American 


Bought and read by more-than-half of Baltimore’s families 


red Risk, the company has not 
found that a tippler has signed the 
policy temperance declaration and 
pledge to try to get the lower rates. 


Furst Named Bernz A.M. 
Walter A. Furst Jr., formerly 
manager of the Rochester office of 


| National Transitads Inc., has been 
/ named advertising manager of 
| Otto Bernz Co., Rochester maker of 
'Bernz-O-Matic propane gas 
‘torches, plumbers’ tools and gaso- 
| line torches. 


A SURVEY HAS SHOWN that the sales of ov! 
| heating equipment are distributed as follows 
13.2% in the Ist quarter; 20.3% in the 2nd; 
37.4%, in the 3rd and 29.1% in the 4th. The oil- 
heating man is an aggressive, sales minded man 
and teady the year ‘round to gain business 
The dealers who sold 89% of the oilheating 
installations last year were those whose principal 
dollar volume was in fueloil (57%) or those whose 
| principal dollar volume was in oilheating (32%) 
| regardless of what other activities they might 
engage in. They also made 94% of the “service” 
calls on oilheating installations. This oilheating 
fueloil activity is easily understood, since the 
dealer has a double profit incentive-—he makes 
} one profit on the oilheating equipment, and then 
a continuing profit, year after year, on the fueloil 
sales. FUELOIL & OIL HEAT is edited 100% for 
this type of dealer—its entire editorial content 
is pointed for them. In no other publication can 
these deaiers find sufficient editorial nourishment 
for this type of business. FUELOIL & OIL HEAT 
averages 5 to 10 major articles and many depart 
ments, plus news, etc., whereas other publica- 
tions rarely carry move than 6 to 10 articles a year 
on oilheating, and nothing on fueloil handling. 


fueloil & oil heat © 


HEATING PUBLISHERS, Inc. 


2 W. 45th St., New York 36, N.Y, 
(MUrray Hill 2.4786) 
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Along the Media Path 


e Men’s hats manufacturers are 
looking forward to color television 


quite eagerly. According to James. 


Lee, president of Frank H. Lee Co., 
Danbury, Conn., maker of men’s 
hats, a majority of the more than 
3,000 dealers handling Lee’s hats 


intend to use color TV when it’s | 110,000,000. The number of radio g a 19-page ad 
introduced for advertising. The! homes rose 2,000,000, so that by | September Wester 
use of color TV is expected to have | Jan. 1, 1953, there were 44,800,000. | placed by Edwaris 


a greater effect on apparel sales 
than any other factor during the 
past 10 years. 


TELL AND SELL YOUR STORY 
WITH .GENUINE PHOTOGRAPHS 


Lae & 


ole 


|@ Broadcast Advertising Bureau’s 
latest presentation indicates there 
was a substantial increase in ra- 
dio’s circulation during 1952. By 
Jan, 1, 1953, the number of radios 
in homes, automobiles and other 
places rose 4,700,000 for a total of 


@ In 1954, Collier’s expects to pay 
| greater attention to the men’s ap- 
parel and accessories field. Three 
| feature articles, backed by nation- 
wide promotions, will appear. More 
than 500 men’s wear retailers have 
already contracted to receive spe- 
cial kits being readied for each of 
these articles. To insure the pro- 


irthday month 
vlications. The 


|@ September was 
for at least two ) 
| Sept. 16 issue of 
zines marked the 
|34th year of con 
tion. Harvey & H 
meeting in Chica; 
birthday party fo 
Home Economics 
old. The Septemb © issue, inciden- 
‘tally, was the m: ..zine’s largest. 
It contained 308 p: ‘cs, had 165 ad- 
| vertisers represen’ d. 


eginning of its 
juous publica- 
e held a sales 
Sept. 9-10 asa 
Vhat’s New in 
now 20 years 


Paint Review, 
; Agency, will 
| celebrate the 25th anniversary of 
|Capitol Brush Co., Los Angeles 
paint jobbing company. The inter- 
esting fact about this unusually 
large ad is that the advertisers are 
‘some of the mzejor companies 
which Capitol represents. All the 
ads were created by Edwards and 
submitted to each company for ap- 
_proval. 


motion’s success, Collier’s Bertrand | 


| Heflin has been assigned to re- 


search the field for new trends. 


| 


e WIBW, Topeka, is sending its 
clients a 3-in-1 screwdriver as 


| 
| 


holastic Maga- | 


section in the | 


The message the practical gift 


sas selling program hire WIBW to 


Advertising Age, September 28, 1953 


ae | 
' 


drive your sales points home! 


e@ To take advantage of the desig- 
nation of San Bernardino and 
Riverside Counties as a metropoli- 
tan area (AA, Sept. 21), the San 
Bernardino Sun Telegram and the 


5 Riverside Press-Enterprise have 


launched a joint promotional pro- 
gram. The two newspapers will 
use advertising trade publications 
to publicize the new metropolitan 
area. The cooperation is possible 
because each paper offers undupli- 
cated circulation in its county, 
morning and evening. 


ROBERT C. JOHNSON, publisher of West. | ® Department of New Laurels: 


ern Metals, Los Angeles, has been elected | 
president of the Western Society of Busi- 
ness Publications. Other officers elected are | 
Frank Howatt, editor and publisher, West- 
ern Grower & Shipper, v.p.; Valerie Bever- 
age, Pacific Coast Record, secretary, and | 
Louis Ragno, Jaffe Publications, treasurer. 


part of its latest promotion piece. 


stresses: To tighten up your Kan- 


The Southwest's Fastest Growing Farm Magazine believes in... 


The Rural Neighborhood Progress Contest, spon- 
sored jointly by the Farmer-Stockman and state 
colleges of Oklahoma and Texas, proves that when 
farm families work together there’s no limit to the 
things they can accomplish. 


Each year, prizes totaling $3,500 in cash are offered 


in each state 


for neighborhood improvement in 


homes, roads, schools, churches, soil improvement, 
health and livestock. 


Now in its 7th year, this project is serving 168 


~-. — ee He wT EO ee a ee | 


'S3 FORMAT 
GIVES ADVERTISERS 


f 


SUCH ADVANTAGES AS: 
STANDARD PAGE SIZE 
LOWER 4 COLOR RATES 
_ LOWER PAGE RATE 


_ HIGH READERSHIP 
~ eee eos Re OR 


Texas and 69 Oklahoma neighborhoods; 6,720 Texas 
and 2,193 Oklahoma families; and 23,520 Texas and 


7,559 Oklahoma persons. 


Interest grows daily in this unusual project which 
is revitalizing a heritage of community resourceful- 
ness in the Southwest! And the Farmer-Stockman’s 
position of leadership grows in stature with it. 

Another reason why advertisers in the Farmer- 
Stockman find it a magic carpet to sales success 


in the rural Southwest! 


403,384 SUBSCRIBER FAMILIES 


re are 221,412 
Oklahoma ......... 123,734 
ee 24,315 
I a. ns 4b caste a 20,565 


| 


MONE asks eeawe 4,772 
New Mexico ....... 4,529 
Other States ....... 4,057 

0 ere. 403,384 


Wrtiejolirn 


Advertisers will invest more 
than $1,450,000 in advertising in 
the Oct. 20 issue of Look—the big- 
gest dollar volume Look has ever 
carried in a single issue. Revenue 
for the first nine months of 1953 
is at an all-time high for the mag- 
azine, and total advertising dollar 
volume for the entire year should 
also establish a new record. Ex- 
pected 1953 ad revenue on the ba- 
sis of contracts already signed: 
$23,500,000. This is the 14th con- 
secutive year Look’s ad revenue 
has topped the previous year. 

More advertisers invested in the 
Sept. 13 issue of The American 
Weekly than in any previous issue 
of the publication. Current es- 
timates indicate an increase in 
advertising revenue for 1953 in 
excess of $4,000,000. 

The advertising in the Sept. 14 
and 21 issue of Life set new records 
for the magazine. In terms of ad 
revenue and number of ad pages, 
both issues exceeded the previous 
Life record single issue of May 18 
of this year. Each September is- 
sue contains close to 130 pages of 
advertising and over $3,000,000 in 
gross revenue. Combined revenue 
for the two issues is approximately 
$6,500,000. 

American Restaurant Magazine's 
10th annual industry survey issue 
in September carries 107.42 pages 
of advertising, compared to 95.67 
in last year’s issue. This represents 
a gain of 12.3%. 

The November, 1953, issue of 
Ladies’ Home Journal will be the 
largest in the number of advertis- 
ing columns and the largest in ad- 
vertising revenue of any issue of 
the magazine since November, 
1951. 

A 24% increase in paid circula- 
tion for the first six months of 
1953 is reported by Photographic 
Trade News. Advertising linage is 
up 10% for January through Aug- 
ust compared to the same period 
last year. 

The October issue of Better Liv- 
ing will earry the biggest advertis- 
ing volume in its history. The total 
advertising revenue will be $402,- 
527, a 25% increase over the same 
month last year. This is a gain of 
103% over October, 1951, the year 
in which the magazine was first 
published. 


e The Courier, Bristol, Pa., will 
publish a special “Meet Your 
Neighbor”’ edition on Sept. 30 to 
blanket 25,000 homes in Lower 
Bucks County. Publication will 
follow installation of new mechan- 
ical facilities. The edition will be 
distributed door-to-door. 


e Sunset Magazine was presented 
with a special award from Cali- 


OKLAHOMA CITY, OKLAHOMA @ DALLAS, TEXAS 
Owned and Operated by The Oklahoma Publishing Company 
The Daily Oklahoman «+ Oklahoma City Times « WKY to & WKY-TV 


Represented by THE KATZ AGENCY, INC. 


fornia’s Gov. Earl Warren at the 
California State Fair, Sacramento, 
for the magazine’s “‘consistent con- 
tribution to California living in 
the fields of travel, homes, food 
and gardens.” Howard Willoughby, 
executive v.p. of Lane Publishing 
Co., received the award on behalf 
of the magazine. 


e The women readers of the 
Chicago Tribune will get a chance 
to win from $5 to $500 each (for a 
| total of $2,500) for a 50-word es- 
| say on the most interesting or val- 
uable material to them in the pa- 
per. The contest closes Oct. 31. 
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Ads and service articles in the Companion 


are not competitors. They’‘re good companions. 
Profitable companions. 


When your home-and-family product ad runs in WOMAN’s 
HOME COMPANION it reaches millions of women already in 
a home and family mood. The subject on your mind is the 
subject on their minds, and they’re genuinely interested in 
what you have to say. 

For unlike most other media, the COMPANION is edited 
specifically for women ... for women who want to learn 
more about the clothing, care and feeding of their families. 
What’s more, COMPANION families are larger families*. 
COMPANION-reading mothers have 4,366,720 children. 
When your ad convinces one of these mothers, you’ve sold 


LLEGE 


- . jnkind 


the “purchasing agent” of a larger consuming unit than 
you could possibly reach with any other women’s service 
magazine. 


To hit home with news of any home-and-family product, 
there’s no better book, no better buy than WOMAN’S HOME 
COMPANION. 


doo 


Some 


*Stewart, Dougall & Associates 


OMPANTON peice 


Langer famibios—fomilies with more children 


than ony othor Womens Couir magazine 


THE CROWELL-COLLIER PUBLISHING COMPANY—640 FIFTH AVE., NEW YORK 19, N.Y,-pusL HERS OF WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 
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"Milwaukee Journal’ 
Opens All Sections 
to Color Advertising 


MILWAUKEE, Sept. 23—The Mil- 
waukee Journal last week an- 
nounced completion of a $1,000,000 
press expansion program that will 
enable it to publish news pictures 


or advertising in full color in any, 


section of its daily and Sunday 
editions. 

In addition, the paper an- 
nounced it is expanding its dai- 
ly editions and featuring a new 
classified advertising section. The 
separate section, described as the 
only one of its kind in America, 
will be a regular feature of the 


‘' JUST ASK FOR MARIE: 
Call WAbash 2-8655° and ask for 
Marie — on oe aang 
rr mec aph, vr 
livery, fast +p. 


4 accurate work, plenty 
of experienced personnel. 
always in line. THE LETTER Ss 
Inc., 431. S. Dearborn St., C rica 


Now n our ?3rd } © 


Journal. It will appear 
‘through Friday and is a daily 
‘counterpart of the separate want. 
‘ad section which has long been! 
‘a Sunday Journal feature. 

With these and other changes, | 
the Journal will have four regular 
sections, including a main news 
section, local news section, a 
“Green sheet” or feature section | 


and the want ad section. 


Monday | 


s The Journal pointed out that. 
the new classified section will give 
greater prominence to the want | 
ads. The new arrangement will | 
also open up the entire local news | 
section to display advertising. 
The press expansion program | 
which made possible the new de- 
'parture in color printing was be- 
gun last May. It removed one of 
ithe last 
‘full color news photography. 
| The Journal has pioneered in 
‘the field of color printing. Previ- 
‘ously, however, full-color pictures 
‘or advertising could be carried 
| only in the relatively small main 


| 


|news sections of the paper. 


| 


obstacles to the use of) 


Far More slor 
Expected. son 
in Newspé ‘ers 


Rochester Co. erence 
Brings Repor: on Many 
New Color De vclopments 


ROCHESTER, Sept 
newspaper readers 
a far greater amou 
in the future. This 
dent from discu 


is clearly evi- 
ions at the 


“Is Color the Answer for More. 


Advertising Age, September 28, 1953 


with color. The pending competi- | 


tion of color TV and major devel- 


opments in color printing were. 


credited for the interest. 
In a special Monday session on 


|Emphatic Coverage?” Edward K. 
/Thompson, Life managing editor, 


| 
| 


3—American | 
e going to see. 
of r.o.p. color | 


Rochester Photo Conference held 
/question of whether r.o.p. color 


here last week. 
While the week-\ong conference 


/sponsored by the National Press 


Photographers Assn. included dis- | 
kee Journal, insisted that three- 


cussions on a multitude of photo- 
graphic and mechanical problems, 
the more than 200 key press execu- 
tives in attendance exhibited spe- 
cial interest in sessions dealing 


keynoted the interest in color. He 
told the group that color photog- 
raphy has_ three 


work,” he said. He reported that a 
set of three-color plates can be 
produced in one-third the time it 
takes for a four-color set and the 
cost is vastly cheaper. 

Robert M. Leekley, associate re- 
search director of Time Inc., on 
‘the other hand, reported that 
“Time has found that a black key 
|plate is required because of the 


“ain’ts”—“It | limitations of our printing pro- 
ain’t easy to take. . .it ain’t cheap...| cess.”” Several newspaper experts 


and it ain’t the answer to all prob- at the conference gave similiar 
lems.” But he said color offers a/| 
/much wider area of things that) 


can be reported, and there are) 


some things that are infinitely bet- 
ter in color. 


s Considerable controversy arose 
during the conference over the 


should be in three or four colors. 
Robert Dumke, production re- 
search coordinator of the Milwau- 


color printing is the best method. 
“Experts will have a hard job dis- 
tinguishing between well-executed 
three-color printing and four-color 


Conover-Mast Publications announce: 


Institutional 
Feeding and Housing 


A new magazine with a new, needed editorial service ... reaching 


over 60,000 identified buyers in worthwhile units of the mass 


feeding and housing industry. 


The multibillion-dollar institutional market is a tremen- 
dous consumer of almost every product made or grown 
~ foods and food service equipment, mechanical and 
maintenance equipment, furnishings, decorations, sup- 
plies — you name it! 


But it’s a tremendously complicated market. The men 
who do the buying are hard to find... hard to identify 
... hard to reach. They may be owners, managers, pur- 
chasing agents, dietitians, superintendents, etc. 


Now, INSTITUTIONAL FEEDING & HOUSING 
makes it possible for you to reach over 60,000 identified 
buyers, regardless of title, in the worthwhile units of 
this vast, complex market. 


Spectacularly successful Conover-Mast Dealer 
Franchise Circulation Method is ideally suited 
to selling the mass feeding and housing market. 


This circulation method has been used by other 
Conover-Mast publications for over 25 years to provide 
coverage of the important buying influences in other 
complicated markets. New to the mass feeding and 
housing industry, this uniquely effective circulation 
method has already been acclaimed by dealers and 
manufacturers throughout the country. 


Here's how it works: A national network of franchised 
food and food service equipment dealers build and 


You know you're reaching the buyers in 


Institut Lug ancl Ping 


A CONOVER-MAST PUBLICATION 


205 East 42nd Street, New York 17, N.Y. 


maintain our circulation. Their salesmen hand-pick 
names of individuals that they know from personal 
contact do the specifying and buying for the large 
hotels, restaurants, industrial cafeterias, hospitals, 
institutions in their individual territories. 


The dealer pays for every copy. Every copy is mailed 
individually by IF H to a known buyer. Every reader is 
an important customer or prospect for the dealer .. . 
and for you. 


New, valuable editorial service 


The institutional market has critical need for informa- 
tion on how to improve efficiency, cut costs, provide 
better service. To meet this need, INSTITUTIONAL 
FEEDING & HOUSING presents appropriate case- 
histories and modern methods information in profusely 
illustrated, “show-how” form — showing “how to do it” 
sos BOtter. 


Now, for the first time, you can be sure you’re reaching 


the buyers ... and you can be sure you're reaching them 
in a publication they need and Want. 


Special offer 


We're offering advertisers who start with our initial 
November issue a special discount. Write today for 
complete details. 


| opinions. 

® But three colors or four, there 
appears to be little question that 
more r.o.p. color is on its way. J. 


|V. Landau, manager of the print- 


ing equipment division of Lake 
Erie Engineering Corp. of Buffalo, 
reported, “Judging by orders for 
equipment, many plants are ready 
to dive into r.o.p. color ‘head first’ 
after holding out for some time 
while waiting to see what direc- 
tion r.o.p. color would take.” 

The conference was rife with 
announcements of new equipment, 
processes and research develop- 
ments. Some of the major develop- 
ments included: 


that the Time-Life color scanner, 
originally developed in 1950, has 
been redesigned and is being put 
to use in a pilot plant for the pro- 
duction of scanned color separa- 
tions. The redeveloped scanner, 
already put to use for some of 
Life’s color plates, is now able to 
make color plates much faster than 
by previous methods—and achieve 
better, more detailed color separ- 
ations as well, he reported. He 
cautioned, however, that the scan- 
ner’s real value still must be 
proved in operation. 


e John McMaster, manager of 
graphic arts sales for Eastman Ko- 
dak Co., described a new three- 
color photo-mechanical system 
that can produce pre-registered 
color separations at costs far be- 
low present prices and in far less 
time. Samples of work produced 
using the system showed remark- 
able quality. The system, he re- 
ported, will probably be available 
by the end of the year. 


e Mr. McMaster also announced a 
new type of metal sensitizer that 
can be used both for letterpress 
and offset plates. Its use, he said, 
can cut exposure time from one- 
half to one-sixth that required to- 
day. Since the sensitizer is ex- 
tremely stable, it will likely be 
used to supply _ pre-sensitized 
plates, he predicted. It will be of- 
ficially announced next month. 


e An improved color film that 
will be faster and give better res- 
olution than previous products 
may soon be on the way to pho- 
tographers, Dr. Syril Staud, Kodak 
|director of research, reported. The 
film is in the last stages of re- 
search. “If we’re lucky it may be 
a matter of a few months—if we’re 
not it may not be out for many 
months,” Dr. Staud said. 


e William T. Reid of Battelle In- 
stitute reported that research to 
develop a new method of mounting 
engravings is well on its way. He 
also described advanced research 
on new methods for coating and 
handling paper and an automatic 
machine for wrapping odd-size 
lots of magazines. 


e Fred P. Wilcox, director of re- 
search for Fairchild Camera & In- 
strument Corp., told of research 
being conducted to improve the 
company’s Scan-A-Graver. The 
company has a long-range program 
aimed at the development of a 
Scan-A-Graver for color plates, 
better tone control, and automatic 
enlargement and reduction. 


‘Tips’ Transfers to Chicago 


“Outdoor Tips,’ Minneapolis, a 
Sunday sports section men’s edi- 
torialized ad column, has moved 
to the Tribune Tower, Chicago. 


e Mr. Leekley of Time reported - 
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Most famous brand in the West 
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(it will sell more of your brand) 


as 


Reading time: 3 minutes 
Reading benefits: Limitless 


HOW TO SELL MORE THROUGH 
WESTERN MARKET FOOD STORES 


During the next 52 weeks KOA will invest more than 
$100,000 to move more merchandise through Western Market 
Food Stores. We are investing this money to back a new idea in 
food marketing. The plan has been tested—with fantastic results. 
It has been endorsed by virtually everybody in the Denver food 
distribution picture. We call our plan the KOA FOOD LEAGUE. 


HERE’S HOW IT WORKS: 


KOA offers you America’s most “FOOD CONDITIONED” audience. 
And here’s the device that we use to thoroughly “food condition” 
Western Market listeners. The KOA FOOD LEAGUE conducts 52 
annual promotions — with a new product or related products 
featured each week. Perhaps we can best illustrate what happens 
by example. Suppose canned corn is the KOA FOOD LEAGUE 
“SPECIAL” for this week... 

Every day we present the KOA FOOD LEAGUE program from 10:15-10:30 A.M.— 


all about food and food-store-marketed products. The program this week 
features canned corn. 


Every day KOA’s first lady, Evadna Hammersly, devotes at least ten minutes of her 
HOME FORUM program to food, and specifically features canned corn. 


Every day we saturate our schedule with a minimum of ten “editorial” announce- 
ments featuring canned corn. 


Every day our schedule is supplemented with BRAND NAME advertising, promoting 
specific labels of canned corn. 


Every day retailers throughout the Western Market—who have been advised of the 
promotion—feature in-store displays of canned corn. 


Every day Western Market retailers will display special KOA FOOD LEAGUE point- 
of-purchase materials tied in with stocks of canned corn. 


Every day Western Market newspapers will carry KOA FOOD LEAGUE advertising 
mats, tied-in with retail shopper ads, and featuring canned corn. 


Next week the KOA FOOD LEAGUE special may be catsup, tuna, rice or ice cream, 
or any combination of food-store-marketed products. 


More than a series of weekly promotions 


KOA FOOD LEAGUE specials enjoy accelerated sales during following weeks. 
The KOA FOOD LEAGUE product promotion creates new buying and use habits that 
have a continuing effect. Food manufacturers, brokers, jobbers and retailers agree 
that the tremendous impact of the KOA FOOD LEAGUE campaign must result in sales. 
Even without the “weekly special’ device our ‘food conditioning’ of the Western 
Market audience would result in more food sales. Actual tests show product sales 
increases up to 89% with radio alone being used. If your product is sold through 
Western Market food stores, this plan will increase your volume in huge, measurable 
quantities. 


How the KOA Food League helps YOU 


KOA is in the food business ‘way up to here. We now have a full-time KOA 
FOOD LEAGUE DIRECTOR, a marketing expert whose only responsibility it is to move 
more merchandise from Western Market food store shelves. His assistant is a food 
writer and broadcaster with many years of newspaper, agency and radio experience. 
These talented people, together with our Promotion and Merchandising departments, 
conduct the KOA FOOD LEAGUE program. 


Copyright 1953, KOA, Inc. 


CONSUMER PANEL 

is made up of a’ panel of 50- 
300 Western Market home- 
makers. A true cross-section, 
available to the food in- 


dustry for a fast product acceptance test, a 
check on label directions or what-have-you. 


KITCHEN & BATH SURVEY 


is conducted annually to de- 
termine home penetration, 

by brand name, of the multi- 
LEAGUE tude of products used in the 
kitchen and bath. Thousands of Western Market 
homes will be sampled. 


TRADE NEWSLETTER 


is mailed each fortnight to 
Western Market food manu- 

facturers, brokers, jobbers, 
LEAGUE chains and nicely * high- 
lights upcoming promotions, suggests new mer- 
chandising ideas and recommends KOA-adver- 
tised brands. 


KOA LISTENER BULLETINS 


with recipes, preparation 

| FOOD | hints, menus and brand 

name recommendations for 

LEAGUE KOA-advertised productsare 

mailed to listeners each week in response to 

thousands of requests. Advertisers wishing to 

furnish their own recipe folders, etc., for inclusion 
in these mailings may do so. 


KOA’s “FOOD INDUSTRY NEWS” is the 
Western Market's “food trade paper of 
the air”. It is presented each Sunday noon, 
when food people can be reached. It's 
programmed directly to all echelons of the 
area’s food industry. But, due to the uni- 
versal interest in food, the program makes 
good air fare for the general audience. 
Another step in our “food conditioning” 
plan. 


a = 
\_ Py? 
if your product is sold / 
through food stores in 
Colorado, Wyoming, 
Western Kansas and Nebraska, 
or in the Rocky 
Mountain West—you must 
use KOA to make your 
advertising-merchandising 
program complete. 


ee! 


KOA FOOD LEAGUE makes KOA America’s most food-conscious 


broadcaster—delivering America’s most ‘‘FOOD CONDITIONED’ audience. 


Call your Petry man or write us direct to assure your featured 


position in Western Market food stores. Better do it today. 


TTS 


— 


DENVER 
Covers The West... Geol,’ 
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This is New York! A hundred different markets in one ...a huge 
complex pattern of sales areas, all affected by a continuous 
shift in where and how people live. 

One basic requisite for the success of any sales operation 
in New York is thorough knowledge of the market. Section by section, 
block by block, the Journal-American’s giant Sales Control! Manual provides 
you with the necessary localized working data that lead to volume sales. 

Part one .. . desk top Sales Control . . . is by far the most valuable 
guide to sales planning and efficient coverage of the New York area. 


Know your market ... then 
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ner product must get as much dealer co- The trends to self-service and automatic shopping demand that 
e. In the Journal-American, your campaign you pre-sell more customers through consistent advertising. 
heal vy barrage of P-O-P merchandising. In New York, truly a market of millions, the Journal- 
d ai nd trained staff of field men will build American reaches far more families than the two other home- 
valu able shelf positions for your product; going papers ... 123,000 more than the second; 265,000 more than the third. 
®Ppolms ‘t on brand popularity, dealer attitudes Why not take advantage of the most powerful program for sales 
ever offered in America’s richest market? The combination of a well- 
Prem -ssure of effective P-O-P merchandising coordinated campaign in the Journal-American and a sound merchandising 
) will th aggressive dealer pre-selling. effort gives you New York’s only complete, most successful sales package. 
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lowa Press Assn. Elects 
Joseph Hladky Jr., v.p. of Cedar | 

Rapids 

elected president of the Iowa Daily tising for Reeves Soundcraft Corp., 

Press Assn. C. bf egy —, psd York ayer! of magnetic ~? 

er of the Burlington awk-Eye |cording ta and magnetic strip-| 

Gazette, has been elected v.p. , Bae s Pp ithe radio-TV 


Bankers Life to Grant handled by Dowd, Redfield &| Patterson Named 

Schwab & Beatty, New York, has Johnstone, New York. William A. Patte: 
resigned the account of the Bank- | of United Air Lir 
ers Life & Casualty Co., Chicago, Peterson to Hollingbery elected chairman of 
effective Oct. 1. Paul Grant Ad-|* John I. Peterson has been ap- education committe« 
vertising, Chicago, will be the new | pointed v.p. in charge of television mittee for Economic 


agency. 


Reeves Appoints Mathes New York radio-TV 


J. M. Mathes Inc., New York sentative. Formerly 


: ’,ecutive in the co 
been has been named to handle adver- ‘York office, Mr. Pet: 


Eugene S. Thomas, 
\signed to direct the 


Gazette Co., has 


ping for motion picture film. 


Previously, the account had been | mane World Hera 


‘for George P. Hollingbery Co.,’ New York. 


‘tion repre- 
.ccount ex- 
any’s New 
yn succeeds | 
no has re-| 
verations of | 
prop ies of the) 


jairman 

1, president 
has been 

ne business- 

f the Com- 
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ee 


EXCESS in home-delivered circulation is 


one of the reasons for The Chronicle’s 


PULLING POWER 


72.0% 
more than 
3rd paper 
daily 


21.3% 
more than 
2nd paper 
Sunday 


20.4% 
‘more than 
2nd paper 
daily 


The one newspaper —tested and proved —that 
can do your selling job in Houston 


Source: Excess in city home-delivered circulation 
—see March 31, 1953, Publishers’ Statement 


- 


oly: 


Houston Chronicle 


JOHN T. JONES, Jr., President 
THE BRANHAM COMPANY — National Representatives 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


Advertising Age, September 28, 1953 


« Maslerpuece f 100 Mears f Competence 


4 eatery of Competence 
tithes Thwet Automatics fan WAS0 


THSSOT+ 301 FIFTH AVENUE, NEW YORK, W. fF. 


CENTENNIAL—Tissot Watch Co. will mark 

its 100th year of business with copy like this 

in Esquire, Harper's Bazaar, Holiday, Life 

and Vogue. The campaign, its biggest, is 

handled by David J. Mahoney Inc. Tissot 

watches are said to be the leading seller 
in Europe. 


Kaywoodie Lines Up 
28 Ads for Autumn, 


Christmas Drives 


West New York, N.J., Sept. 
23—The Kaywoodie Co. will use 
28 insertions in 12 magazines and 
Sunday supplements between Oc- 
tober and Christmas for its Kay- 
woodie and Yello-Bole pipes. 

Kaywoodie models will be 
pushed via two-color ads in Oc- 
tober and November in Life and 
The Saturday Evening Post, and 
four-color Christmas ads in Es- 
quire, Life, The Saturday Evening 
Post and This Week. 

The fall drive for Yello-Bole in- 
cludes two-color ads in American 
Legion, Argosy, Field & Stream, 
Popular Mechanics, Popular Sci- 
ence and True. 

A two-color Christmas ad in 
Look, American Weekly and ten 
independent Sunday supplements 
will feature a new gift unfit: 
Yello-Bole’s “take it easy” pipe 
and slippers set to sell for $2.98. 

Grey Advertising, New York, is 
the agency. 


Salesmen May Kill 
Own Chances, N. Y. 
Dotted Line Warned 


New York, Sept. 23—Look at 
yourself first, if you want to know 
how you appear to others, Arthur 
H. (“Red”) Motley, president of 
| Parade Publication, told members 
|of the Dotted Line Club at a lunch- 
'eon meeting here last week. 

He admonished publication rep- 


.. resentatives to study and analyze 
-««< their own personal conduct habits, 


pointing out that many have man- 
nerisms of which they are com- 
pletely unaware hut which tend to 
distract prospective advertisers 
whom they are trying to sell. 

Mr. Motley also pointed out that 
too many representatives fail to 
sell their own product, concen- 
trating too hard on their competi- 
tion, and that it is essential that 
they be fully prepared with know- 
ledge of the prospect’s business 
and problems before making calls. 


Barth Joins Coast PR Firm 


John Barth, for six years a for- 
eign correspondent of the Chicago 
Daily News, has joined the staff of 
DiMarco-von Loewenfeldt, San 
Francisco publicity and public re- 
lations consultant. The Emporium, 
San Francisco department store, 
has returned to DiMarco as an 
account. Japan Air Lines and Petri 
Wine Co. also have named the 
company to handle their publicity. 


Plough Inc. Buys WJ]JD 


Plough Inc., Memphis pharma- 
ceutical maker (St. Joseph aspi- 
rin), has purchased WJJD, the 
Field Enterprises Inc. radio station 
in Chicago, for a reported $900,000. 
The station will be operated by 
Plough Broadcasting Co., a wholly 
owned subsidiary of Plough Inc. 
The company already owns WMTS, 
Memphis. 


Otis in ‘Digest’ Editions 


Otis Elevator Co., New York, 
will run full-page ads in all in- 
ternational editions of the Decem- 
ber Reader’s Digest as part of its 
100th anniversary celebration. G. 
M. Basford Co., New York, is the 
‘agency. 


WALLIACES 


lowa’Homestead 


FARMER 


Pearse 


DEPENDED ON MOST by lowa farmers 


when they need information on 


"Corn and Other Field Crops”’. 


Pus. 
57 Phy PUB. C PUB. D 
a 1.9 


Where do Iowa farmers get their infor- 
mation? Their best source of information 


is your best selling media in 


billion farm market. Get the facts from 


“InFARMation Please No. 2”’, 


conducted by the Statistical Laboratory 
of Iowa State College. Write for your 
copy now—on your letterhead, 


this $2 


a study 


please. E | 


<<, 


WALLACES’ FARMER and IOWA HOMESTEAD 


DES MOINES, IOWA 
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AN EXPLOSIVE FIRST-TIME STUDY FOR FOOD AND ADVERTISING MEN... 
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Forget the jokes about brides’ bad cooking ... and take note of some new and significant facts: 


M ooo 


ares, 


1. The average bride cooking for two today spends more in grocery 
stores than the average American housewife cooking for four! 


2. In a matter of months—not years—brides become skilled kitchen 
technicians, buying ingredient products on a par with their older sisters! 


3. Brides slip quickly and too easily into brand buying patterns without 
adequately trying available brands! 


4. Once tried, the average nationally advertised brand has a 50-50 chance 
of holding brides as long-time customers... but—! 


5. The average nationally advertised grocery product has been tried 
by only 12% of brides married 6-12 months! 


Here is a study that knocks down many of the pat theories about brides 
... cooking abilities ...value as customers... receptiveness 
to products and brands. 


MODERN ROMANCES?’ pilot study on this subject created much 
comment. Now here is the complete study, based on 1,886 newly married 
women and covering 49 different kitchen and bathroom product classes. 
One of our salesmen will be glad to deliver your copy. 


AMERICA’S YOUNGEST MARRIED WOMAN AUDIENCE 


Dell Publishing Co. Ine. 261 Fifth Avenue, New York 16. N.Y. 
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Food Manutacturers Handcuff Retailers’ 
Co-op Budget to Newspapers, NBC Exec Says 


MINNEAPOLIS, Sept. 23—An offi- 
cial of National Broadcasting Co. 
this week charged food retailers 
with using their co-op budgets to 
enlarge their gross profits and food 
manufacturers with handcuffing 
their retailers by stipulating the 
use of newspapers only in co-op 
advertising. 

This double-barreled charge was 
leveled by Max E. Buck, director 


S1MPSON-REILLY, LTD. 
Publishers Representatives 


SINE 1926 


I GPIES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


has become one of history’s great 


said. 


| tailers to regard co-op ad money as 
'a source of profit. 


of merchandising for NBC’s owned- 
and-operated stations, in an ad- 
dress before a National American | 
Wholesale Grocers meeting here. 

“Manufacturers who are them- 
selves firm believers in the selling | 
power of radio and television are 
hog-tying retailers by limiting co-| 
op advertising money to newspaper | 
ads,” Mr. Buck said. 

“Twenty-five years after radio} 


means of communication, food 
manufacturers seem not to have 
heard of it when they draw up 
co-op advertising agreements,” he 


s Mr. Buck said this “ancient and 
outmoded practice” had taught re- 


RIDGWAY HUGHES, formerly sales promo- 
tion manager for radio and TV at the Na- 
tional Broadcasting Co., 
been 


named director of 


department. 


LE RE NOES 


Advertising Age, September 28, 1953 


that comes from the difference be- 
tween the local newspaper rate 


'iwhich they pay and the national 
|rate which they charge the manu- 


facturer. 

“Co-op money no longer is a 
tool to build traffic and sales but 
a means of improving the gross 
profit. It doesn’t help a manufac- 
turer move his goods in busier 
stores. It becomes a price reduc- 
tion in ‘disguise.” 

The radio-TV merchandise man 
said leading food chains realize the 
power of broadcasting and use it 
widely—but that they are handi- 


New York, has 
NBC's 
established radio advertising and promotion 


'ca2pped by not being able to com- 
bine their own funds with co-op 
money for bigger drives. Mr. Buck 

‘charged that the practice of limit- 
ing cooperative funds to newspa- 
pers “had diluted the effectiveness 

‘of retail food store newspaper ads.” 


He continued, “Retailers are in- a “By the time a retailer provides 


This book points up some of the problems one of your 
most important sales groups is now facing — your dis- 
tributor salesmen and factory representatives. It gives 
summaries of six recent surveys showing how business is 


divided among three 


classes of appliance-radio-TV 


dealers. It shows how you can reach the three important 
sales groups in the distribution selling chain. And, of 
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CHICAGO 11, 

22 East Huron St. 
WHitehall 4-0868 
Walter J. Stevens 
Orrin A. Eames 


New YORK 17, 
101 Park Ave. 


J. H. Thomson 
William G. Dunn 


TJ, P al a8 i 
TLEV EIA VEALE 
THE APPLIANCE-RADIO-TY SALESMAGAZINE 


MUrray Hill 3-0256 


for appliance—radio—tv—housewares 
sales and advertising executives 


course, it tells Electrical Dealer Magazine’s story. 


In view of current competitive conditions, we believe 
you will find this book helpful in your sales and adver- 
tising planning. For your copy, just contact our nearest 
sales office. The Haywood Publishing Company, 22 
East Huron St., Chicago 11, Illinois. 


ee thy 
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CLEVELAND 15, 


1836 Euclid Ave. 
PRospect 1-0505 
John E. MacArthur 


ts) em Oo 


WEST COAST 


McDonald-Thompson 
San Francisco 
Los Angeles 


Seattle 
Dallas 


newspaper ad, most of his space is 
gone. This leaves him only a small 
portion for his own merchandising, 
his own promotion, his own in- 
genuity. 

“This gives all food store ads a 
/sameness—a twin-brother look— 
all of them loaded with thick list- 
ing of items. Often these items 
have small consumer appeal, but 
they must appear in the ad to meet 
co-op requirements.” 

Mr. Buck said some large chains 
forego co-op money due them be- 
cause they are unable to give co-op 
items as much newspaper space as 
‘their contracts call for. He sug- 
gested that these excess funds 
could be put to very good use on 
|radio and TV. 


Bidding Active for 
“Escanaba Press’; 


terested primarily in the profit for is co-op obligations in his G#e¢# Bid Ig High 


ESCANABA, MIcH., Sept. 22—Eight 
parties bid for the Escanaba Daily 
Press here last week. Acceptance 
of any of the bids will depend upon 
a meeting between the executor 
of the will of John P. Norton, late 
publisher of the newspaper, and 
the Escanaba Board of Education. 

Mr. Norton’s will made the 
school board the principal bene- 
ficiary to his estate, which includes 
the newspaper. Money from the 
estate is to be used by the board 
to set up a scholarship fund. 

Top bid made was from a group 
of Press employes who offered 
$500,000 for a 10-year lease, with 
an option to buy at the lease’s 
termination. 


@ Other bids were: 


Max H. Levine, Superior, Wis., 
$376,000 cash. 


John F. Frederick, Muskegon 


industrialist, $218,178 cash or 
$243,178 on time. 
Dear Publications and Radio 


Inc., Jersey City, N. J., $312,524 
cash or $387,524 time. 

A group of publishers from 
Michigan’s upper peninsula (Frank 
J. Russell, Iron Mountain News; 
George Osborn, Sault Ste. Marie 
Evening News; John W. Rice, 
Houghton Mining Gazette), 400,- 
000 time. 

Leonard B. Finder, former pub- 
lisher of the Union-Leader, Man- 
chester, N. H., and now with Uni- 
|versal Match Corp. of St. Louis, 
|offered to lease with option to 
buy, his lease price and purchase 
offer totaling $400,000. 

A group of Escanaba business 
men (C. W. Stoll, H. J. Shepeck, 
Dr. John J. Walch, Percy Rose- 
murgy and Stanley Benne), $265,- 
,500 cash. 

Claude E. Sadler of Royal Oak, 
Mich., former editor of the Press, 
Marion, Mich., and the Indepen- 
dent, Cadillac, Mich., both week- 
lies, $375,000 time. 


Banks to Give Survey Course 


Seymour Banks, media analyst 
of Leo Burnett Co., Chicago, and 
lecturer in University College of 
the University of Chicago, begin- 
ning Oct. 12 will give a course on 
| “Attitude and Opinion Surveys.” 
| The course, presented in collabora- 
,tion with the Chicago chapter of 
the American Marketing Assn., 
will be held in the university’s 
downtown center. 


Joins KCRI-TV, Cedar Rapids 


| Robert Z. Morrison, formerly an 
account executive of National 
Broadcasting Co., New York, has 
|been appointed sales manager of 
KCRI-TV, Cedar Rapids, Ia. The 
station is scheduled to begin tele- 
|casting on Channel 9 by Dec. 1. 


_U.S. Rubber Boosts Hocking 
Arthur John Hocking has been 


| promoted to advertising and sales 
promotion manager for the sales 
branch organization, footwear and 
general products division, U.S. 
| Rubber Co., New York. Since 1947 
ihe has been sales promotion man- 
ager. 


— 


ee oe 


nage BE * 


SoS arg i eee re Ph egal gle 9 Sih ek ni Le a ee Ma aegis ea bse Se eer ae era kee Oa ee a pa ee. RON ee Nee Mich a ee ep oN? Med en) pong et ce, Gomme eee ara hr eres Fe ote Mtgnes eae ee bien eke eae aT ks £ 
Bs. Pa a Si ostumary 7 aaa a AL tg Ot IO bg ta eta Ot Vint, be ond ay al agtiets Hiss Fe ca pee E 9 A We a Se eee eae dA OR a SFE pean am eae Si Aas Sig eee vatieet one ep sh i ae ee Or eee aa 
pad facets 75)9 i ae ek aes i, Wp Ae tIR cape Marg Py ee a fa a Fg 1 or hat Oe eee Ak a ee 2 RU eS eh eT. Benner s Res ee ake e i oy. 3 ae ~ pe Rae ee Font Ra eae f Powe ig: able Seige Pee 
iNet © Pee 2 cnaMee RN Be aL 0). Oe ds) ae, Ace a ea Sea ee a me et hae tan Poa : base Ree oe aoe a ee mo ee Pen oe oT Sale ace eee lee ees pa 
err re 3 ; i Ages eett ; Bu, Cgge Ta oe Dee oer Ra aes as , 
se ig ae ; ea re ears ae tan ; bain Seer ee rn ae : Be a Fe ae a3 : - , 3 ‘% a _~ . ete . — as 5 a ag aS 
a . . wel 
is 
: 
ms i 
- ok, al i " , . le 
|—hU6f ieee | 
o eee es 2 
7 Face arene a B je + ' 
P za pa ris Po t 1 
‘Ae al : 4 = 
; te “i os ee ‘ ma | i 
q oe ig ee F 
= ~ - 
: Lees a : if 
- we, f sae a) ; 
i hi cael 3 Be, } 
ee ig nn ey A } 
eo ed ie } Me | 
Ce Pi hie; 2 ‘ Pods | 
- ; 
’ 
ws : a | Po i 
Ao spe ml od 
Pe SS aS 
é ee 
sic Be | 
ae BENE NAA LE ET _ 
ee } ' 
coe i 
<i . ioramatavaets " | 
il — abst I arnt eV Res A \ 
= er * eal sae i 
eee ’ . emis Ee ’ tA ’ 
3 “a  - ne i | 
Pea mae MORES: a 
o i — EO a 
oo oe — anges 5 ee greet fieek cee pate ti 
| 7 eee een | | 
: i ee Cals — 4 Fc nowt OD | 
pa te. po A: oe yitnor rer” 
‘ Ade ar So i erg ee. ae . \ 
BN > a ied < - cm won we 4 we wr, ies i. ‘ i\ 
as. = @e, 7 ~~ 4 Po ogsae r - - | 
ie ; . + is sags: ° Cees ss =e al ot \ \ 
—" “ph koe. on er gt ee Pear yy weet i 
So wet De a >. Mae ee 1 . ee ates “3 a ry 
ore ie i Pe Ce. ee ee C VG 
ee ‘ gt ; a sti ae E (aa \ 
ae ene > aaa ra lk eo eis : ph ; 
oe aut ; - t “ 
Hs ~Y F _ 
a a , oy al for . \ ) Pe 
SR ei = 4 Ns ai t* ‘ ne + 
ies ‘ pe \ Ne 4 
om The 7 eee nt 
oe * e rae Meta? 
5: Ro un i 
fie P 5 oe neo ie 
ce. , Typ "eh ee ' ; ' \\\ i 
on i ye gh oa gi nO ae ae y' + 
Ol ae SF 9 a es ee - ; HN 5 Al 
Bas che =~ ‘ : i) 
rary se | , ‘iy 
- Er ie LAN a 
Feces are - Sea EY Ae ; i} 
, — - “rt py) = . ~ “ i 
on ee te i 
saan “ \. ‘ Se -_ rid \ 
met ae - bon —-= as 
sow rey ph ne ibs al —" aa 
ae ee an as i ; 
ee ~~ a ———— ewer | 
aoe rl “ i “ 4 —_— Bue Wa - - <a ra ¥ 
+o  \ eae a _— @- ; 
ie oe fi ¥ ee eg eae id - - . 
i Dey hd ; us ” “ “7 , - 
iain: : ' 4 ee a es — me 4 
rans Rx, .. 4a . om OR Sr! 
i oe goer = an | 
RENTS ae a ; 
oo ee 3 
ee —s a _* x bins ome | ~ 
eee ;, en 5 . wee ee ; 
eee ga a" peep oF aia ; 
reais ; 
ee ; ye 
hore 
aE ee y} 
f 
Ess 
ee 
a ee 
' ee 


wae oS wy 


aos aT ae ela 


ee ee 


3 BULLS-EYES 
IN 1 TARGET 


IN THE 
GREATER PHILADELPHIA MARKET* 


BULL’S-EYE #2 
PHILADELPHIA METROPOLITAN AREA (8 counties) 


The Evening Bulletin is the daily 83% of population 

newspaper with the largest 80% of retail sales 

circulation—read by 62% of families | 88% of new capital 
expenditures 


%€ No matter what you call it—’Delaware Valley,” “The Work- 
shop of the World,” “The New Eastern Industrial Metropolis’— 
you're still talking about the Greater Philadelphia Market, and The 
Evening Bulletin is the daily newspaper with the largest circulation. 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, Filbert & Juniper Sts.; New York, 285 
Madison Ave.; Chicago, 520 North Michigan Ave. Representatives: Sawyer 
Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 


BULL’S-EYE 7] 
PHILADELPHIA CITY (1 county) 


The Evening Bulletin is the daily 47% of population 

newspaper with the largest 51% of retail sales 

circulation—read by 72% of families | 37% of new capital 
expenditures 


Aim your sales artillery at the 
Greater Philadelphia Market—hit three markets 
in one with The Evening Bulletin! 


In the Greater Philadelphia Market 
The Evening Bulletin 
is the daily newspaper 


with the largest circulation 


BULL’S-EYE #3 
PHILADELPHIA TRADING AREA (14 counties) 


The Evening Bulletin is the daily newspaper 
with the yt ont clrealation--reed by 55°% of families 
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New Buyer's Market for Automobiles 


Changes Merchand 


Dealers’ Deals Seek 
High Volumes Instead 
of High Unit Sales | 


Detroit, Sept. 22—A new phi-| 
losophy in the merchandising of 
new automobiles is being com-| 
bined with a return to competitive | 
selling to keep the production and | 
sales picture in cars only slightly 
below the record 1950 level. 

Dealers across the nation, and) 
in just about every automotive 
line, have either adopted or are 
moving in the direction of volume 
sales rather than depending on 
maintaining unit profits to main- 
tain an over-all net. 

The sales picture at this time! 
is admittedly * spotty, with the 
southwest. market showing a defi- 
nite softening. In other areas such 
as Wisconsin, Pennsylvania and 
the Akron district, there are more 
new car sales than in 1950. 


@® Even with the industry easing 
into the model changeover picture, 
production last week soared to 
115,282 cars to reach a total of 
4,664,377 for the year. At this 
pace the year’s total should reach 
slightly more than 6,000,000, which 
would be second only to 1950. 
Under the new dealer sales phi- 
losophy the cars are rapidly being 
moved into customer hands. The 
plan generally calls for “sales as 
long as a profit is made.”’ Dealers 
are making no bones about shav- 
ing unit profit but are stimulating 
sales to the point where their 
over-all profit is maintained. 
Dealers are paying more atten- 
tion to the parts and service angle 
which is a large percentage of 
their revenue. They strive to make 
service and parts pay for the total 
operation of the dealership with 
sales becoming net profit. The 
more cars a dealer sells the more 
opportunity he has to increase 
service and parts business. 


® Ford Motor Co. is playing a 
large part in maintaining the high 
sales level. Sales of Fords broke a 
23-year monthly record in August, 
and the company’s national sales 
picture is expected to continue 
bright throughout the remainder 
of 1953, according to L. W. Smead, 
Ford division sales manager. 
August production of Ford pass- 


ising Philosophy 


keeping pace with production. 
Ford production has finally over- 
taken Chevrolet, and company of- 
ficials say this is just the begin- 
ning of the story. 

Used car sales are also up with 
Ford dealers as well as with most 
other makes, particularly Chevro- 
let, Pontiac and Plymouth. Mr. 
Smead said his dealers distributed 
more used cars in August than 
any month since March, 1950. 


s Just how much dealers are 
shaving unit profits to stimulate 
volume sales isn’t known, but 
there is no reason to suspect that 
fac'ory officials are objecting to, 
the practice. 

There are many reports all cver 
the country that dealers are sell- 
ing from 50 to 100 cars in one-day | 


i 
| 


drives and that t! rofit in some 
instances was cut $100 per car. 
Most auto dealers .|] enjoy prof- 
its above the 195 evel. 

Under volume ling practices, 
sales are keeping duction hum- 
ming. So long as t 
ists the manufa 
likely to discoura 
so far the discou 
been maintained. 

The shift to vo 
tices isn’t restric 4 
line or company 
become a greater 
ture. 


irers are not 
the idea, but 


ne sales prac- 
to any one 


uctor in the fu- 


s Some of the m: iium price cars 
—such as Pontiac «nd Mercury— 
are enjoying particularly good 
sales records, and this, too, is due 
in part to revival of good hard 
selling. 

A Ford spokesman said: “We've 
been waiting for a competitive 
market and now that we have it 
our dealers are moving out front 
as they knew they could.” 

The return to hard selling has 


condition ex-— 


to dealers has. 


d is likely to, 


Advertising Age, September 28, 1953 


stimulated truck and used car 
sales in some lines, but this pic- 
ture is spotty with Ford truck 
sales in August the best since Sep- 
tember, 1950, and used trucks the 
best in the company’s history. 

Chevrolet on the other hand has 
cut back truck production with 
sales off somewhat. 

Hard selling advertising copy 
has also played an important role 
in the new type volume merchan- 
dising with the dealers becoming 
increasingly more conscious that 
the bloom is off the lush sales and 
no longer are customers beating 
down the doors. 


s There is hardly a line of new 
cars where customers can’t beat 
the list price with a little shopping 
around. Dealers who at first 
couldn’t see their way clear to 
shift from unit to volume profit 
are fast joining the trend, much to 
the customers’ delight and savings. 

Hudson has introduced new 
models, but the remainder of the 
industry will unveil their 1954 


jobs in the next few months. None 
will say what type advertising 
they will employ in 1954, but don’t 
be surprised if the dollar sign 
doesn’t play a big part with less 
and less emphasis on the luxury 
features. 

Lincoln will bow in October, 
‘and in November the entire 
Chrysler, Dodge, DeSoto and 
Plymouth will be shown. Decem- 
'ber will find new Willys, Henry 
J, Pontiac, Packard and Kaiser 
models with the January lineup 
including Buick, Cadillac, Chevro- 
let, Ford, Mercury, Meteor, Mon- 
arch (both Canadian models), 
Nash, Oldsmobile and Studebaker. 

The new car introductions are 
following no set pattern this year 
, with some models earlier and some 
‘later than previous years. 


@ In the last few years the vari- 
,ous companies have been highiy 
successful in cleaning up their in- 
| ventories by the time new models 
are shown. It will require some 
|astute selling techniques to do the 


enger cars totaled 120,226, which 
was 6% ahead of July and exceed- | 
ed any month since June, 1930, 
when 130,964 cars were assembled. | 

And, Mr. Smead said, sales are | 


Screenless Printing ! 


the BLACK BOX 
method of 
fine Color Printing 


for Black and White) 
gives you faithful 
reproduction in any size up 
to 40x60” at unbelievably 
low cost! Used by leading 
National Advertisers 


Get the facts! 
BLACK BOX) 


BLACK BOX PHOTO 


& COLLOTYPE STUDIO, 
845-53 W. ERIE ST., CHICAGO 22 


Nome 


Stan Smith is 
manager of the 
apparatus adver- 
tising and sales 
promotion depart- 
ment of the General 
Electric Company. 

A native of Terre 
Haute, Indiana, 

Mr. Smith began his 
career in General 
Electric in 1936, 
shortly after his grad- 
uation from DePauw 
University. In January, 
1952, Mr. Smith was 
named “Industrial Ad 
Man of the Year™ by 
Industrial Marketing. In 
addition to his work with 
the National Council of 
Churches, he is an active 
member of the Scotia-Glenville 
board of education, and the public 
relations committee of the N.Y. 
State School Board Association. 
He is a member of Phi Gamma 
Delta, Sigma Delta Chi, Phi 
Beta Kappa and Blue hey. 


SJ. Stanford Smith 
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same this year. 

The used car picture isn’t near- 
ly as bad as the boys with the cry- 
ing towels thought it would be by 
this time. Here, too, dealers are 
finding it to their advantage to 
shave profits to maintain good 
volume rather than let the cars 
occupy lot space. 

For instance, Ford dealers re- 
port that their sales of used cars 
during August were the highest 
for any month since March, 1950. 

The question now seems to be 
just how long will the dealers take 
the unit profit loss before the 
manufacturers begin getting into 
the act and slicing costs to dealers. 
Some observers think this will 
come next year, particularly in 
the higher-price lines. 

Except for Cadillac, few of the 
higher-price luxury cars have 
brought list prices this year. 


® New York is traditionally a 
weird auto market. It lags behind 
the rest of the country frequently, 
and its predilection for certain 
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makes and body styles is marked, 
bearing little resemblance to the 
U. S. as a whole. 

Last week the automobile mar- 
ket in New York was showing few 
of the signs of distress evident in 
the rest of the country. 

For example, a Detroiter bound 
for Europe wanted to sell his 1951 
Chevrolet four-door sedan. It was 
in good shape, had seat covers, 
heater, radio, directional signals 
and had been driven 20,000 miles. 
Advertisements in Detroit pro- 
duced not a single call. He drove 
it to New York, placed an ad in 
the Times, drew 27 calls the first 
day, and sold it at 10 a.m. the sec- 
ond day for $1,025. 


# The automobile dealers in the 
greater New York area are dig- 
ging up a few gimmicks employed 
elsewhere. For instance, the Big 
Lot in Paterson, N. J., is selling 
off prewar cars for a $5 down- 
payment; Nash Manhattan and 
Embassy advertise “no money 
down” on used cars; “have you 


$25,” asks MacDave-Lincoln Mo- 
tors in the Bronx, and goes on to 


|list six cars, ranging from a 1941 


Plymouth to a 47 Buick on which 
$25 is the total down-payment. 

“Why buy a used car,” the Pat- 
erson Lincoln-Mercury agency 
wanted to know, “when only $300 
down cash or trade-in delivers a 
brand new Mercury?” 

Chapp Chevrolet in the Bronx 
was promising “tremendous deals 
in new 1953 Chevrolets starting 
at $1,647.50 delivered.” Chapp also 
offers a 25,000-mile carlife guar- 
antee. 

Argo Motors, a DeSoto-Plym- 
outh dealer, offers “$500 for your 
prewar car on purchase of any car 


from 1946 to 1952 and some 
1953s." Triangle Motors, also a 
DeSoto-Plymouth dealer, makes 


the same offer. 


@ Tie new car dealers are gener- 
ally hesitant about talking price 
and down-payment, although 
Ralph Horgan, Manhattan Ford 


door, six-passenger Ford for $1,- 
776.91, with 36 months to pay at 
bank rates. 

Manning’s, a used car dealer in 
Harlem (“se habla espanol’), ad- 
vertises a deal where the down- 
payment takes the car away im- 
mediately, including the sales tax 
and license plates. On postwar 
cars, though, the down-payments 
are one-third, which is about 
standard. 

On the other hand, a finance 
company executive who has been 
able to buy a couple of cars a year 
because he gets them at a favor- 
able price and sells them private- 


ly, is figuring on driving the car) 


he bought this spring the rest of 
the year. No one wanted to buy 
his car, despite a very favorable 
price, and the slight 5,000 miles on 
the speedometer. 


Grant Appoints O’Brien 

Charles O’Brien, formerly with 
Hilton & Riggio, has joined Grant 
Advertising, New York, as art di- 


dealer, is advertising a 1953 two-! rector. 


“the advertising dollar sells hardest... 


in the publication that does the best job for its readers. It’s a 
fine thing to see both ABC and CCA members working 
harmoniously together in National Business Publications 


to increase the value of their magazines in both 


editorial and business departments.” 


Since April, 1951, NBP membership has 
heen open to both ABC and CCA audited 
publications. During this period the 
“paid” and “controlled” members of 
NBP have worked together in harmony 


to build better values for readers and 


advertisers alike. 


This was a sound idea, and history has 


proved it—fast. In just 27 months NBP 


The national association of publishers of 147 
technical, professional, scientific, industrial, 
merchandising and marketing magazines, 
having a combined circulation of 3,440,542 
... audited by either the Audit Bureau of Cir- 
culations or Controlled Circulation Audit, in the 
Inc.... serving and promoting the Business 


‘J. Stanford Smith 


has become the country’s largest business 
paper association, with 147 member pub- 
lications having a combined circulation 
of more than 3,400,000, 

Stan Smith’s thought, that advertising 


dollars sell hardest where the best job is 


done for the reader, expresses the purpose 


grow th. 


of NBP—and the reason for its rapid 


First for the Business Press 


NATIONAL BUSINESS PUBLICATIONS, 


1001 FIFTEENTH STREET, N. W. + 


pages of 


WASHINGTON 5,D.C. « 


professions . 
market of 
for complete list of NBI’ publications. 


STerling 3-7535 


Press of America... bringing thousands of 


specialized Ikenow-low and ad- 
vertising to the men who mule decisions 
in the businesses, industri: ences and 


ur audience 


Write 


. » pinpointing 
your We. 
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NRDGA Plans to 
Rally Opposition 


to Excise Taxes 


New York, Sept. 22—The Na- 
tional Retail Dry Goods Assn. will 
|push its opposition to the current 
jexcise tax program and to any 
program of excise taxation. 

Asserting that excise taxes and 
sales taxes are “one and the same 
thing,” and that both “are pyra- 
miding and inflationary,” E. C. 
Stephenson, v.p. of J. L. Hudson 
Co., Detroit, and chairman of 
|NRDGA’s taxation committee, said 
that the organization is preparing 
to launch a nationwide effort to 
educate consumers, business and 
government to what the group 
calls the detrimental effects of ex- 
icises on the national economy. 

_ “The NRDGA,” Mr. Stephenson 
\said, “reiterates its recommenda- 
ition that the administration con- 
‘tinue its unceasing efforts to 
| streamline government operations 

and increase its attempts to eli- 

minate all unnecessary expendi- 
| tures. Such action can play a 
/major role in the removal of exist- 
‘ing excise taxes, and in addition 
| pave the way for a reduction in 
| over-all tax requirements.” 


Norge Sets $30,000 Contest 


The Norge division of Borg- 
Warner Corp., Chicago, will hold 
a three-month distributor-sales- 
men contest starting this month 
lin connection with its $1,000,000 
/consumer promotion for automatic 
washers and dryers (AA, Aug. 17). 
A total of 200 cash awards com- 
ing to $30,000 will be made, based 
'on quotas assigned to each sales- 
/man according to his market po- 
tential. 


Compton Elects Directors 


| . James Fleming Jr., Allen F. 


'Fouton and Jack Rees have been 
elected to the board of directors of 
Compton Advertising, New York. 
| The three new directors are v.p.s 
‘of the agency. 


‘Lawton to Erwin, Wasey 


Joseph Lawton, formerly art di- 
rector for McCann-Erickson, Chi- 
cago, has been named art director 
‘for the Los Angeles office of Er- 
win, Wasey & Co. 


Herrick Heads Magna Ads 


Jack Herrick has been appointed 
| advertising manager of Magna En- 
gineering Corp., Menlo Park, Cal.; 
| succeeding Jerry Steimle. 


the country for 


Motorola, Inc. 


2 a 
S1GNvertising 


NEON PRODUCTS, inc. 


America’s lorgest and most experienced 
monufocturers of illuminated signs 


600 Neon Avenue, Lima, Ohio 
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1 Always or the spot 


...and he loves it! 


Wherever there's news about 
boating, you'll find Willard 
Crandall, Boating Editor #f 
of Sports Afield. Like allthe 


= ON THE SPOT last week at — 
% Freeport, L. I., for a demon- 
stration of the new Evinrude 
Aquasonic Fleetwin out- 
board motor, Crandall gives 
the new model the once-over. 
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See §=«CWriters and editors who ; 
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make Sports Afield the 
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magazine of authority in the , 
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Sportsman's field, Crandall , 
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| me gets his facts on the spot. 
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TESTING the vibration of the new Evinrude are, left to right, F. T. Geen, INSIDE STORY becomes clear as Crandall inspects the new model—which is to be \ 


Evinrude engineer, Jack Seville, Managing Editor of Sports Afieid, and introduced to the public at the Motor Boat Show in New York next January. 
Crandall. Reduced vibration is claimed by the manufacturer—and it is 
being substantiated pu: veel 


OUT IN THE COLD, 
Crandall dons heavy 
duds for test of a 
Martin outboard 
motor’s efficiency un- 
der cold-weather con- 
ditions in Northern 
Wisconsin. Wisconsin 

.. Florida . . . Long 
Island Sound — where- 
ever it may be, Cran- 
dall seeks out the news 
at its source. 


SPOR Se ETD 


The magazine of el in the sportsman’s field 
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Meditations About the Difficult Problems 
of Brand Loyalty 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

So universal is American technological 
competence in making things, that the 
consumer nowadays is hard put to find a 
better mouse trap, or a better brew of 
beer, or a better stick of gum. There are so 
many excellent brands 
in nearly all categories 
of merchandise that 
only rarely can a spe- 
cific brand honestly 
maintain that it is 
“better.” This is one 
important reason it is 
difficult to create and 
perpetuate sturdy loy- 
alty in behalf of any 
given brand. Even 
when a certain brand can advertise hon- 
estly a special and perhaps exclusive 
product virtue, the promised benefit is 
frequently not discernible to any of the 
user’s five senses. 

It takes no consumer survey to prove 
to any observant adman that real brand 
loyalty is a comparatively rare and pre- 
cious thing. I am not talking about con- 
sumer acceptance in favor of this or that 
brand of whatever it is—coffee, beer, but- 
ter, toilet soap—that Mrs. Housewife is 
out to buy. I am talking about the kind 
of loyalty that marches her out of Store 
A and down the street to Stores B and C. 


James D. Woolf 


= Many national advertisers are deeply 
concerned over this problem of brand 
loyalty. What are the considerations in- 
volved? I have no pat answers, but it ap- 
pears to me that some of the ingredients 
in any recipe for brand loyalty are these: 

1. Of obvious first importance: a com- 
pletely satisfactory product, one that is 
at least as good as competitive brands. 

2. A product that is competitively priced 
with brands of equal quality. 

3. The greatest possible maximum of 
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availability in retail stores. Example: 
Wrigley’s gum is on sale in all, or nearly 
all, outlets that carry chewing gum. 
Countless purchasers would switch to a 
competitive brand if Wrigley’s were not 
available at the moment of purchase. This 
consumer shopping behavior is not un- 
usual. Most women intending to buy, say, 
a bottle of Hunt’s tomato catsup would not 
hesitate a moment in switching to Heinz 
if Hunt’s were not on the shelf. How many 
motorists would insist on Shell, or any 
brand of gasoline, if it meant driving five 
or six blocks out of their way? Other 
things being equal, it is probable that any 
branded product with the widest distri- 
bution enjoys the greatest degree of brand 
loyalty. 

4. Never-let-up advertising that keeps 
the public constantly aware of the desir- 
ability of a given brand contributes, 1 
think, to loyalty. Example: Coca-Cola ad- 
vertising never lets the consumer forget. 
It is hard to drive a country mile without 
seeing at least one Coca-Cola reminder. 
Coca-Cola self-serve dispensers are in- 
stalled in almost every gas station, motel, 
dance hall, pool room, summer camp, 
gymnasium, cigar store—everywhere, in- 
cluding factories and office buildings, 
where people are likely to be around. This 
blanket distribution maintains brand loy- 
alty not only because it makes the product 
almost 100% available; as already sug- 
gested, it never lets the thirsty forget. I 
have always believed that advertisers 
should support their media promotion 
with the heaviest possible program of 
point of sale reminder-ship their budgets 
will perinit. 


s 5. Even more important than the first 
consideration, a completely satisfactory 
product, is the product that is a true spec- 
ialty. Example: Ovaltine. There is nothing 
else like Ovaltine, as far as I know, on the 
market; hence the consumer who wants 
exactly what Ovaltine promises must find 
and buy this brand, or go without. Anoth- 
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Not a powder! Not a grind! But millions of tiny 
“FLAVOR BUDS” of real coffee...ready to burst instantly 
into that famous Maxwell House flavor! 
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er example, I think, is Dentyne chewing 
gum. While Dentyne is of course not the 
leader, I would guess that it enjoys a high 
degree of loyalty among the chewers who 
prefer this particular type of gum. 

Still another example, although not a 
true specialty, is the Hershey chocolate 


Why Dial Soap protects your complexion 


even under 


make-up! 


Mild, fragrant DIAL Soap heqe complexions clearer Iy keeping hin cleaner 


No sooner have echoes of the once familiar cry, “Whyntcha getta horse?” 
all but faded from our memory than we come across a huge nag illustrating 
what? A gasoline ad. Not only gasoline, but Ethyl gasoline. Hasn’t been so 
many years ago that an agency even mentioning a horse in an automotive ad 
would have gotten its 90 days’ notice in the next morning’s mail. 

Oh, well. Autres temps, autres mores. 


At the other end of the scale—not looking back, but distinctly looking for- 
ward—is the Scripto ad. Neat. Clean. Modern. And with a crisp, positive, no 
foolin’ slogan—‘“Scripto guarantees the best...in writing.” It’s a pun, but a 
good one. Doesn't sacrifice what it wants to say for what it is hoped it will 
say. Only criticism we have of an otherwise excellent ad is the sans-serif type. 
Just a little too modern for our vision. We like type with serifs. It’s easier 
to make out. Sort of catches our pupils as we read along. 


Shades of the Man in the Hathaway Shirt again. This time it’s Jantzen with 
a college frosh wearing a beard. We used to think the purpose of such illustra- 
tions as Jantzen’s was to give the reader an idea of what he might look like 
if he bought and wore the manufacturer’s garment. Man in the Hathaway 
Shirt seems to have changed this old philosophy. 

Only trouble with the new philosophy is, every time you see a man with a 
beard or a girl with a cigar, you think more of the Man in the Hathaway Shirt 
than you do of the illustration that reminded you of it. 


Or is it morons? 
* 
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bar. There is no other bar quite like it, or 
so it seems to me; it has a taste and tex- 
ture that set it apart, if only a little, from 
competitive brands, with the result (if 
my guess is correct) that the Hershey bar 
is the possessor of enormous brand loy- 
alty. It is my guess, too, that Green Giant 
peas have a loyal following; because of 
their size, taste, tenderness, and texture 
they come pretty close to being a spe- 
cialty. A promised consumer benefit based 
on a genuine product difference of im- 
portance should have a major place in the 
thinking of every advertiser. 

6. Last but not least is this considera- 
tion: Not infrequently the promised bene- 
fit is not apparent to any of the user’s 
five senses. For example, how many of the 
host of loyal users of Dial soap actually 
know, on the strength of evidence sub- 
mitted to them b; their own olfactory or- 
gans, that it protects them from offending 
with unpleasant body odor? Doesn't it 
seem more likely they are loyal to this 
brand of soap because they hope—no, 
more than that, because they believe—it 
is delivering its promised benefit? This 
promise is not an incredible one; Dial, 
both in odor and color, is unique as 
against conventional soaps, which doesn’t 
prove anything, but does add credibility 
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to a claim that couldn’t be made success- 
fully for a plain white soap. 


® The point I seek to make is that the 
user of a product does not necessarily give 
his loyalty to a brand because his senses 
actually experience the promised benefit. 
The important thing is that, because of 
the credibility of the advertised promise, 
he believes the benefit is being delivered 
to him—even though he can’t feel it, or 
taste it, or smell it, or get out of bed with 
more bounce in the morning. 

Hence it is that I believe that credibili- 
ty has a vital bearing on this question of 
brand loyalty. Take the cola drinks, for 
example. Will the current Pepsi-Cola 
campaign (see typical page shown here) 
successfully woo numbers of women away 
from Coca-Cola—and, if so, will they stay 
wooed? The answer to that, I suggest, de- 
pends entirely on the credibility of the 
promised benefit. It is difficult, at least 
for me, to determine what the promise is, 
but the inference seems to be that the 
feminine reader will look better, fee] bet- 
ter, and men will like her better when she 
exercises good sense in diet, such good 
sense including Pepsi-Cola, which is the 
modern light refreshment that is reduced 


in calories and refreshes without filling. 
The question is this: Will the modern 
women, as pictured in the ad shown here, 
look no better and feel no better, and note 
that men like her no better, after her 15th 
bottle of Pepsi-Cola, and then disillu- 
sioned, return to her old favorite bever- 
age—cr will she, so great is her faith, be- 
lieve she is a better woman despite the 
evidence of her five senses? I don’t know; 
I’m just asking. 

Note the Maxwell House coffee ad shown 
here. Is the headline—‘AMAZING COF- 
FEE DISCOVERY”’—likely to be _ be- 
lieved? Your guess is as good as mine. But 
of this I am sure: If the benefit promised 
in the copy fails to be “amazing” to the 
consumer, there can be no gain in the 
priceless asset of brand loyalty. “FLAVOR 
BUDS” result in a coffee that either 
“tastes so different,” or tastes no differ- 
ent. If the promised benefit is not ap- 
parent, simple faith, as in the case of Dial 
soap, will not build brand loyalty. 

No matter what I write in this column, 
and I’ve been at it for more than six years, 
I can’t seem to get away from a discus- 
sion of credibility. But for this I make no 
apology—because I consider credibility to 
be the most important MUST in adver- 
tising. 


The Eye and Ear Department... 
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Saturday Night Race 


The race between CBS and NBC is on 
for Saturday night supremacy in televi- 
sion. Historically, one of the early NBC 
giant steps in nighttime television pro- 
sramming was taken when the 90-minute 
Max Liebman musical 
spectacle was made the 
pivotal point of Satur- 
day night with a chance 
for the little TV adver- 
tiser—little meaning a 
million dollars—to get 
aboard the big time 
with a one minute com- 
mercial. 

This NBC lead was 
strengthened by the 
heur “All Star Revue” as a warm-up and 
the “Hit Parade” as a follow. Even 7:30 
was fairly well programmed and CBS 
limped along frequently without spon- 
sored competition until the Jackie Glea- 
son hour came along last year. Now it’s 
anybody’s ball game. 

NBC starts out at 7:30 with “Ethel & 


Jackie Gleason 


Albert,” a tightly written man and wife 
situation comedy treating everyday in- 
cidents in married life with a realistic 
and adult cynicism. This show was a day- 
time radio strip for some years and over- 
lapped in TV as a spot on the Kate Smith 
daytime show. The program leaves the 
impression that the “slice of life” is a 
little drawn out, but far to be desired 
over its competition—an undistinguished, 
yipping quiz show. 

From 8 to 9 comes Jackie Gleason, who 
in the nine-city competitive Nielsen cities 
wrested the audience from the strong, but 
unreliable “All Star Revue’ last year, 
clearly dominant. 

But Gleason will find it tough going 
against the Pinza show, “I Bonino,” a 
Fred Coe-inspired situation comedy fea- 
turing the strong personality of the singer 
playing himself with a fictional family of 
eight children, no wife and plenty of tear 
jerking and comedy closely mingled. This 
one is well worth watching although at this 

(Continued on Page 70) 


Treasurers of 297 Large Companies Define 
What Is Advertising and What Is Not 


Whenever the subject of advertising budgets is broached, a corollary question: 
“What is advertising?” is sure to be raised. In an attempt to solve this question, AA 
asked J. K. Lasser, noted accountant, to determine what those items are which com- 
panies spending large sums for advertising actually consider as advertising expense, 
from a pure accounting standpoint. Presented here are the results of Mr. Lasser’s 
study, with two detailed lists: “What goes into advertising expense,” and “What does 
not go into advertising expense.” Widespread use of the criteria developed here 
should do much to standardize the definition of advertising from the standpoint 
of determining what expenditures are to be charged to it, and what are to be charged 
to something else. Discussion from readers will be welcome. 


By J. K. Lasser 


What does the word advertising mean? 

That has been bothering all of us who 
have been trying to study the statistical 
relation of advertising to sales and profits 
for many years. Without some common 
meeting ground upon which business can 
agree, we are constantly going astray in 
attempting to find the effect of advertis- 
ing disbursements on sales. 


ADVERTISING AGE asked me to make a 
study of the subject some months ago. I 
undertook to do it by writing to 1,000 of 
the largest companies listed in the Stand- 
ard Advertising Register. These are the 
important advertisers in America, in 
terms of disbursement, and it is reason- 
able to suppose that they not only have 
encountered more possible types of ex- 
penditures in this realm than would other 
companies, but also that they would have 
given more thought to which of these 
expenditures are properly chargeable to 
advertising, and which are more properly 
chargeable to other elements of business 
expense. 


s My letters were addressed to my own 
breed: the treasurer or comptroller of the 
company. They and I talk the same lan- 
guage. I enclosed a questionnaire asking 
them to do just one thing: to check the 
kind ef expense they included in their 
definition of advertising in their own 
company budgets and costing. 

So this questionnaire did not go to ad- 
vertising men. I sought out people in my 
own field of accounting, who understand 
the need for preciseness in definitions. I 
told them of the complexities that have 
arisen because the term “advertising” 
meant so many different things to so 
many people. I asked them to tell me— 
not what they thought it meant—but ex- 


actly how they and their company defined 
it in their accounting procedures. 

Among the thousand largest advertisers 
to whom the inquiry went, 297 treasurers 
and comptrollers filled out and returned 
the detailed, four-page questionnaire. 
They told me which items they include in 
advertising expense, and which they do 
not. 

I have compiled the results, and put 
them into two tables, which accompany 
this article. These tables show WHAT 
GOES INTO ADVERTISING EXPENSE 
and WHAT DOES NOT GO INTO AD- 
VERTISING EXPENSE. The tables also 
show, for each individual item, the per- 
centage of those replying who indicated 
that this particular item is considered an 
advertising expense by their company. 

I have arbitrarily divided these two 
tables on the basis of my 80% formula; 
that is, every item which 80% or more of 
the respondents consider to be advertising, 
I have included in the list of “What Goes 
Into Advertising Expense.” Every item 
which fewer than 80% of the respondents 
called advertising, has been included in 
the list of “What Does Not Go Into Ad- 
vertising Expense.” 

This division is, of course, an arbitrary 
one. The dividing line might have been 
placed somewhere else. But it is based on 
my experience that an 80% figure is an 
“acceptable” figure. And I’m going to 
need this kind of figure to prove to treas- 
urers, comptrollers and CPAs that this is 
the most used terminology. 

So, out of this tabulation I have drawn 
the definition of advertising. Or, more ac- 
curately, 297 of America’s largest cem- 
panies have drawn the definition by tell- 
ing me their current accounting practice. 


How I Would Detine Adv 


I've gone on this theory: If 80% of 


business accounting recognizes something 
as being advertising—then all of us ought 
to adopt it as an advertising expense. 

There is the job ahead of my folk in 
accounting work. We've got to get the 
accounting associations plus business to 
adopt standard definitions. 

This is not an unusual process in ac- 
counting work. We have long had termi- 
nology problems. But this is one area that 
has been ducked by the professionals. So 
we now have the problem of convincing 
them that use by 80% of business makes 
for a clear-cut definition. 

The rest of the expenses sometimes 
charged to advertising are just not ad- 
vertising costs. They are something else. 

This is a tough problem, this changing 
of American customs with accounting. 
That’s because the advertising cost has 
sometimes included a variety of packing 
costs, contributions, sales and other pro- 
motion costs. 


® This survey says that 80% of respond- 
ents put into advertising only expenses 
of this general description: 


e@ Paid space or time in any medium 


e Costs to prepare the paid space or 
time 


e Advertising department salaries, 
traveling and memberships—but not 
(and some of this may be strange) the 
contact work with customers done 
by the advertising department, the 
testing bureaus it runs, the company’s 
overhead allocated to it for all oper- 
ating expenses 


e Direct mail costs in all solicitations 
for business 


e Dealer, retailer or consumer aids 


This, I plead, should be our current 
definition of what goes into advertising. 
This is what custom dictates shall be used. 

If we will all adopt this definition, then 
life will be a great deal simpler for ac- 
countants, budget makers, management 
and advertising people, in our day-to-day 
discussions about advertising. 
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This is the letter which was sent to 
treasurers or comptrollers of the thousand 
largest advertisers. 
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A reproduction of the first page of the 
four-page questionnaire which accom- 


panied the letter. 


ete eet 


lb ge se nsewins 


* a ny * - ry ath L2 * = ? oe pale te otr taee bh sage ee Ot as ee Se Mart 24 2) et Bote > “ty ae Ry - ip < ae. “F >” 2 > he ee ON S70 tae “ 
Said SAP ahs UR aaaE © Dee ieee eS tee Fh ies eet eh Re reas eee eee Site eau att Salo Groat) mean tt ae hs 2} Wea shad an I oe MER fy at ee Re Pn Fisk eee) Rtg Aer at e Slee hl SINE a? ore. z : 
ee gd ieee cn ee le ene meee eee ae ae ee ae SEE Ae BE MES Fey ET ees Saree St, LOY Meee pate DANAE ESE Ss) path A eS Bs? eran wits | cee Ste natn oe Reels «2S a goog ngs sos oes pa 4a Sag os Ra en te tae CPR a dh pan ey ha vot EST MP oe ey AR ae eh ha pe 
es Bee f PR I HTS Daan Sebi See ger ete oa ee ee De cg tgh thas ae Ok Cenc A. Shei tang ee eee ee Pictu F ee Sage ait Seat SUE ana at eee ys Cer de we ecpek ey eee ae Sg ehh ictal ree Maa = gerade; pe eee 
! z ei aa Cat Seer B » aan Pe be <c, Reta. 4 es : 7 ; Peet; % = Bess “x ‘ A | eee ee oo are. Vee ets oP RPeR NE 0, Fe SM, BE el ye ee, es 
Die ei ton ee he ae SEES ; : Dea, Ot ate ioe rape AIRS 9 ee ee i ie Reed boa ee ‘ Re ae 3 eS RANA Esa ate ried ee ema Oe CC: Secacealns a. 
Nt oe Reese fi eet ie gcse a) titrate? <p ete SS ke Gee tes ee eT Ree ey oa : ee Dae Rg : Nee pene ‘ 3 7 oy Rina ce sre at area 7 va, age nis 2 Siete 7) Ne ERO Semen to Acta Bia) Sea Rp ee a eS 
pea a 5 chess : : ; hans Tae. : ; > = ; —— ; : ' ~— 
ee i d P 2 
Esp, . . . ae . nA i , ese) 
ares SS Ea a nn p 
nt 0 
aati ; 
i } 
! ee | 
. } ' 
' 
ee SD i 3 
ey 
id | 
: 
i 
i 
man / 
* 
Ths 4 
eee ; 
TS he } 
: Br ; 
PS 2 
Lv } 
ie 
i: ain 
ae 
te ad 
er 
rae 
ree P 
eae J 
GR ae 
SSR 
pric 
: 
+. a 
ary ] : 
mae : ¢ 
Paty 
¢ 
. a | 
ea. y 
stad 
sie 
erat 
a, 
aes 
ee Z 
bescul al 4 
maar A 
Boe ' 
eon ' 
eee ' 
aed ' 
: ' 
’ 
et ' 
erally ' 
Be ' 
Bese tah ; 
gn Se ‘ 5 K Lasser & MPAMNY : 
sade -— 104; Arvwdimay None York 18 0 A mgacoe 3 45 4 ° 
Eade . a3 < ' 
owes Stee Es ' 
ie gal - eT : 
Agee is Paste ' 
se a se <e8ee aeweeeeeemeee eee : 
e acns <0 conned 
Prat 
es . 
enh. ' 
is a es y 
pee we 
Pasay: ‘ 
Bese 
Boi vali 
Soe . 
Se ea haa 
eae 
ef > 
Ki 
oe ee 
Sy hee 
Laem 
Wega 
= ps enclosed post-paid envelope 
. . 
< ‘ 
: ' 
fee ' 
pa. 2 f ‘ 
isl ve «o - i 
a q 5 
Pe ey ' 
; ' 
Be ' 
ae . : 
' 
aya . ' 
amet K Lasser & Company ‘ 
a ' 
i S46 PUEATE CMECE 1OU INCLUDE IW AOVENTISiNG EFPDOE 
Se ‘ 
8 2. PAID SPACE OB TIME For , 
: ‘ 
rae Newepapers ; 
ae yagarions 
“ i : on lowee papers 
iF ake! are papere : 
A ae Peliqiows papers 
mre car carte ' 
hi uatere ’ 
se taka Theater progress ‘ 
Bee oe utdoor edvertioing space : 
? 3 Directories of catalogs containing adver! iaivg 4 
: fedioe time and taleot ‘ 
s * ?, Television thee aed talent ‘ 
: Proadeast ing Lv buses end cowveyacces 
e besy Gnd reliroed cer or tation #.ene ’ 
; ther car cards ; 
Co Op stvertioing 
Other (Liet) ‘ 
» ‘ 
: ‘ 
: ' 
' 
‘ 
' 
; “” ° 
‘ 
‘ 
ar ' 
ein ' ' 
a » - ‘ 
' 
’ 
' 
' 
a ‘ 
a ' 
tise ‘ 
= eecrtising 
ertisi 
3 ‘ 
pet sl: 
—< eee 
ee ; 
3 ies 
a AS iam ae we PE eg m aes aOR: ene POL : e : es SS Bere a Pea i: base Te : heen cae es ee ec Fi 5 aie daa > ast Wee “ > Sates 
pte at Fh ee dome é ie hae we se F Oe SE PE hae» eS P eg a ee ee . are ae EPA ad Ag: ae NBs, siete echt ea eae te a Pad in SP BS ie tae] seats 7 St Saad Tek ky Sa Salhi mf a Pie AP ae ~% por $ 
See = Ges eid Ser et oe Vlas ae” oy nae Pat ES ES AN, Meee, 7 eee i SO bie Pit OTN a Bont Ye, Grn Ones be wih # Rei TO FR Wade MRP eae ae Pah St fee gt nT en Acacias ae ee Bie EAL Ye gah St ae aot Sar 96, oh a ee: 
7 a, ; ‘ , 7 ne hay He ate MS rey ic Py Re re, eh ee oe 
ESET: ge WE ee I gs Cee oe ye ae’ 3% Se ete oP ASS : os eet ee Spr ot So ae . CP ge: tn te} bat oe ie be ph eee ee ‘ . J a7) SD A j 7 3 pets : Rie eee 


| Bese hits eos 


Advertising Age, September 28, 1953 


an | What Goes Into Advertising Expense What Does NOT Go 


= 


Per Cent of Replies Which ss 
ae | Include These Expenses Into Advertising Expense 
a in Advertising 
; Paid Space or Time : Per Cent of Replies Which 
. ; H Include These Expenses 
Newspapers 99% | in Advertising 
10 Magazines 99 pat 
. Business papers 99 Advertising Department Costs 
1 
r, Farm papers 94 Entertaining customers or prospects by department 74% 
; Religious papers 89 Testing bureaus used by department 75 
1B Car cards 89 Supplies, rent, light, heat, depreciation of equipment. 
a Posters 95 telephone and other department expenses 76 
- Theater programs 88 Allocation of overhead or administration expenses 
if Outdoor advertising space 94 made to this department 68 
~ Directories or catalogs cortaining advertising 97 
is Radio—time and talent 95 Cc 
is i Television—time and talent 95 Packaging Costs 
Inserts 60 
| Broadcasting in buses and conveyances 85 Labels 44 
Subway and railroad car or station signs 87 Cartons 58 
Other car cards 88 Instructions sheets 49 
Co-op advertising 92 Artwork, typography. engraving, mats, electros, 
. photographs to prepare above 61 
Cost to Prepare Space and Time Salaries of executives and employes or outsiders 
Commissions and fees to advertising agencies 99 to prepare above 50 
Fees to special writers or advertisers 98 
: Model fees, fees for testimonials, etc. 97 Contributions or Payments 
" Artwork, typography. engraving, mats, electros, 
photographs to prepare the above 99 Picnic and bazaar programs 53 
Transportation 96 Charitable, religious and fraternal donations 46 
Cost of sending advertising to media 97 Guarantees 31 
Advertising Department Costs Fees Paid to Others 
Salaries of executives and employes 64 Public relations counsel §2 
Traveling expenses of these employes 84 Testing bureaus 55 
Membership in trade associations for department 81 Research and market investigations 66 
Direct Mail Promotion Costs iin Cian 
Printing. postage and other direct costs of the mailing 92 
Fees to prepare the mailings 91 Traveling expenses of salesmen and others in selling ll 
Cost of building and maintaining the list 88 Entertaining customers or prospects 17 
Fees to prepare mailing pieces 90 Sales convention expenses 45 
House magazines or other material going to 
s s sales department 45 
Dealer, Retailer or Consumer Aids, Motion or talking pictures or slides used in selling 71 
or Display Costs Price lists and catalogs or other materials used in selling 68 
House organs, bulletins, etc., mailed principally to Showrooms or demonstrations of any type used in selling 52 
dealers or customers 86% Samples used in selling 43 
o Point of purchase aids 94 Testing bureaus used in selling 20 
d Window displays 93 Display signs on your own property 65 
Counter displays 94 Advertising allowances to trade for cooperative effort 67 
Instruction sheets or booklets 87 Supplies, rent, light, heat, depreciation of equipment. 
Store signs 93 telephone and other overhead expenses of sales 
Novelties 90 department 10 
Samples or premiums to be given away 84 Membership by salespeople in trade associations 67 
Other in-store promotion 90 
Reprints of advertisements used for display 95 Other Office Costs 
Fees to prepare these displays 94 
Blotter advertising 86 Salaries of executives and employes 19 
Mat services 94 Traveling expenses of these 18 
Cost of sending this material to display sources 92 Membership in trade associations 12 
Artwork, typography. engraving, mats, electros, Entertaining customers or prospects by general office 
photographs used to prepare the above 94 people 3 
House organs going generally to company employes 15 
NOTE: This chart is based on replies of treasurers and comptrollers Supplies, rent, light, heat, depreciation of equipment. tele- 
of 297 of America’s largest corporate users of advertising to a ques- in doth or { the d 3 
tionnaire by J. K. Lasser asking which expenditures are included as phone and other overhead expenses of the department 
advertising—for accounting purposes—and which are not. Annual reports 13 
Copyright, 1953, by Advertising Publications Inc. Recreational activities as baseball teams, etc. 6 : 
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The Eye and Ear Department... .continued 


time it is unlikely to dominate Gleason. 
Philip Morris, by the way, continues to 
imply that you should buy its cigaret as 
the price of admission to the show. The 
rest of the sell, done by a _ black-tied 
pitchman, is anemic. 

And, speaking of anemic, the watered- 
down version of the old “Amateur Hour” 
vapidly follows Pinza on NBC. Gone is 
the authority of the old major, the won- 
derful bell that gave the meat hook to the 
bums, all sacrificed to the pitcher of 
powdered-milk-and-water personality of 
Ted Mack. No threat to Gleason here. 


s Up to now the boys have been sparring. 
Off come the gloves. The face lifted hour 
and a half “Your Show of Shows” is back 
on NBC and somewhat improved in de- 
tails. There was better continuity in the 
form of J. C. Swayze, introducing all the 
acts. This is not to be construed as a fa- 
vorable comment on his Ed Sullivan-like 
personality, but rather a format comment. 
New and pretty good acts replaced the 
old regulars who often seemed to be do- 
ing the same dance, singing the same 
songs or using the same Shubert costumes 
for the same arias. A long satire on movies 
shoved the middle three one-minute com- 
mercials closer together, but improved 
the programming. But the usual so-so 
pantomimes, Coca’s singing spot and Cae- 
sar’s German doctor were disappointing. 
All in all maybe about a fifth of the 
show is better than the shows that lost 


15% of their audience last year without 
sponsored competition. 

Opposite this mighty effort, CBS has 
thrown Herb Shriner walking through a 
somnambulistic imitation of Groucho 
Marx for Old Gold and a remarkably 
fresh and promising situation comedy 
starring Joan Caulfield and Barry Nelson, 
ealled “My Favorite Husband.” If this one 
followed Gleason instead of Shriner, Lieb- 
man would have to be wary of coming 
in second best for a half hour at least. 

CBS fills the 10 to 10:30 period with 
“Medallion Theater” for Chrysler. This is 
a competently produced drama that will 
be no better than the inherited audience 
it receives or the weakness of the last 
hour of the “Show of Shows.” 


@ The last half hour of network time is 
occupied by the “Hit Parade,” freshened 
by the addition of Giselle Mackenzie, but 
needing the subtraction of Snooky Lanson, 
on NBC, and “Mirror Theater” on CBS. A 
draw if there ever was one. 

Incidentally, Ed Thorgersen was selling 
Chryslers at 10 and Lucky Strikes at 
10:30. How the late George Washington 
Hill must have roared out in the grave at 
the thought of his salesman not being 
exclusive. The film commercials on the 
live shows all appeared to be underlight- 
ed or the prints too dark, and something 
ought to be done to achieve better inte- 
gration of sales messages in all these Sat- 
urday night shows. 


Mail Order and Direct Mail Clinic. .. 


Advertisers Show More Interest 
in Developing Sales By Mail 


By Whitt Northmore Schultz 
(Mr. Schultz conducts a mail order 
company in Highland Park, III.) 

How are national advertisers handling 
mail inquiries in these “sell again” days? 

Curious to learn an answer to this pro- 
vocative question. I carefully studied the 
Aug. 15 issue of The Saturday Evening 
Post for over an hour. I found a grand to- 
tal of 80 advertisements—from tiny 8- 
liners up to the colorful center spread. 

Now, of the 80 ads appearing in this 
108-page book (plus front and back cov- 
ers), 18 ads were straight mail order in- 
quiry ads—the “write for free literature” 
kind. 

Hence, better than 20% of the total 
were beamed for “mail order inquiry” 
results. 

This fact indicates to me, at least, a sig- 
nificant trend: More and more advertisers 
are reaching out, by mail, to generate more 
sales. Judging by this test, therefore, and 
considering other facts I’ve learned lately, 
sales by mail will play an increasingly im- 
portant role in all types of merchandising 
in the months and years ahead, I predict. 


® To test how simple, unspecific, post card 
mail inquiries are handled by typical na- 
tional advertisers, I sent a short, 2¢ post 
card to each of these 18 advertisers who 
offered free literature. I used a dummy 
address; I wanted to check on follow-ups, 
addressing, and the like. 

These advertisers, by the way, ranged 
from two automotive giants to insurance 
companies, material handling firms, oil 
firms ana tape manufacturers. 

Here are the results of this mail inquiry 
test—after over three weeks have passed: 

Fifteen out of the 18 advertisers I wrote 
to have responded. (The other three have 
not responded to date—Sept. 8.) 

Six of the 18 answered so promptly that 


I received their replies in less than a week 
after I mailed my inquiries. The other 
nine who replied took ten days, or slightly 
more, to answer. 

Nine advertisers out of the 15 replied 
by first class mail. The rest responded by 
second, third and fourth class. 

One alert advertiser sent a first class 
post card acknowledging my inquiry and 
stating a representative would call. And 
he did call ...after spending over an hour 
tracking me down. (How he did find me 
I'll never know. But it’s persistence like 
this that pays off in today’s competitive 
market. All mail leads should be promptly 
and regularly followed up.) 


s The replies I received ranged from the 
printed, routine, “thank you for your in- 
quiry” type of letters to elaborate cata- 
logs, booklets, form letters, flyers and 
merchandise samples. One set of samples, 
incidentally, had no “sell” literature en- 
closed, thus missing a solid sales opportu- 
nity. 

Now what does this admittedly incom- 
plete test show? 

To me, at least, it illustrates: (1) An 
increasing number of advertisers are con- 
sidering mail order selling as a new way 
to merchandise; (2) Certain national ad- 
vertisers are eager to build good mailing 
lists (of the 15 replies I received, my test 
name was neatly and accurately typed on 
each one); (3) Judging from the prompt 
replies to my inquiries, top management is 
paying far more attention to its routine in- 
coming mail; (4) Most advertisers, judg- 
ing from this and other tests, need to get 
more warmth into their replies, making 
their letters friendlier and more personal; 
and (5) Most national advertisers need 
to give far more attention to the type of 
material they send out by mail. 

Most of the literature received at my 


ome and at my headquarters lacks mail 
rder selling principles: bright, clear, 
ction photos; friendly, easy-to-read let- 


ers; order forms; business reply enve- 
opes; “order-now-by-mail” sales stimu- 


itors. 
In short, this simple test shows there’s 


ed 
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a greater interest nowadays in developing 
sales, and sales leads, by mail than there 
was last year, or a few years ago, but it 
also illustrates that sales and advertising 
departments in most firms need a great 
deal more training in the art of selling by 
mail at a profit. 


Looking at the Retail Ads 


ABI eB 


Dad's at ease in any of these chars 


Barcalounger “181 © 


GiveQad an antique finished metal tang 


12°, 145, 19° 


By Clyde Bedell 


(Mr. Bedell is a consultant in 
creative advertising and advertis- 
ing training.) 


The beginning of an ad, I think, 
should involve the digging out of an 
agreeably interrupting specific benefit 
or service from the right reader’s view- 
point (assuming he is preoccupied and 
indifferent to you). 

A logical next step is to plan to tell 
the story of that benefit or service as 
forthrightly and fast and persuasively 
as possible. 

Who does that when a store wants to 
sell a chair at $161 to $335? Despite the 
fact that a good many stores offer chairs 
in ads, and many people have to have a 
chair that fits a specific space, there is 
no clue whatever in this ad, to whether 
this is a compact and small lounge chair, 
or a big and burly one. 


s “Prices, dependent on style, are 161.- 
00 to 335.00. Chair shown is priced at 
just 181.00” (Dollars I think, but there 
are no signs. There’s room for “00” in 
each price however.) I don’t get the sig- 
nificance of that word “just” for I don’t 
know whether the chair is upholstered 
in kidskin, velvet, fabrikoid, patent 
leather, or matelasse—whatever that is. 
It’s a secret. I have no idea of its color 
or colors either, but then maybe in Cali- 
fornia people take any color they are 
fortunate to get from this very great 
store. You can get the chair though, it 
says, “in a style and fabric for every 
type home.” That’s a little ambiguous, 


but I think they have many styles and 
fabrics. 

If many “styles,” why not a few 
small outline drawings? Don’t they want 
people to know the full story? 

The Barwa napper rests in two posi- 
tions, but they don’t say so. The weight, 
or lack of it, of this chair is important, 
but not mentioned. It’s good indoors or 
out, but I guess people can figure that 
out. 

Is the “Aluminum chaise” pad revers- 
ible? Is the whole thing pretty light? 

What is an “antique finished metal 
lamp”? I have seen antique finished 
brass, bronze, copper, iron. Don’t peo- 
ple care? Copy doesn’t tell. 

A wrought iron ashtray as shown, 
might be 14 inches high or 18, or some- 
thing else. Is it really a “bar accessory”? 
Does it hold magazines or “small maga- 
zines’? 


= Would it hurt the store to tell 
whether the “full jigger’ is an ounce, 
an ounce and a half, or what? Is the de- 
vice chrome, silver plate, or what? Et 
cetera, et cetera. 

The best retail advertising renders at 
least a three-fold service. It serves the 
public by being as informative as it can 
be. It serves the store because it sells as 
completely as it can. It serves the ad 
creator because its creation adds to his 
professional stature. 

Omissions, big and little, from ads, 
are not a matter of specific design 
usually. It usually is due to an unaca- 
demic approach. lack of staff training, 
and lack of standards to which all ads 
must be prepared. 
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The big boys read Nation’s Business ...no less than 69°, of the top executives 
of the 15 largest railroads read NB... more than half the big brass of manufacturers 
with $1 billion or more of assets read NB ...31°% of the bosses of 89 out of the 100 of 
America’s biggest retailers read NB, too. And we’ve got at least 634 other high class sub- 
scriber checks like these, sweet music for any business advertiser. Nation’s Business, 
Washington 6, D. C. 
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Canada’s Largest 


Reading Audience 


ROTO... The popu- 
larity of pictures makes 
the Stor Weekly Roto- 
gravure Section a quick, 
“easy to understand" 
way of selling your 
goods to the whole 
family. 


MAGAZINE ‘‘1"’ : 
Timely articles and lead- 
ing fiction stories provide 
plenty of reading matter 
in the home. Over two 
million people read this 
section every week. Two 
and four colors are avail- 
able in several sizes. 


MAGAZINE ‘‘2"”... 
Carries more recipes 
and cookery news than 
any other Canadian 
publication. Includes 
fashions, beauty hints, 
building information 
and household hints. 
Can use newspoper 
screen mats or plates. 


COMICS .. . The Star 
Weekly Comic Section 
carries top-feature com- 
ics from 8 syndicates 
including the three 
largest ones. Provides 
high adult readership 
(1,330,060 men and 
1,130,000 women) and 
low cost color units of 
high Starch rating. 


When The Star Weekly carries your advertising in Canada, 
you can be sure it covers the largest number of Canadian 
readers at the lowest cost. 

Take “coverage”: The Star Weekly offers you the largest read- 
ing audience of any publication in Canada. It is read by 35.2°, 
of ALL the English-speaking adults in Canada. Your adver- 
tising in The Star Weekly reaches more men readers, more 
women readers (including housewives) ... nearly three million 
adult readers all told . . . more readers by several hundred 
thousand than any other Canadian publication can offer.* 
Take costs: The Star Weekly carries the advertising of nearly 
all the biggest advertisers—yet offers the same unequalled cover- 
age to the advertiser who has to do a big job with a modest 
budget. In addition to a choice of colors, sizes and special units, 
The Star Weekly offers a wide choice of advertising rates, 
depending on your selection of the Rotogravure section, two 
big Magazine sections, or the Comic section. Each of these 
sections enjoys approximately comparable readership—with 
no section delivering less than two million readers. 

Balance and quality of coverage are vital to your Canadian 
advertising plan, too. The Star Weekly gives you urban cover- 
age plus coverage of the vast rural and small town markets. 
Wherever there are 60 or more English-speaking families, The 
Star Weckly is delivered to the home. And as to quality, The 
Star Weekly offers you more readers in owned homes—more 
readers in wired homes—more readers in car-owning homes 
than any other publication in Canada. 

If you want to sell more to Canadians, advertise in the publica- 
tion that is read most—that backs up all your salesmen in all 
parts of Canada ... The Star Weekly. 


*Write for interesting “Audience Study of Canadian Week-end Newspapers and Magazines’. 


@ Published at 80 King St. West, Toronto, Canada 
Montreal Advertising Offices: University Tower 
U.S. Representatives: Ward-Griffith Co. Inc 
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Advertising Age, September 28, 1953 


Dominion‘s Immigration Is Selective... 


Canada Leads Rest of the World 
in Rate of Industrial Expansion 


‘Magnificently Endowed’ 
Nation Now Is Getting 
the Needed Population 


By John Crichton 


OrtTawa, Sept. 23—Canada, geo- 
graphically the third largest coun- 
try in the world, is expanding in- 
dustrially at a rate unmatched by 
any other country, and as con- 


sumer industries begin to catch up | 


with the gigantic growth of basic 
industry, many an observer has felt 
that the dominion is demonstrating 
the truth of Sir Wilfrid Laurier’s 
prophecy: “The twentieth century 
belongs to Canada...” 

Canada’s population is expand- 
ing, fed by immigration. Canada’s 
consumer income is rising. Cana- 
da’s reservoir of skilled workmen 
is being rapidly increased. 


s Government experts, noting that 
Canada’s current rate of popula- 
tion increase is around 400,000 a 
year, figure that by 1961 the coun- 
try will have about 18,000,000 peo- 
ple. Some industries are more op- 
timistic, and are basing their plans 
on a market of 20,000,000 people, 
and they expect it long before 1961. 

In this growing market, all the 
conventional indices reflect the 
boom going on north of the bor- 
der: in May, weekly earnings in 
non-agricultural industry hit an 
alltime high of $57.51 (1939 aver- 
age: $23.44; 1947 average: $36.19); 
there was an evident drift of wom- 
en out of industry, and employ- 
ment in manufacturing was at a 
record high, 8.7% over comparable 
dates in 1952. 

In some industries, wages are 
considerably over the average— 


‘among them mining ($68.02), pa- | Catholicism (43.3% of total pop- 
|per products ($68.81), and iron & | ulation) and partially due to the 
steel ($65.65). The average is con-|relatively more stable character 
siderably lowered by textiles and | of Canadian family life. 

‘clothing. Textile wages average | 

$48.70, clothing $40.84. The textile ‘@ In addition, Canada has pursued 
industry, as we shall see later, still ‘a policy of encouraging immigra- 


represents a sizable problem to | tion. In 1952, 164,498 immigrants 


EMPLOYMENT IN CANADA 
COMPOSITE OF NINE NON-AGRICULTURAL INDUSTRIES 
1939 = 100 


220  ememene ‘ied 


Canada. 


s It has been said of Canada that 
all she needed was people—that 
|\the country was so magnificently 
endowed with resources that only 
a heavier population (at 3.64 peo- 
ple per square mile, it is one of the 
most thinly-populated major na- 
tions) was needed to let her be- 
come the country for which all 
the necessary resources had been 
provided. 

Accordingly, Canadians are en- 
couraged to see—as the total pop- 


3,561,000 households in Canada, up 
4.4% from the 1951 census. The 
average number of persons in the 
household was 4.0. There are more 
people per household in New- 
foundland (5.1) and in Quebec 


ulation moves toward the 15,000,- | 
000 mark—that there were in 1952) 


entered the Dominion, and from 
1946 through 1952 a total of 789,- 
278 immigrants was received by 
the country. A new immigration 
act was passed in 1952, strength- 
ening security regulations, 
tinuing the Assisted Passage Act 
which permitted immigrants with 
skills needed in Canada to have 


part or all of their passage ad-| 


vanced by the Canadian govern- 
ment on a repayment basis, and 
raising the limit of these loans in 


effect at any one time from $9,000,- 


000 to $12,000,000. 

Thus, while Canada has suc- 
ceeded in importing a consumer 
market equal in size to the city of 
Toronto, it has also been selective. 
|In reporting how this selection 


| worked, Col. Laval Fortier, deputy | 


| minister of citizenship and immi- 
gration, told the Canadian Manu- 


con-| 


(4.5) and although British Colum-|facturers Assn. this spring that 
bia showed the highest rate of | 27.5% 


/O 
family increase (6.1%) it had the) were general laborers, as com- 


smallest average size household | pared with 26.6% of the total Can- | 
_adian labor force; that 25% were|iS for about 10,000, and in Canada 


(3.4). 
|in manufacturing and mechanical 
s Further, it is a young popula-| occupations, compared with 17.2% 
tion—more than a third of it|of the total labor force; and that 
(37.9%) is under 20 years of age.|7% were professionals, as com- 
In the postwar period, births have | pared with 7.4% of the total labor 
averaged about 27 per 1,000 of | force. 
population—as contrasted with | 
21.5 in 1940—and compared with a 
U. S. rate of 24.5 in 1951. There is | 
one divorce in 75 family units in| 
Canada, a circumstance partially 
due to the numerical strength of 


® Further, Canada’s newcomers 
have been able to adapt them- 
selves successfully to their new 
environment. Col. Fortier went on 
to say that 52% of the postwar 
immigrants lived in single dwell- 


of the postwar immigrants | 


EMPLOYMENT UP—Here’s the score on industrial employment in Canada. Note that 

1953 is substantially above 1952. Note also that Canadian employment tends to dip 

in the early spring—a reflection of the severe winters, but that this trend has been 
leveling off since 1950, 


| Another measure of consumer 
|as a whole the construction indus-| confidence is the growing volume 
‘try would like five times as many |of instalment sales, which hit a 
apprentices as it is now training. | record peak early this year. 
Manufacturing companies are) 

equally concerned, but a fairly re-| m At the end of the first quarter 
cent study by the Department of | of 1953, Canadian consumers were 
Labour showed that of 709 plants’ spending at an unprecedented rate. 
surveyed only 88 had organized | Instalment sales were 38.1% above 
training programs, and an approxi- the comparable quarter of 1952 
|mate ratio of one apprentice to 35| charge sales were up 6.2%, and 


| highly skilled industrial workers is each sales were up 4.8%. Total 


| © ; . 7. 
a ng ey retail sales moved upward 8.1%. 
uring the war, of course, Cana-| Canadian retailers showed custom~ 


pen 4 ; |da was completely cut off from : 
ings, 40% owned their y ers accounts receivable at a reco 
RETAIL CHAIN STORES and « third of these homes had na | overseas sources of skilled labor | $639,600,000, up from $499,000, 000 
TOTAL SALES-BY PROVINCES ae mortgage. In the newcomers’ |SUPPIY, and managed to institute | at the same time in 1952—and most 
DOLLARS 1930-194!-195! DOLLARS homes, 42% of the hous a | emergency training programs by i as as ins 
DOLL) TY S, Jo O e households had - “ste _ of the increase was due to instal- 
: “mechanical refrigeration (47% of pg — rorya gh gage ment buying, because this category 
ae Méiis Canadian households in the aggre- pl pt Minow pon “A ° tr i lof receivables rose from $96,500,000 
pe gate have refrigeration), radios Silied nations. im 1952 to $221,700,000. 
|/were in 84% of the immigrant ta of the Allied nations. These changes may reflect a lag 
700 700 households i rs ‘ ' Hs . 3 5 ‘ ili . 
92%), and er ee het © Nevertheless, for these and other pot poreanpiny mines ayy sey wand 
see. —leso | grant households had automobiles ges = logical to think that! good ‘year for Canadians Per- 
| compared with the national tieure the Canadian consumer is riding |“ © dis Y ain 2 rear ra 
lof 42% é « igure high and will ride still higher in | Sonal aisposa le income (i.e., per- 
bie . 2 arnes [oe ce —Ieee | | 52%: ene te come. sonal income less personal direct 
Still to be reckoned with is the The signs of this confidence are 'taxes) rose 7% over 1951, or some 
| pr . : Per y : rhage : soni i. 
550/- —i550 | States on Canadi of the _ United visible, even in the naked and kage Meine Boe pe 
| youne Canadiar ee ae pallid world of statistics. Con- | ‘UPes Tose by $1, ‘9 ed 0, wit 
a see | lee lans. About 31,000! sumer spending is up 75% from personal saving relatively un- 
adians a year emigrate. prewar, even in terms of constant changed at $1,419,000.000 compared 
dollars of the 1935-39 level. Auto-| With $1,386,000,000 in 1951. 
seel~ 1450 s The growth of the consumer mobile and truck registrations have 
market in Canada is directly re-| zoomed—3,155,997 were registered | ® About all these figures indicate 
“ea 2 La see lated to Canada’s tremendous in-|in 1952, a million more than in| is that the Canadian, despite his 
dustrial expansion, because the | 1948. In a sense, this epitomizes the conservative character, makes 
ve Isso opportunities for Canadians have | accelerated pace of the country: |money and spends it with much 
vastly increased. And Canadian | Canada had her first million motor| the same joyous abandon as his 
6a pis observers feel that industria] ex-| vehicles registered in 1927, her) carefree counterpart in the U. S. 
. pansion will have a lot to do with|second million in 1948, and her | Like his Yankee counterpart, he is 
y keeping ambitious young Canadi-| third in 1952. ‘contending with rising prices—but 
ees —280 jans in Canada, since new fields 
Y have opened up to them at home. 
seek q 200 During the past year, Canadian | 
| Z industry has become increasingly Percentage Distribution of Population 
Z 
em 195! ‘ alse aware of two trends: a shortage of | 
I94ie / skilled workers (despite immigra- | a a vw at _— “— ne 
rh eres 1930 __ jg, | ton and rising wages) and a rise | prince Edward Island 1.01 85 83 TA 
in unionization. Despite recruiting | Nova Scotia ................. 5.96 494 5.02 4.59 
efforts abroad, the shortage of | New 8runswick ..... 4.4) 3.94 3.97 3.68 
5 0}— —50 skilled manpower is growing; | INE di on ssarnchtchanstuteis 26.86 27.70 28.96 28.86 
hence a tremendous interest in | Ces 33.39 33.07 32.92 32.83 
Z GEZ ° training and apprenticeship pro- Manitobo 6.94 6.75 6.34 5.62 
Prince ON, NEW, CBRL CT ee See vue grams among industry executives. Saskatchewan 8.62 8.88 7.72 5.96 
OWARD Nw ~ pot soxiany SI diel daininiecnotarsdisannmatiiicietiiats amen 7.05 6.92 6.74 
These programs have had to strug- | ee : 
: : : I, SPIED: .sachssesbesassnsdsacpinsesenesnionnid 5.97 6.69 7.11 8.29 
gle with a depression, a war and a Yuk 0. 04 0 
lboom and traditional trade union WKON veces seeecnusscesunecssnnussnnnnascoosscenened 05 ‘ 04 06 
- praagl additional trad North West Territories ................. ; 09 09 10 10 
BOOMING SALES—This graph illustrates the rise of chain store sales in Canada, thinking—which loves a tight la- 


and covers food, women’s apparel and accessories, shoes, lumber and building and 
drug stores. Notice how Quebec and Ontario bulk up in this graph. Of the 7,823 
chain store units operating in Canada in 1951, 3,359 or 42.9% were in Ontario, 
and they accounted for 46.3% of total chain store sales. Companies operating more 
than 100 units have not changed in number since 1941 (there are 13 of them) but 
they accounted for 46.4%, of the volume against 38.9% ten years earlier. 


| bor market. 


# In Ontario, there are 2,600 
/youths in apprenticeships in the 
construction industr’. and the need 


WESTWARD GROWTH—In this table, the percentage distribution of population 


among the provinces is shown over o 30-year period. The inclusion of Newfoundland, 
after confederation, tends to upset comparison, but the growth of British Columbia 
is still clear. 
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cost-of-living indices are all lower 
than in 1952, although the trend is 
up. 

From these basic facts, a picture 
of the Canadian consumer market 
can be drawn. It is a growing mar- 
ket, it is a young market. It bene- 


fits from an unprecedented indus- 


trial expansion. It benefits from 
rising wages, and a tight labor 


market. It is moving rapidly and | 


demonstrating certain characteris- 
tics (e.g., rising motor vehicle reg- 
istrations and zooming consumer 
credit) with which U. S. market- 
ing men are already familiar. 


® Now for some specific trends 
within the market: 

The Canadian market is chang- 
ing rapidly. 

The Canadian market is swing- 
ing away from its traditional pat- 
tern. Take food stores, for instance. 
Canada has more food stores than 
the U. S. on a per capita basis; 
about one food store for every 2,900 
people, compared to the U. S. 
where each food store has about 
3,500. 

Canada is often depicted as a 
stronghold of the general store, 
and it retains a merchandising 
significance which it has largely 
lost in the republic south of the 
border. In 1951, Canadian corpo- 
rate chains did 27% of the grocery 
volume, only slightly higher than 
the 24% recorded by country gen- 
eral stores. In fact, while independ- 
ent stores doing less than $50,000 
annual volume account for 79% 
of the total grocery volume in Ca- 
nada, some 45% of this independ- 


ent store volume is done by coun-/| like Dominion Stores, Loblaw and 


Retail Store Sales 


in Canada 
Percentage Gain 

1951-52 1941-52. 
| Maritimes® oo... + 9.1 +175.0 
NE tadensncsinnocnsncecs + 67 +221. 4 
Ontario ... + 5.4 +202.5 | 
I iat ne + 3.1 4221.0 
TRE 4147 + 287.8 
hihi dee +115 4312.7 
i Seeeiceaaribs: + 846 +318.8. 

+ 72 4228.1 


*Excludes Newfoundland 


SALES UP—This table shows the change in 

retail sales percentagewise between 1951 

and 1952, and shows, with 1941 as 100, an 
index to the past 11 years. 


try stores whose individual vol- 
ume is less than $20,000 a year. 


s In this situation, with 51% of 
the total business going to stores 
with annual volume of $50,000 and 
under, the wholesale grocer is a 
tremendous marketing influence in 
Canada. So far, the corporate chain 
has been far from duplicating its 
domination of the U. S. market. In 
some cities—Toronto, for example 
—about 60% of total grocery busi- 
ness is estimated to go through 
chain stores, but this is atypical 
of Canada. No truly national chain 
has been established; competent 
observers think it will be years be- 
fore the food chain situation in 
Canada approximates that of the 
U. S. 

Yet, in the major metropolitan 
cities, the food chains are making 
considerable’ strides. Companies 


Steinberg have r 


‘population lives 
Quebec, and abou 


le tremendous 
‘gains in Canad: major cities. 
And since two-tl ‘s of Canada’s 
Ontario and 
sixth lives in 
| and Toronto, 
a trend. 
growth of the 
> been accom- 
se of a consid- 
maller opera- 
1y to the suc- 
‘he chain store 


two cities, Montr 
this is indicative 

In Montreal, ti 
corporate chain ! 
panied by the de: 
erable number o: 
tors; mute testin 
cessful invasion o 
is the fact that th Dominion Bu- 
reau of Statistics ‘«lt it necessary 
to recheck its find.»gs in Montreal 
—it could not at : rst believe the 
number of food cutlets had been 
reduced so sharply. 


® In 1951, food stores accounted 
for 18.1% of total retail trade, ex- 
ceeded only by motor vehicle deal- 
ers, whose rise we have already 
described (motor dealers’ sales 
doubled between 1949 and 1951). 
Hard on the heels of these two 
classes comes the department store. 
Now, Canadian department stores 
are quite different from those in 
the U. S. 

They are largely chain opera- 
tions. Thus the entry of Sears, 
Roebuck & Co. into Canada by the 
formation of Simpson-Sears, which 
gave it the Canadian marketing 
know-how of a company which 
already had captured a sizable 
chunk of the Canadian market, be- 
came major retailing news. Big de- 
partment stores and mail order 
houses are dominant retail influ- 
ences. Floyd S. Chalmers, presi- 
dent of Maclean-Hunter Publish- 
ing Co. Ltd., and previously editor 


Che New York Cimes 


is pleased to announce the appointment of 
Kdwards & Finlay, Ltd. 


34 King Street, East, Toronto 


Canadian advertising office 


as its 


pnd Gas 
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SALES AND 


THOUSANDS 


NEW MOTOR VEHICLES 
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NEW VEHICLES FINANCED AS A PERCENTAGE OF THE NUMBER SOLD 


‘a2 ‘aa ‘aa ‘as ‘46 ‘a7 ‘as ‘a9 ‘So ‘5: ‘52 


SALES FOR 1944 AND 1945 OBTAINED FROM RECORDS OF VEHICLES RELEASED FROM THE RESERVE POOL 


was in the 


of the Financial Post, said a year 
ago in a speech to the American 
Assn. of Advertising Agencies in 
the Midwest that these companies | 
“play a predominant role in Can-— 


_adian merchandising, so that three 
‘retail enterprises do about 8% of 
the nation’s retail trade—much 
‘more than that if you leave out 
food store sales.” 


(@ Again the paradoxical note: de- 
|partment stores’ proportionate 
share of the Canadian retail trade 
| dollar is growing only slightly. 
‘From 1950 to 1951, all trades 


MOTORS ZOOM—These graphs depict the rising registration of new vehicles in 
Canada. Note how steeply the postwar curve rises. In the lower chart, note that 
vehicle financing in the boom is approximately at the point (percentagewise) it 


depression. 


showed an 11.1% increase, depart- 
ment stores rose only 3.4%. In 
1931, department stores were re- 
sponsible for 13.1% of total busi- 
ness. 

Simpson-Sears had its work cut 
out for it. The volume of Eaton’s 
Ltd., biggest of the chain depart- 
ment stores, is a secret. The Fi- 
nancial Post has estimated Eaton’s 
volume at $70,000,000. This year 
Eaton moved into Newfound- 
land. Simpson-Sears, with plans 
for expanding into a number of 
Canadian cities, also announced a 
familiar tactic in the States: in 


the Toronto Daily Star i — 
‘the buying habits of ¢ one out — 


r ‘TORONTO DAILY STAR" 
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Changes in Canadian Expenditures on C s' Goods and Services 
Selected Years, 1930-1951 
(1930 = 100) 
Consumer Expenditures 1930 1935 1940 1945 1951 

Tobacco and Alcoholic Beverages 100 70 121 271 418 
Transportation 100 83 116 139 413 
Miscellaneous. 100 8s 114 187 MT 
Food 100 74 ba 176 322 
Personal and Medical Care, etc, 100 79 104 150 303 
Clothing and Personal Furnishings. 100 7 104 186 289 
Household Op 100 7” 106 132 281 
Shelter. 100 7 96 12 219 

Total woe 7 15 162 3 
Canadian Travel in Other Countries 100 L 7 a7 90 304 
ainiemabiidich iienithtemendiiens = Se o- - 


WHERE DOES THE MONEY GO-Here is an interesting analysis of the changes in 

Canadian consumer expenditures since 1930. Note the increased expenditures for 

tobacco, alcoholic beverages and transportation, which rise well above the median 
rate of increase for the other products. 


April, All-State Insurance Co. | druggist. Census figures for com- 


supermarkets are included—show 
that between 1941 and 1951 these 
_stores grew from 6,101 to 11,460, 
and their sales volume went up 
300% in the same period. 


. Most U. S. marketers are by now 
‘aware that Canada is a bilingual 
‘country officially, and that the 
| French market is a major one. Just | 
how major is revealed by some 
statistics furnished by Nolin Tru-| 
deau of Publicite-Services Ltd. to 
the American Marketing Assn. this 
summer: Quebec province has 
| 4,000,000 population, 82% of 
| French origin, and 500,000 more 

in other 


‘French Canadians are 
| provinces. In all, more than 4,000,- 
000 people, or about 30% of the 
total population. Originally large-. 


HORACE N. STOVIN 


& COMPANY 


CANADIAN 
RADIO STATION REPRESENTATIVES 


At Your Service 
-in- 
VANCOUVER WINNIPEG TORONTO MONTREAL 


(third largest U. S. auto insurance pination food 


stores—in which ly living in rural districts, they are | 


company and Sears’ subsidiary) 


came into Canada, and offered a. 


Canadian insurance package. At 
about the same time, Simpson-| 
Sears announced the formation of 
Simpson-Sears Acceptance Co. 
and Simpson’s Acceptance Co. 

In many merchandising aspects, 
Canadian business tends to move 
in the same direction as U.S. busi- 
ness. In 1952, the Canadian Retail | 
Federation studied the growth of | 
night shopping, and found that 
65% of the stores studied were. 
open one night a week, and that 
14% were open more than one) 
night a week. 


s The 1951 census showed the 
swing to the suburbs. The areas” 
surrounding Canadian cities all | 
showed sharp gains. The shopping 
area—or plaza—is being developed 
much more slowly than in the 
states; the tendency to open subur- 
ban branches by department stores 
is nowhere nearly so pronounced. 

On the other hand, two rack job- 
bers, carrying about 100 items, are 
now operating in Toronto. Food 
stores are moving over into drug 
lines, much to the disquiet of the 


PARENTS’ MAGAZINE 


announces a | 
| 


Canadian Section 
75,000 | 
GUARANTEED CIRCULATION | 


Net paid ABC yearly average 
(Effective February, 1954 issue) 


@ For advertisers with distribution in Can- 

ada, PARENTS' MAGAZINE will publish a 

Canadian Section to be bound in near the | 
front of all copies distributed in the | 
Province of Canada, beginning with the | 
February 1954 issue. 


@ it will be received exclusively by Can- 
adian families with children—-biggest buy- 
ers of virtually all products and services. | 
PARENTS’ MAGAZINE is the only major 
magazine concentrated in families with 
children. (Its National Edition, with 
1,500,000 circulation, reaches more than 
5,000,000 readers.) 


@ Young mothers and fathers subscribe to 
PARENTS’ MAGAZINE for authoritative 
guidance in child rearing, home manage- 
ment, and family living. They read it while 
their children are growing up, during the 
years of greatest product accumulation. 


@ The Canadian Section of PARENTS’ 
MAGAZINE belongs on your advertising | 
schedule. It gives you no-waste coverage of 
75,000 of Canada's biggest-buying families 
with children. Ask for 

complete details. 


its use for 


52 Vanderbilt Ave. — New York 17 
Canadian Representatives 
W. H. AUSTIN & CO. 
18 Toronto Street Toronto 1, Canada 


Biue chip publications 


for a 


Blue Chip market 


V Be sure your copy is 
Canadian in appeal. 


V Be sure your ad runs 
in a publication that 


is all-Canadian. 


NATIONAL MAGAZINES 


Maclean's 
Chatelaine 
Mayfair 


Canadian Homes and Gardens 


SEMI-ANNUALS 


Bride’s Book 


Book of Homes and 
Home Decoration 


BUSINESS ANNUALS 


Business Year Book 
Survey of Industrials 
Survey of Mines 
Survey of Oils 
Directory of Directors 
The National List 


of Advertisers 


BUSINESS NEWSPAPERS 


The Financial Post 

Bus and Truck Transport 
Canadian Advertising 
Canadian Aviation 
Canadian Automotive Trade 
Canadian Grocer 


Canadian Hotel Review 
and Restaurant 


Canadian Machinery and 


Manufacturing News 
Canadian Paint and Varnish 
Magazine 
Canadian Packaging 
Canadian Printer and Publisher 
Canadian Shipping and Marine 
Engineering News 
Canadian Stationer and 
Office Equipment Buyer 
Canadian Trade Abroad 
Civic Administration 
Drug Merchandising 
Electrical Contractor of Canada 
Fountains in Canada 
General Merchant of Canada 
Hardware and Metal and 


Electrical Dealer 
L’E picier 
Le Prix Courant 
Men’s Wear of Canada 
Modern Power and Engineering 


Painting and Decorating 
Contractor 


Plant Administration 


Sanitary Engineer, Plumber 
and Steamfitter 
Style 
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SETS SOLD SETS 
YEAR IN CANADA RETAIL VALUE IMPORTED RETAIL VALUE 
1945 46,316 $ 1,526,050 711 $ 15,094 
1946 568,320 $28,849,115 18,852 $ 660,451 
1947 836,419 $60,399,221 44,050 $1,568,097 
1948 596,467 $49,351,338 993 $ 36,096 
1949 724,517 $53,439,788 51,994 $1,493,581 
1950 758,619 $59,159,854 44,124 $1,341,204 
1951 557,097 $50,353,692 46,497 $1,574,383 
1952 568,884 $50,125,290 62,982 $2,312,079 
1953 245,617 $22,594,164 *12,000 $ 450,000¢ 
(To end * Estimated 
of May) 


RADIO SET SALES 


TOTAL SETS TOTAL 
BOUGHT RETAIL VALUE 
47,027 $ 1,541,144 
587,172 $ 29,509,766 
880,469 $ 61,967,318 
597,460 $ 49,387,434 
776,514 $ 55,133,369 
802,743 $ 60,501,058 
603,594 $ 51,928,075 
631,866 $ 52,437,369 
257,617 $ 23,044,164 

5,184,459 $385,449,697 


now primarily urban: two-thirds 
live in cities and towns. Quebec is 
becoming increasingly industrial, 
has 14,000 manufacturing plants 
in which 400,000 workers are em- 
ployed, and whose annual output 
is valued at $4,500,000,000. 


# As a consumer, the French Can- 


adian buys in bulk, because his. 


family is larger. He is conservative, 
and rigid in morals. He dislikes 
risque advertising art, because his 
wife and cure are offended. He is 
thrifty, likes bargains, premiums 


and the large economy size. He 
does not spend for le superflu, or 
luxuries. He is an avid radio fan, 
and promises to be just as avid a 
TV watcher. French radio stars, 
actors and actresses are celebrities; 


mining in the province has in- 


since 1939; agricu!tural production 
is up nearly four-fold in the same 
period. The French Canadian is 
|slow to buy a brand and intensely 
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Canadian Advice on Canada’s Markets 


“Twenty-five years ago, the 
_U. S. Department of Commerce is- 
|sued a study that began ‘Socially 
|and economically, Canada is a 
|northward extension of the U. S.’ 
| That statement was not true then. 
It is not true today.” 
—Floyd S. Chalmers, 
Maclean-Hunter 
Four A’s, 1952. 


“No one factor is applicable to 
ket potential in Canada from that 


1/1lth and the national income 
1/16th that of the U. S., but taking 
into account the relatively large 
volume of completely manufac- 
tured imports, the per capita con- 


touring troupes from France draw | loyal to it once his preferment is| sumption of many raw materials is 
huge crowds. And he wants direc- established. He dislikes to be told reduced so that the ratio of real 
that he must do anything, or buy | market is frequently on the order 


tions on the package in French. 
He lives in a background of im- 


‘any product. 


-'mense natural wealth. In recent | 


years, the mammoth Ungava iron » In the French and other Can-| 


ore development has begun, and 
rich copper deposits have been 
found in Gaspe. Gross value of 


OUR GOOD FRIEND Sam 


Wells, chief of Time Inc.’s 


Ottawa bureau, put it rather well when he said 


(Fortune, August 1952) : 


“The worst mistake you can make about Canada 
is to think that it is the U.S. with a northern 


exposure 

changed their accent, 
‘Z” 2 , 

to ‘Canadien . 


. millions of Canadians have 


cooking and character 


. . Cadillac is not just an auto 


but also the name of a Canadian commander 
. . . private radio stations have not been al- 
lowed to form their own network ... breweries 
may not advertise what they brew... etc., etc.” 


FOR 63 YEARS this Canadian advertising agency 
(2nd oldest in the world) has been a recognized 
leader in Canadian marketing. 


OUR EXPERIENCE includes scores of exciting 
client-agency partnerships in introducing American 
products. This traditional specialty at McKim has 
kept us continuously abreast of modern merchan- 
dising methods, especially in such fields as market- 


media-product research, 


OUR FIRST American account was L. FE. Waterman 


Company Ltd. in 1919. 


OUR MOST RECENT additions include: 


Motorola Canada Limited 


Lewyt Corporation 


Fram Canada Limited 

General Motors Diesel Limited— 
Engine Sales Division 

The Toni Company— 
White Rain Shampoo 


YOUR ENQUIRY will be enthusiastically received at 


any of our offices. 


MONTREAL es 
WINNIPEG... 


timtlei 


: TORONTO 
+ VANCOUVER 


-adian markets, advertising media 
have enjoyed a_ considerable 
| growth. In many respects, Canada 


of 1/20th.” 
—Robinson Ord, v.p., Canadian 
Chemical & Cellulose Co. Ltd., to 
American Marketing Assn. summer 
conference, 1953. 


“On balance, you can figure ac- 


is a more concentrated market than | ceptance in the Canadian market 
‘the U. S.; although it is spread out | about 80% as fast as in the U. S., 


‘in a hundred-mile ribbon across 


_,the northern frontier, the Canadian 


market can be broken down into 66 
segments (Ohio is divided into 87 
markets). | 

Canadian national advertising| 
_in publications has increased from | 
| $29,786,753 in 1947 to $55,533,791 
in 1952 (see table,. Page 78). In| 
this sizable growth, the greatest. 
gains were recorded by newspa- 
‘pers, which more than doubled 
their billing in the six-year period. | 


for a product involving conven- 


resident f . ‘ " ‘ : 
Publishing Gs. to, Will likely find you will require 
all commodities for deducing mar- | 


of the U. S. The population is_ 
creased three and one-half times_ 


ience. or self-help.” 
—A. C. Nielsen Co. executive, with 
supervisory experience in Canada, to 
AA reporter, 1953. 


{ 


“If you have a sales force of 
300 in the VU. S., with a similar 
'method of selling in Canada you 


|closer to 100 salesmen than to the 
'30 the population or sales pro- 
jection might indicate.” 

—Gilbert Clarke, V.p., Standard 
Brands Ltd., to AMA meeting, sum- 
mer of 1953. 


“Any good U. S. campaign— 
toned down a little bit—can be ef- 
fectively adapted for the Canadi- 
|/an market.” 


| —Patrick Freeman, sales director, Ca- 
nadian Assn. of Broadcasters, to AA 
reporter, 1953. 


“The Canadian market is very 
similar to the American market, 
with certain pronounced differ- 
/ences. Americans sometimes fail to 
appreciate that the differences are 
frequently more significant than 
the similarities.” 

—Canadian agency man to AA re- 

porter, summer, 1953. 


Magazines also moved upward 
sharply, as did weekend newspa- 
pers—the latter field including the 
newcomer, Weekend, first Canadi- 
an publication to reach the million 
circulation mark. Farm papers also 
recorded an increase, as Canadian 
agriculture underwent a boom. 


® Radio in Canada is estimated to 
have a volume of about $30,000,- 


000 by the Canadian Assn. of 
Broadcasters. Radio rates have 
continued to rise, and so has the 
radio audience. 

Canada started with television in 
the fall of ’52, and the third sta- 
tion—in Ottawa—is still quite 
new. By the spring of 1954, it is 
|expected that 12 to 15 Canadian 
TV stations will be in operation; 
how many will be in private hands, 


KEEP OUT OF CANADA 


UNLESS YOU KNOW YOUR MARKETS! 


These are the Markets ! pros merchandising follow-through will often 


38% ABOVE AVERAGE 
IN BUYING POWER! 


e Guelph Daily Mercury 


e Sarnia Canadian Observer 


@ Welland-Port Colborne Tribune 


e Moose Jaw Times-Herald 

@ Prince Albert Daily Herald 
e Port Arthur News-Chronicle 

@ Orillia Packet & Times 

e Oshawa Times-Gazette 

e Chatham Daily News 

e Galt Reporter 


e Kirkland Lake Northern 
Daily News 


@ Timmins Daily Press 
e Woodstock Sentinel Review 
@ Quebec Chronicle-Telegraph 


e@ Vancouver News-Herald 


10% to 30%. These 


Thomson Newspapers. 


BLANKET CONSUMER COVERAGE: 


increase the effectiveness of advertising from 


are some of the follow- 


through services available to you through the 


Complete low-cost 


coverage that blankets each local market. Adjustable sales 


impact with any frequency desired. Localized advertising 
is your most effective advertising. 


DISTRIBUTION CHECKS: Thomson Newspapers advertising 


staffs will give you distribution reports, dealer reactions and 


other valuable point-of-purchase analysis. 


MARKET ANALYSIS: Each individual market covered by a 
Thomson Newspaper is reported in a detailed printed 


analysis. A great help to your sales department. 


RETAIL COOPERATION: The advertising and merchandising 


departments of the Thomson Newspapers have the con- 


fidence of the local retailers for whom they act as merchan- 


dising counsellors. You can be certain of effective trade 


cooperation with any campaign you place in a Thomson 


Newspaper. 


—Promson Powspapers 


THE THOMSON 


COMPANY, LIMITED 


ST. CLAIR McCABE « Advertising Director—44 KING ST. W., TORONTO—EMpire-3-8895 
660 ST. CATHERINE ST. WEST - MONTREAL - UNiversity 6-5942 


RALPH R. MULLIGAN: PUBLISHER'S REPRESENTATIVE — NEW YORK + CHICAGO + DETROIT 
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how many operated by the Cana- 
dian Broadcasting Corp., is still un- 
known. 

Of the three Canadian stations 
so far erected, two are in markets 
unreached by U. S. TV. The third 
market, Toronto, is in an area 
long exposed to TV; residents of 
the Niagara peninsula have been 
afforded the varied delights of 
television for a long time. 


® Understandably, most Canadi- 
ans are somewhat concerned with 
keeping Canadian communications 
media Canadian. The Massey re- 
port laid great stress on the neces- 
sity for avoiding cultural annexa- 
tion; with many Canadian media, 


TV SET SALES 

SETS SOLD 
YEAR IN CANADA RETAIL VALUE 
1949 8,212 $ 3,418,500 
1950 29,611 $ 12,858,083 
1951 40,615 $ 21,237,442 
1952 146,373 $ 64,677,682 
1953 116,984 $ 50,007,586 
(To end 341,795 $152,199,293 
of May) 


there is an obligation to be Ca- 
nadian, particularly if the opposite 
of Canadian happens to be “Amer- 
ican.” Accordingly, it is interest- 
ing to note that in the single mar- 
ket in which Canada’s govern- 
ment-controlled TV meets com- 
petition, there is so far no indi- 
cation that CBC can compete any 
too well. 


!monton to Superior, Wis., and in 
1953 it will reach Sarnia, Ont. Al- 
_berta’s proved reserves of crude 
oil are thought to be around two 
‘billion barrels, with probable re- 
serves estimated much _ higher. 
Canada now consumes about 460,- 
000 bbls. a day, but the time may 
not be far off when her petro- 
leum production will make her 
self-sufficient. 


/@ In 1952, Canada—a great trad- 
ing nation—exported merchandise 


valued at $4.3 billions. The lead- 
ing export was newsprint, a com- 
modity whose volume and price is 
near and dear to the hearts of U.S. 
publishers. In the first half of 1953, 
newsprint again led Canadian ex- 
ports, with a total value of $295,- 
901,000, up more than $12,000,000 
from the first-half figure of 1952. 

Exports of woodpulp dropped 
from third to fourth, and the 
amount in dollars slid to $119,165,- 
000 in the first half of 1953, down 
from $170,853,000 for the first half 


of 1952. Canada’s five leading ex- 
ports for the first half ef 1953 
were: newsprint, wheat, lumber, 
woodpulp and aluminum. 


® Canadian controls were imposed | 


on foreign exchange in September. 
1939, when World War II began; 
they were relaxed in 1950, and 
removed at the end of 1951. With 
all Canadian restrictions on the 
free movement of money into or 


out of the country removed, the | 


Canadian dollar rose rapidly in 


77 


‘value, commanded a premium of 
3% (in terms of U. S. dollars) at 
the end of 1952, and in the first 
‘half of 1953 commanded about 1% 
| premium. 

The dependence of Canadian in- 
dustry on trade means Canadian 
business men are infinitely more 
concerned—and considerably more 
knowledgeable—about tariffs, im- 
port restrictions and quotas than 
their U. S. counterparts. 

It is also responsible, along with 
_the exchange picture, for some of 


34,545 TIMES 
47,289 TIMES 


75,180 


This does not necessarily mean 


that U. S. television, longer or- 
ganized and lavishly budgeted, has 
any permanent, irresistible appeal 
for the Canadian market. What it 
means to. private’ broadcasters 
(who are, after all, somewhat bi- 
ased) is that private telecasting 
has a big edge over the govern- 
ment variety. But Canada, which 
reorganized her broadcasting sys- 
tem when the CBC was created, 
has apparently no thought of re- 
turning to anything approaching 
the U. S. system. 

What makes the consumer mar- 
ket in Canada so promising is the 
fulfillment of its longtime promise 
for industrial development. 


INDUSTRIAL 

Most Americans are aware of 
the most spectacular of the great 
Canadian industrial projects— 
like Ungava, Steep Rock, and the 
Labrador deposits. The romance 
of projects like Kitimat in British 
Columbia, where the world’s larg- 
est aluminum smelter is being 
built, a project which involves a 
giant dam, a ten-mile_ tunnel 
through a range of mountains, the 
creation of the world’s largest un- 
derground power development, 
and the expenditure of well over 
$500,000,000, has captured the im- 
agination of industrialists every- 
where. 

But behind these spectacular 
achievements and projects is a 
story of unparalleled industrial 
growth, in which makers of all 
sorts of industrial products have 
come to Canada and expanded 
there. 


s Canada has been a major pri- 
mary producer for years. Yet in 
basic industries recent years have 
brought an immense boom. Take 
mining (now Canada’s_ second 
largest primary industry) for ex- 
ample—between the years 1948 
and 1952, the combined physical 
output of lead, copper and zinc in- 
creased 28.2%, gold advanced 
25.2%, silver 51.3%, and iron ore 
a whopping 289%. 

The big oil boom in the prairie 
provinces has altered Canada’s pe- 
troleum picture: in 1947, produc- 
tion of crude petroleum from these 
provinces was 7,300,000 barrels; 
in 1952, the production was esti- 
mated at 60,400,000 barrels. The 
pipeline from the western fields 


**a hooker is a local 


TIMES 


during the first 6 months of 1952 


NATIONAL ADVERTISING 
MUST GET itt 


during the second six months of 1952 


during the first 6 months of 1953 Canadian retailers sup- 
ported national advertisers* in daily newspapers with an 
aggregate of 1,686,483 lines of retail support in the form 
of dealer hookers.** 


Every time a retailer ‘hooks-on” to a national advertisement it 


DIRECTS TRAFFIC to the proper outlets. 


dealer advertisement 


which runs adjacent to 


a national advertise- 
ment and indicates that 
the merchandise adver- 
tised is for sale at the 


dealer’s store. 


PREVENTS SUBSTITUTION: retailers have said frequently that where 


there is no signature to a national advertisement, traffic may go 
anywhere and a competitive product may be sold in substitution 


for the advertised products. 


Provides a STOCK CHECK: no retailer will buy a hooker if he has 


no stock. 


GETS IMMEDIATE AND TRACEABLE RESULTS 


Harnesses the enthusiasm, spending and support of retailers at 


point of contact with the buying public. Retailers will display, 
feature and demonstrate products featured in a national advertise- 
ment where they have spent their own money to hook up. 


Gives the National Advertiser a sizeable “bonus” of supporting 


of the national space. 


*During the first six months of 1953 a well-known 
manufacturer of building materials ran 120,460 lines 
of space in daily newspapers from coast to coast. 
These dailies carried 2,826 hookers totalling 60,175 
lines of retail supporting space or a bonus of 50% 


Canadian 


DAILY NEWSPAPER ASSOCIATION 


1. H. Macdonald, General Manager 


retail space. 


*During the first six months of 1953 a manufacturer 
of sporting goods ran 85,920 lines of space in daily 
newspapers from coast to coast. These dailies carried 
3,952 hookers totalling 74, 
ing space or a bonus of 87% of the national space. 


593 lines of retail support- 


- 55 University Ave., Toronto 


was extended in 1950 from Ed-, 
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78 
NATICUAL ADVE ITS! (1947 = 1952) 
1947 1948 199 1950 1951 1952 
Daily Newspapers 13,211,408 | 15,737,324 | 20,521,387 | 23,791,541] 27,137,998 | 28,056,672 
Weekend Media 5,705,428 | 5,827,509] 6,589,200] 7,683,616 atm 9,428,093 
Mavazines 7,512,137 | 8,384,764] 9,422,714 | 10,278,138] 11,456,113 | 12,815,707 
Para papers 3,358,780 3,809,686 449425,298 4, 748,105 4,895,452 5,233,319 
TOTALS 29,786,753 | 33,759,283 | 40,958,599 | 46,501,400] 52,028,474 | 55,533,792 


PRINTED MEDIA UP—Here’s how the postwar period has dealt with major publica- 


tion categories in Canada, from a national volu tandp 


int. Note that newspapers 


have improved their share of market over the past six years, and carry more total 
national advertising than all other publications combined. 


the industria! invasion of the past 


seven years. 


s When Canada imposed a new 
series of controls in 1948 on a large 
number of manufactured items 
then being imported, she was trig- 
gering an industrial explosion. 
Quite likely some of the companies 
that moved north, or came to Can- 
ada from other countries, would 
have come anyhow; the imposi- 


tion of import quotas, however, 
certainly accelerated the move- 
ment. 

Originally, emphasis was given 
to industries which were either 
“dollar earners or dollar savers,” 
/to use the phrase of William Fred- 
erick Bull, deputy minister of 
Trade and Commerce. An Amer- 
ican manufacturer could choose 
among three alternatives—set up 
‘a Canadian sales force (provided 


‘trade and industr 


his product), 
and assemble, 
in Canada, or 
ind market his 
Dominion. 


the quota didn’t 

send in compone: 
pack and ship th 
/move up and bui 
product within t! 


+s have chosen 
Move. In fact, 
S. companies, 
ances and au- 


/8 A lot of comp: 
to make the Bir 
‘more than 600 

ranging from ap 


tomobiles to ser, organizations 
like advertising a ncies, have es- 
| tablished Canadi:. companies. 


No more drama « illustration of 
this trend exists an the records 
‘of the provinci.| government’s 
branch in On- 
‘tario. It shows the! new industries 
coming to the province have in- 
creased each year since 1947, with 
126 arriving in 1952. Capital ex- 
penditures in the province in man- 
ufacturing industries reached a 
peak of $492,000,000 last year, 55% 
of the total for Canada. In 1950, 
capital investments by manufac- 
turers amounted to $217,000,000— 


again, the evidence of accelerated 
growth: capital manufacturing in- 


Advertising Age, September 28, 1953 


Canadian Agencies’ Billings 
Percentage Distribution of Commissionable Billings by Media, 
1951 and 1952 
(Agencies classified by Amount of Annual Billings) 


Year Number 

and amount of 

of annual billings firms 
1951 

Less than $100,000 ...... 21 

$100,000- $499,999 23 

$500,000- $999,999 14 

$1,060,000- $2,499,999 10 

$2,500,000- $4,999,999 11 

$5,000,000 and over . 4 

All sizes, total ........ 83 
1952 

Less than $100,000 ...... 15 

$100,G00- $499,999 33 

$500,000- $999,999 .. 15 

$1,000,000- $2,499,999 10 

$2,500,000- $4,999,999 10 

$5,000,000 and over .... 5 

All sizes, total .......... 88 


Distribution of commissionable billings 
Production, 


Total Publi- Other artwork, Radio 

commission- cations visual printing, and Other Total 
able billings’ etc. TV 
$ % % % % % % 

945,190 560 27 180 17.4 59 100.0 
6,211,200 657 27 167 147 40.2 100.0 
9,888,786 63.4 58 152 153 03 100.0 
14,314,906 57.7 38 180 202 03 100.0 
37,422,509 58.2 59 165 193 0.1 100.0 
38,679,161 370 653l0C OSS COSL1 100.0 
107,461,752 593 5.2 180 173 02 # 100.0 
562,973 57.4 23 205 154 4.4 100.0 
7,768,510 61. 29 17.9 169 06 100.0 
11,674,401 647 52 156 143 02 100.0 
15,467,681 62.6 2.2 164 184 04 100.0 
38,330,589 61.7 46 156 19.1 20 100.0 
46,824,673 58.7 53 188 17.0 0.2 100.0 
120,628,827 59.9 45 17.1 17.46 09 100.0 


“Excluding billings for market surveys and other services not commissionable. 


WHERE AD DOLLARS GO—In 1952, 88 advertising agencies collaborated with the 
Dominion Bureau of Statistics in a survey. This table shows how their income from com- 
missionable billings was divided, for the years 1951 and 1952. Note publications’ 
dominance. 


wants to talk to those people is just how ? 


to reach less than 11 times the people. 


planning budgets 


CANADIAN 


homes every day. 


how close the States are to its best customer . . . a customer that buys 20% 
and pays cash for them. Canada’s a booming, spending, expanding country 
the States by one quarter . . . a country that it really pays to sell to. 


“In Canada, you sell °em when you tell “em” 


© A message from the 117 member stations of the Canadian Asso- 


ciation of Broadcasters whose voices are invited into over 3 million 


Try going \ () J | H to Canada! 


T: a fact! You can go south to Canada from no less than 18 States of the Union. That's 


O7 


But—and here’s where you need to go carefully: Canada has a population of only 15,000,000. 


Well, all over Canada, in the cities and the towns and the villages even in the remote parts 


where the press rarely penetrates, they listen to the radio. Proof? 95% of all Canadian 


Yet Canadian radio rate structures are lower than in the U.S., have increased less since the end 


a 
C 


2 
< 
4 
& 


‘Sy31S 


ASSOCIATION OF 


BROADCASTERS 


108 Sparks Street, Ottawa 


37 Bloor Street West, Toronto 


of U.S. exports 
... larger than 


So people are kind of spread out. And the Number One problem for any manufacturer who 


homes own at least one radio receiver, Last year, there were 631.866 sets sold; and since the 
war Canadians have spent $400,000,000 in buying over 5,100,000 radio sets. And in the first 


five months of this year set sales were higher than for the same period last year by 40‘. 


That represents an awful lot of listening. To serve these listeners there are 155 radio stations 
and one FM station and only 3 TV stations. This in comparison with 2,500 radio stations, 
620 FM stations, and about 180 TV stations in the States—16 times as many radio stations 


of the war than any other medium. Result—radio is used by 800 national advertisers (includ- 
ing some 140 U.S. firms or their affiliates) and 10,000 local advertisers. Yes, radio in Canada 


is a proven medium. It reaches all of the people al! of the time. So remember, when you're 


60° 1A Tig 


vestments have more than doubled 
in the last two years in Canada’s 


| major industrial province. 


® Of the 126 new industries that 
came to Ontario in 1952, 37 were 


\from other provinces, 52 from the 
|U.S., 28 from the United Kingdom, 


three from West Germany, and six 
from other sources. 

These proportions are a little 
misleading. Most of Canada’s spec- 
tacular industrial growth is attrib- 
utable to Canadian industry and 
Canadian financing. Canada is fi- 
nancing 85% of her own develop- 
ment; Canadians own 68% of the 
over-all business segment of Ca- 
nadian economy. The U. S., tradi- 
tionally Canada’s best customer as 
Canada is the U. S. best customer, 
is a major investor—u. S. residents 
hold stocks and bonds which rep- 
resent 25% interest in Canadian 
business over-all, including a 37% 
interest in manufacturing indus- 
tries, and about 35% in mining, 
smelting and petroleum industries. 
Through 1951, U. S. investments in 
Canada stood at $7.2 billion, and 
the rate of increase in the past two 
years has been about $6-700,000,- 
000 annually. 


# One of the principal beneficiar- 
ies of the industrial growth and 
new capital investment is the To- 
ronto area. Toronto figures that a 
third of the buying power of the 
entire Canadian market lies in a 
100-mile radius of the city. It has 
aggressively sought new industry 
since 1929, and its reports of the 
past seven years are an uninter- 
rupted parade of record acquisi- 
tions. In 1952, for instance, capital 
investment in Greater Toronto 
went up $45,000,000 or 40% in a 
single year, from $109,445,400 in 
1951 to $154,404,900 in 1952. In 
1942, capital invested was $18,539,- 
000—again the evidence of im- 
mense acceleration. 

Among the 31 companies which 
came to the Toronto area last year 
were such familiar names as Mo- 
torola Canada Ltd., Barber-Greene 
Canada Ltd. and Bostitch-Canada 
Ltd. Among the plants which ex- 
panded in the area are such busi- 
ness familiars as Canadian General 
Electric Co. Ltd., Exide Batteries 
of Canada Ltd., International Busi- 
ness Machines Co. Ltd., and Rohm 
& Haas Co. of Canada Ltd. 


® The United Kingdom has also 
evinced increasing interest in Ca- 
nadian expansion. In 1952, the 
British government relaxed ex- 
change restrictions and encouraged 
long-term investments in Canada. 
The traditional British marketing 
pattern, in Canada at least, has 
been to explore the market through 
export sales, then to establish sales 
subsidiaries, and then manufac- 
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OF ALL 


Newspapers ta Canada 


There could be no better testimonial of confi- 
dence from advertisers and agency executives! 


A PRHSSE 


Head Office: Montreai, Canada Toronto Office: S. L. Rees, Manager 


U.S. Representatives: Shannon & Associates, Inc. 
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turing arrangements. The shift in, 
fiscal policy is evident in the fact 
that new manufacturing companies 
coming to Ontario alone repre-— 
sented an initial investment of 
$25,000,000, with more than $12,- 
000.000 transferred by British 
manufacturers for the purpose of 
expanding industries now estab- 
lished in Ontario. 

At the same time, Ontario helped 
375 British manufacturers estab- 
lish sales arrangements, 30 com- 
panies were assisted in setting up 
sales subsidiary companies, and 
34 British and Continental com- 
panies completed negotiations for | 
establishing new industries in the| 
province. 
® What has astonished government | 
and business observers about the) 
industrial expansion is that it so| 
far shows no signs of leveling off. | 
It had been supposed that between 
a leveling off of defense expendi- 
ture (about 6% of Canada’s gross 
national product is aimed at de- 


fense) and a decrease in the num- 
ber and size of industries arriving, 


|Canada’s industrial growth might 


hit a plateau. 

Nothing like that is happening; 
in mid-year, the Department of 
Trade & Commerce in Ottawa re- 


vised its figures—Canadian capital | 


expenditures would be 3% 
the forecast, and 9% over 1952, 
and investments would | total 
around $5.5 billion. 


s It is roughly true, however, that 
Canada now needs no particular 


industry; there is room for more, 


but federal officials cannot pick 
out any field where particular 
companies are being encouraged 
to come in because a need exists 
within the country. 

Pressed for the most likely field 
of expansion, W. F. Bull, deputy 
minister of Trade & Commerce, 
told AA the chemical processing 
field is probably the next area to 
show gains. The growth of Ca- 
nadian production of primary 


over | 


International T 
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| Expenditures between Canada and Other Countries 1948-1952 


Millions of collars) 


Account with 


Account wath 


Account © ah 
Overseas Countles 


| 
United States Al) Countries 
ital — -—_ -- —— + —_—-—— 

Receipts ' Payuents| het heceipts plese Det } Receipts Payments} Net 

a : a ee — 

ere et | 
RN 201 113 | + 154 12 | ail. 9 279 134 |+ 145 
RE cnsisnishenininahas 267 | 165 | + 102 | 18 | zw} -10) 25 193 | + $2 
 lcetcclnthitiens 260 | 193} + 67) 15 | 33] - 18 275 226 |* 49 
1951 . ecient 258 | 246 [+ 12) ie 34) - 18 274 20 - 6 
36 | it 42| - 24 276 336 | - 60 


ae | 258 294 | - 


1. Subject to revisic 


MINUS TOURISM—' 
revenve to Canado 
operating on a min : 


© tourist trade is often thought of as an important source of 
> it is. But most Americans do not know that Canada has been 
basis on tourism, with more dollars spent out of the country 


than come in. 


acid is an ex- 
rapid; it seems 
rs to come into 


chemicals—sulfur: 
ample—has been 

logical for process: 
the market. 


Canadian picture. and at least two 
of them are traceable to the U. S. 
One is the state of the Canadian 
textile industry, which is flagging. 
The reasons are many, but one of 


| 


/@ Canada 
There are some soft spots in the | 


lem of the dumping of American 
fabrics in Canada. 


has dumping laws, 
which prohibit the practice of un- 
loading fabrics of inferior grade 
and sub-cost prices. Originally, the 


duty on fabrics was established | 


only after inquiry into its cost of 
production and other factors; in 


;been kased on its “fair market 
value.” 

U. S. manufacturers like to make 
long, economical runs of fabric. 
When their domestic market is 
saturated, surpluses frequently 
find their way across the border 
at cost or less, with their value 
for duty established by a few spot, 
low price sales. This complies in 
fact, but not in intent, with Cana- 
dian regulations. Canadian manu- 
facturers have been complaining 
bitterly to Ottawa, and the outlook 
is not for additional duties, but 
move strict regulation on the price 
by which duty is established. 

Robinson Ord. v.p. of Canadian 
Chemical & Cellulose Co. Ltd.. 
earlier this year figured that im- 
ports cf synthetic fabrics rose from 
11% of Canadian production in 
1950 to 30% in 1952, and might 
reach 40% in 1953. “This type of 
competition is ruinous to the Ca- 
nadian textile industry and _ its 
more than 100,000 workers,” he 


the toughest to solve is the prob-' more recent years, the duty has! said. 


HALIFAX is one of the 6 Major Cities in 


ba 


Canada With Newspapers Over 100,000 ABC. 


In planning your schedules you will want to have this market on your 
“A” list. The Halifax combination gives you complete coverage of the 


Representatives: 


metropolitan area, and majority coverage of the whole retail trading area 


(N. S. Mainland). Cover this market effectively ... economically . . 


. with 


THE HALIFAX CHRONICLE-HERALD 
and THE HALIFAX MAIL-STAR 


WARD-GRIFFITH & CO. INC., U.S.A. 
E. A. WILLIAMS, Toronto-Montreal 


A. B.C. 104,211 Daily 


| A similar situation exists in 

cottons, where as much cotton fab- 
!ric is being imported as is manu- 
' factured in Canada. 


® Some of the textile problem is 
inherent in Canada’s geography. 
It lies next to an industrial giant, 
whose industry can produce more 
and frequently cheaper, and Can- 
ada’s selling seasons are just 
enough behind those of the U. S. 
so that laggard materials can be 
switched north after the bloom is 
off the U. S. market. 

Another and more general prob- 
lem is U. S. tariff policy, a policy 
that has alternately perplexed. 
‘worried and irritated Canadians 
for years. Canada is a great trad- 
ing nation, as we said earlier. In 
1952, Canada exported $4.4 billion 
(54% went to the U. S.) and im- 
ported $4 billion. 

The erratic course of U. S. tariff 


through the pages of 


investigate Canada’s 


ONTARIO’S 


and economical Test Town—London. 
Ontario through the pages of ......... 


86,074 asc MARCH 31, 1953 
LARGEST NEWSPAPER CIRCULATION OUTSIDE OF TORONTO 


London, a single newspaper market, 
where results are not diluted by heavy 
circulations of outside sources. Here, 


the London Free 


Press, more and more advertisers. in- 
cluding 28 international companies, have 
pretested their advertising and merchan- 
dising campaigns, within recent months. 
Split runs, full color processes spot 
checks, dealer promotion tie-ups, all the 
“test tools” are available through the 
advertising and sales promotion depart- 
ments of the London Free Press. Before 
you launch your Canadian campaign. 


most cooperative 


You Can't Buy Canada 
Without Testing Canada” 


28 International Advertisers 


Proved |t Before They Pushed It 
by Test Campaigns In 


TEST TOWN 
LONDON, ONTARIO 


CANADA 


with 


The London Free Press 


Western Ontarios Fovriemcst Murpaper 
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policy has at times seemed to! 
border on the punitive. In March | 
of this year the U. S. lifted a year’s 
embargo on Canadian beef cattle, 
which had been applied for a lo- 
calized outbreak of hoof-and- | e In the first half of 1953, Canadi- 
mouth disease. Canadians think | ans bought 29% more new motor 
the embargo was unnecessarily vehicles than in the first half of 
prolonged, and it cost Canada 1952. Of the 274,039 vehicles, 251,- 
about $50,000,000 in export busi- 186 (or 88.1%) were Canadian- 
ness. Canadians are restive over ,Made, a record proportion. 

such indications of a relapse to| ; 
Smoot-Hawley as the bill—de-|@ Canada now ranks fifth among 
feated in Congress earlier this year the world’s airplane manufactur- 
—which would have placed heavy | €rs. 

curbs on imports of zinc, lead and 
petroleum. 


e Montreal is Canada’s fashion 
‘center; it produces 60% of Canadi- 


® Canadian exports of lead and 4" Clothing output, and has 1,515 
zinc have been increasingly larger | Clothing factories. 
to this country, and in 1952 had a 
value of more than $100,000,000. 
While the U. S. wobbles in its} ‘ Ata 
tariff orbit, Canada continues A nage wr ag Re pra 6,- 
import from the U. S. In the first | : ayy aggre ah ce ay 
half of 1958, Canadian imports scheduled for completion in 1953. 


‘It is estimated that more than 12,- 
from the U. S. exceeded exports i . 
by $201,000,000. In the first half 000,000 h.p. remains undeveloped 


“ in Quebec. In Ontario, the capacity 
re sion Boceg as tna ed for the southern Ontario grid has 


e Hydroelectric power is one of 


Canadian Notes & Comment 


,Canada’s big advantages. In Que-| 


pitals, 76% in public hospitals. The 
number of public hospital beds per 
100.000 Canadians rose to 490 in 
1951 from 479 in 1950. 
LE 
been increased 90% in the last de- ; 
{ e ’ » 
cade. Power is cheap—electrical Se ee industry 
utilities in Quebec receive a lower P wore = 
|average price per kw-hour than j | 
anywhere else in North America;|Connecticut Dailies Elects 
the Hydro-Electric Power Com- Herbert M. Peterson, general | 
mission of Ontario supplies power | manager of the New Britain Her- 
in wholesale quantities at cost to | ald, ye been bytes we of 
‘the 1 1 municipal sys s. e Associate ailies o Son- 
a on necticut. Other officers elected | 
: ee are Carter L. White, Meriden Rec- 
@ Last year 23% of Canada’s gross | ord-Journal. v.p.; Walter G. Giss- 


national product was reinvested, a elbrecht, business manager of the) 
rate unmatched in the world, and! Torrington Register, treasurer, and 
|which helps to account for the| Barnard Colby, New London Eve-.| 
growth of development of natural!"’"g Day, secretary. Mr. Colby) 
‘resources and industrial and com- | @S been secretary-treasurer. 
‘mercial expansion. 
| - Cycle-Flo to Ted Sommers 

e@ Canada’s motion picture indus-| Cycle-Flo Co., Milford, Conn.,| 
try produced 111 TV commercials has appointed Ted Sommers Inc., 
in 1952, of which 95 were made in| Bridgeport, to handle trade and in- 
Ontario. 


[= + new fire safety equipment, 
cketair sks. T is | 
© In 1951, more than 80% of all|pChetaire, masks. The product is| 
births in Canada occurred in hos-/j fire fighting and industrial use. 


dustrial advertising on the com-. - 
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Clients Like These Know 
WE KNOW CANADA 


@ One of the world’s largest 
Food chains. 

@ Leading U.S. Industrial Instru- 
mentation manufacturer. 

@ Famous U.S. Pet Food com- 
pany. 

@ Leading Hat manufacturer. 

@ World-famed Aircraft: manu- 
facturer. 

We will be glad to furnish data 

on marketing in Canada to 

Advertisers and Agencies with- 

out obligation. 


PAUL - TAYLOR - PHELAN 


LIMITED 


Advertising Agency 
TORONTO, CANADA 


All Media Franchises 


the world to Canada were $2.2 bil- 
lion in the first half, with Ameri- | 
can goods representing 76% of the 
total, or $1.4 billion, and Canadian 
exports to the U. S. were $1.2 bil- 
lion in the first half. 

In common with other agricul- 
tural exporting countries, Canada 
has eyed the mountainous agricul- 
tural surpluses being amassed in 
the U. S. with considerable con- 
cern. If the U. S. were to dump its 
food surpluses on the world mar- 
ket, valuable export trade would 
be disrupted. 


s Despite these _ uncertainties, 
Canada acts confident about its 
future as a trading nation. The hot- 
test subject among Canadian busi- 
ness men is the St. Lawrence Wa- 
terway. Canadians want it built. 
They tell an American, confident- 
ly and without braggadocio, that 
it will be built—by Canada alone 
if the U. S. continues to drag its 
feet. 

These Canadian business men 
envisage all the lake cities as 
world seaports. They see it, in the 
phrase of one Canadian business 
man, as “revolutionary in its ef- 
fect—it will do for the midwest- 
ern cities what the Panama Canal 
did for your West Coast seaports.” 
It will, its apostles reiterate, cut 
freight rates, encourage manufac- 
turing, and bring cuts in distribu- 
tion costs. 


® In fact, to the detached observer, 
one of the great factors in the Ca- 
nadian market is the infectious 
confidence of the people living in 
it. Mr. Laurier’s prediction seems 
to hang over the land, and to have 
given each Canadian a sort of un- 
shaken belief in the future of his 
country, the more impressive be- 
cause it lacks the raucous “boost- 
er-ism,’” which is all too familiar 
to Americans. 

“Canada is on the threshold,” a 
Canadian business executive told 
AA, “of the same growth pattern 


the ’90s.” The implications of the 
Paley report, which made a mo- 
mentary impression in the U. &., 
were not lost on Canada. Her great 
mineral development, and her in- 
creasing status as a “have’”’ nation | 
in the most important ingredients | 
of a world dependent on metal- 
lurgy, will mean much in the fu- 
ture not only to Canada and the 
U. S., but the world as well. 


which struck the United States in th 
} 


The Medici 


The Calgary Herald 
The Edmonton Journal 


Reliance Mfg. to Richards 


Reliance Mfg. Co., Chicago, 
maker of Big Yank work clothing, 
Ensenada men’s apparel, and Kay 
Whitney, Glenbury and Happy 
Home dresses for women, has ap- 
pointed the Chicago office of 
Fletcher D. Richards Inc. to handle 
advertising for all products. Pre- 
viously, Earle Ludgin & Co., Chi- 
cago, had the account. 


THE 7 SOUTHAM NEWSPAPERS 
The Oftawa Citizen 
The Hamilton Spectator 
The Winnipeg Tribune 


The Vancouver Province 


THE 7 SOUTHAM NEWSPAPERS OF CANADA 


REACH OVER 1,500,000 CANADIANS EACH PUBLISHING DAY 


YOU'LL FIND 
PLENTY 

OF PEOPLE 
LOOKING 


In Canada there are 3,287,384 families to be housed, 


fed and clothed. There are over 4 million wage earn- 


ers with effective annual net buying incomes averaging 


$4336 ver family. These wage earners, seeking to 


supply the necessities and luxuries the Canadian stand- 


ard of living demands, are the potential prospects for 


the goods and services you have to sell. 


Canada’s population is rapidly growing. The Do- 


minion Bureau of Statistics estimates that at the end of 


1952 there has been an increase since the 195] 


census of over 600,000. Advertisers would do well to 


take advantage of this rapid growth. 


ne Hat News 


Angeles and San Francisco. 


There are over 12 million Canadians who read a 
Southam newspaper each publishing day. Reach them 
through the columns of their favorite paper. Be sure 
to include it in your fall and winter campaign. 

For full market data about these fast growing com- 
munities please communicate with Conklin and Wood- 
ward, 22 East 40th Street, New York 16, N. Y., or any 
of their branches at Detroit, Chicago, Atlanta, Los 
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Long Co. Sets Sales Meet 

W. E. Long Co., Chicago agency, 
will hold its annual advertising 
and merchandising conference Nov. 
30 through Dec. 2 at the Drake 
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Hotel in Chicago. The conference, 4 A A 4 S By Fi d M = ..,| The p.r. department may handle 
which has been held for the past | tu: y In S any Top Agencies accounts which are not agency cli- 
20 years, is open to sales managers | ents, it is supposed to show a profit, 
and key personnel of independent | operates on a monthly retainer 


| curred. It has a minimum fee (un- 


wholesale bakeries in the U.S. Don’t Ha 7e Public Relations Service fee plus mechanical costs as in- 


Contact Our National Representatives 


JANN & KELLEY, INC. 


4 S'OUA city 


ee ; “sgconeNME 


Sioux City Newspapers blanket the 
i-state Siouxland * market area 
with selling power SECOND TO 
NONE! 


POPULATION 814,800 
(81,570 Farm Fam.) 


GROSS FARM INCOME 
‘ $1,025,239,000 
(Exceeds 37 States) 


RETAIL SALES $938,214,000 


The Sioux City Journal. 


.JOURNAL-TRIBUNE- 


uae NATIONAL REP. JANN & KELLEY, INC. 


(SALES MANAGEMENT) 


(Continued »*om Page 2) 
| ployes. Clients a « Blue Bell Inc., 
Champ Hats, Avondale Mills, 


Yardley of Lond 1, Bostitch, Day- | 


strom Furniture jivision of Day- 
strom Corp., DeBcers Consolidated 
Mines, Atlantic Kefining Co., Sup- 
plee-Wills Jones Milk Co., Cole- 
man Co., Johnson & Johnson’s den- 
‘tal floss division, National Dairy 
Products Corp., Pennsylvania Co. 
for Banking & Trusts, E. Leitz Inc. 
(Leica cameras and accessories), 
Bissell Carpet Sweeper Co., and an 
| unannounced program for a major 
industry. 

The agency doesn’t handle p.r. 
clients who are not agency clients, 
| expects to show a profit on the p.r. 
_department, uses a fixed fee plus 
"expenses for charges and has no 
/minimum fee. It offers broad-scale 
_p.r. service, product publicity, pro- 


/motional services in combination 


with the advertising campaign, and 
is sometimes consulted on institu- 
tional copy but does not prepare it. 
_G. M. Basford Co. has p.r. of- 
fices at 60 E. 42nd St., New York, 
and the Leader Bldg., Cleveland. 
The service is headed by John Sas- 
so, v.p., with more than 12 em- 
ployes. Clients are Air Associates, 
AGA division of Elastic Stop-Nut 
Corp., Carborundum Co., Cast Iron 
Soil Pipe Institute, Committee on 
Large Plastics Moldings of the 
SPI, C-O Two Fire Equipment Co., 
Elastic Stop-Nut Corp., Ford In- 
strument Co., R. Hoe Co., Commit- 
tee of Stainless Steel Producers of 
the American Iron & Steel Insti- 
tute, Standard Toch Chemicals, 


‘Thomas & Betts, West Disinfect- 
\ing Co., and the Campco division of 


Chicago Molded Products. 


heir income is. high—the TIME 
amily’s median income in Canada 
is $5,178—more than double the 
average Canadian family income, 


And TIME-reading wives play an 
important role, The average TIME- 
reading woman in Canada owns 
$609 worth of jewelry and her 
family has 2.2 charge accounts, 


They are well educated, 61% of all 
TIME subscribers in Canada at- 
tended college or university, 
Among graduates, TIME has a 
higher proportion of its audience 
thanany other magazine inCanada. 


They are young—their median age 
is 39 years, 


They are active in community af- 
fairs—members of private busi- 
ness, professional and technical 
clubs... country and winter clubs 
... church groups and fraternal 
clubs,,..and they hold public office. 


They are frequent travelers—for 
business and pleasure. On a recent 


survey among TIME subscribers in 
Canada, 79% reported they 
planned to travel during the year 
... 56% said that members of their 
family would accompany them. 


They are professionals—90% of 
TIME’s subscribers in Canada are 
in business, the professions or gov- 
ernment. TIME is the preferred 
magazine of engineers in Canada, 
and is voted “most influential” 
with a 2 to 1 lead over the next 
publication. Among doctors in 9 
cities across Canada, TIME is the 
first-choice magazine, 


PICTURE 
of the 
TIME-READING 
FAMILY 
in CANADA 


‘The 156,000 families 
who read TIME 


ean rer 


“best customers for 
a re 


ADVERTISING OFFICES: 
Montreal, 910 Sun Life Building 


Teronto, Bank of Nova Scotia Building 


They are homeowners. 59% of them 
own their own homes; 22% own 
other property. TIME-reading 
families in Canada own more, and 
buy more household appliances 
than the average Canadian family. 


Brak My oar Set 
They are car owners—78% own 
cars, and there are 91 cars per 100 
car-owning TIME families, 


91°), have life insurance. 

77% own some kind of securities — 
60%, own Canada Savings Bonds; 
54% own other stocks or bonds. 


91°), have savings accounts. 


mee) 
i @ uy 
} 


They are good hosts —entertain 
more than half a million guests at 
home each week. 


They are business executives — 
among men in business who read 
TIME in Canada, more than three- 
quarters hold such positions as 
president, chairman of the board, 
managing director, department 
head. 


Their hobbies include reading, fish- 

ing, gardening, hunting, golf, pho- 
tography, sailing, boating, music, 
farming, riding, bridge, skiing and 
many more, 


|stated), offers promotional serv- 
ices in combination with an adver- 
tising campaign, and is set up to 
_ publicize all client company activi- 
| ties from management through re- 
' search and distribution. It is usual- 
‘ly consulted on institutional copy, 
but does not prepare it. 

Batten, Barton, Durstine & Os- 
born has p.r. offices in New York 
and Detroit, with W. Barry Mc- 
Carthy, director of public relations 
and publicity, and 40 employes. It 
performs varying services for 50 
clients (undisclosed), ten of whom 
_use the department for p.r. counsel 
and sporadic p.r. assignments, and 
six who (along with the other ac- 
counts who use the department for 
| product publicity) also employ the 
department full-time for p.r. work. 

There are no p.r. clients who are 
not advertising accounts, and out- 
side counsel is sometimes retained 
for a special job (e.g., governmen- 
tal contact). The department is 
primarily intended for client serv- 
ice, most of the service is in the 
broadcasting field, and fees are 
computed by staff time assigned to 
the job. There is no minimum fee 
for p.r. areas, but there is one for 
continuing clients in product, AM 
and TV publicity. The amount was 
not disclosed. 


Beaumont & Hohman’s p.r. de- 
partments are in Chicago, Detroit 
and Charleston, W. Va., headed by 
T. D. Gibbons, manager of the pub- 
licity and p.r. department. The 
number of employes was not listed. 

The only client listed was Grey- 
hound lines; no clients are han- 
dled who are not advertising ac- 
counts, and outside counsel is oc- 
casionally retained. 

The department aims to break 
even but not at the expense of 
failing to do a good job for the 
client on a fixed fee plus out-of- 
pocket cost with no minimum fee. 
It operates primarily on product 
and service publicity, with em- 
phasis on employe relations. It 
consults on institutional copy but 
| does not prepare it. 

Benton & Bowles’ p.r. offices are 
at 444 Madison Ave., New York, 
and the Equitable Bldg., Holly- 
wood. Holcombe Parkes, a v.p., is 
head of the department with 32 
employes. Six advertising clients 
are represented for p.r. by the 
agency but it has no outside ac- 
counts. Outside help is occasional- 
ly used for publicity or promotion 
purposes. B&B’s p.r. services are 
provided primarily for client serv- 
ice and not intended to produce 
profits, although the agency at- 
tempts te break even wifh a time- 
charge plus overhead fee system 
There is no minimum fee. 

The department offers broad 
scale p.r. service, product publici- 
ty, radio and TV publicity and pro- 
motional services in connection 
with advertising as its clients re- 
quire them. Public relations fees 
are not capitalized in the agency’s 
billings, and the department con- 
sults on, but does not write, insti- 
tutional copy. 


Leo Burnett Co. has p.r. offices 
in New York at 677 Fifth Ave., 
and Bill Treadwell is director of 
p.r. with 12 employes. Its clients 
include Kellogg Co., Mars Inc, 
Hoover Co., International Har- 
vester, Green Giant corn niblets, 
and some work for the Tea Coun- 
cil, Pillsbury and the Burnett 
agency itself. 

The department does not handle 
non-advertising accounts, some- 
times retains outside counsel! on a 
fee-charge plus overhead with a 
‘set budget for each project and 
‘no minimum fee. Clients are of- 
fered broad-scale p.r._ service, 
product publicity, broadcast pub- 
licity and promotion witn adver- 
tising campaigns. Public relaticns 
fees are capitalized in agency bill- 
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READY FOR CHRISTMAS—Monsanto Chemical Co. has scheduled this spread plus 


another full page for Good Housekeeping’s December issue. The ad, which features 

18 Lustrex plastic toys, their manufacturers and prices for Christmas shopping par- 

ents, is the largest single toy ad ever run in Good Housekeeping. Gardner Adver- 
tising Co., St. Louis, is the Monsanto agency. 


ings, and the department consults 
on institutional copy but seldom 
prepares it. 

Campbell-Mithun maintains a 
p.r. office at 1370 Northwestern 
Bank Bldg., Minneapolis. Tres 
Goetting is public relations direc- 
tor, with five employes; Ralph 
Zeuthen is v.p. and account execu- 
tive on major v.r. accounts, and 
serves as supervisor of p.r. activi- 
ty. Although the agency did not list 
its p.r. accounts, only one is han- 
dled that is not an advertising ac- 
count. Outside counsel is some- 
times retained. 

The department aims to show a 


| Cockfield, Brown & Co. Lid. has 
p.r. departments in Montreal, To- 
‘ronto, Winnipeg and Vancouver. 
_J.N. Kelly is director of public re- 
lations, with 18 employes. Although 
its public relations clients were not 


listed, the department handles p.r. 
accounts which are not advertising | 
clients and does not hire outside | 


| counsel. 

| It aims to show a profit and uses 
|both fixed fees and time-eharge 
|plus overhead as bases for charg- 
ing. It has a minimum fee (undis- 
closed), and offers a broad-scale 
|public relations service. Agency 
‘billings include capitalization of 


profit. Its charges include fixed |p.r. fees, and the department usual- 
fees, time-charge plus overhead,|ly consults on (and sometimes 
and an assignment basis; it has no | writes) institutional copy. 
minimum fee. It offers broad p.r., Compton Advertising’s p.r. of- 
services and is sometimes con-/|fices are at 630 Fifth Ave., New 
sulted on institutional advertising York, and in the Equitable Bldg., 
copy. Hollywood. Joseph Fieid is p-r. 
Cecil & Presbrey has a p.r. of- | director, with five employes. 
fice at 247 Park Ave., New York. | Clients include several Procter & 
The department is headed by |Gamble brands; Arthur Guinness 
Franklin Brill, v.p. and p.r. direc- Son & Co.; Campbell Soup Co. 
tor, with ten employes. (pork and beans), and Cochran 
Clients include Sylvania Elec- | Foil Co. It doesn’t handle accounts 
tric, “Danger”? TV show, Graflex | which are not advertising clients, 
and Minnesota Mining & Mfy. The |rarely hires outside counsel. The 
department may have clients which | department is supposed to “break 
are not advertising accounts but|even” and uses time-charge plus 
does not retain any outside p.r. | overhead in making charges. It has 
counsel. The department aims to!no minimum fee. Broad p.r. serv- 


show a profit, uses fixed fees (no 
minimum fee) and offers broad-_| 
seale p.r. service. It neither con- 
sults on nor prepares institutional 


ices, product and broadcast pub- 
licity, and promotion in combina- 
tion with advertising are offered. 
The department occasionally con- 


sults on institutional advertising. 


copy. 


DUPLIC ‘ATE ORIGI NAL 


ss ENC ;RAVINGS 


PROCE 


AT IMP¢ IRTANT SAVINGS 


An exclusive development. 


Where multiple insertions 0 
1 break simultaneously 


the same at ; 
furnish 


it is now possible to 
each publication its own 
originals and progressive 
proofs at a cost only 
slightly above patent-ty pes- 


CNGIUUOVSs FHC 


B tiful Color Work « Outstanding Black & White 
eau y 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 


Cunningham & Walsh’s p.r. of- 
fice is in New York, headed:by R. 
L. Strobridge, secretary, and H. S. 
Johnson, manager, with 20 em- 
'ployes. Its clients are Texaco, In- 
/ ternational Silver, Wheeling Steel, 
‘Permutit Co., Walter Kidde, Chase 
|Brass, Greist Mfg. Co., United 
“World Castle Films, New York 
Chamber of Commerce, Holmes & 
|Edwards and Sunshine Biscuit. 
| The department handles p.r. 
clients who are not advertising 
does not hire outside 


accounts, 


counsel, except for merchandising 
or packaging, and is supposed to 
show a profit. It operates on fixed 
fees, has a minimum fee (un- 
stated), and figures that about 70% 
of its time is spent on product pub- 
licity or institutional publicity. It 
does not usually consult on institu- 
tional copy, although it has on oc- 
casion written the copy. An en- 
tirely separate department is main- 
tained for Liggett & Myers Tobac- 
co Co. p.r., with ten permanent 
people and three more added dur- 
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ing the baseball season. This group 
handles radio promotion and pub- 
licity, trade relations, community 
relations, financial publicity, prod- 
uct publicity, etc. 

Doherty, Clifford, Steers & 
Shenfield maintains a p.r. office 
at 350 Fifth Ave., New York, 
headed by Richard Fehr, v.p. and 
p.r. director, with six employes. 
Clients include Borden Food Prod- 
ucts Co., Bristol-Myers Co. and 
several others which were not 
listed. The department may han- 


THE CONSUMER 


Over 


— 
THE RETAILER AND 
THE MANUFACTURER 


IN OTTAWA 
A. & P. Stores sell the big family French-speaking 
market through “Le Droit”. 


IN OTTAWA 


He — ; 


400 national 


advertisers, 


merchandising 


through grocery outlets, also use “Le Droit’ to 
sell this rich and growing market. 


DAILY CIRCULATION OVER 26,000 B 


Head Office and Plant, 368 Dalhousie St., Ottawa — H. E. Lemieux, Director of Advertising. 
Toronto Branch Office, 112 Yonge St., EMpire 3-9903 — Vern B. Moore, Manager. 
U.S. Representatives — Shannon and Associates. 
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dle clients who aren’t advertising 
accounts. 

It sometimes retains outside 
counsel, and is supposed ta show a 
profit, with fees based on time- 
charge plus overhead. It has a 
minimum fee, undisclosed, and 
offers broad-scale p.r. service; it 
sometimes consults on institutional 
copy but seldom prepares it. 

Geyer Advertising has a p.r. de- 

partment in New York, headed by 
Edward F. Thomas, v.p. and p-r. 
director, with six staff employes 
plus personnel from other depart- 
ments. The agency did not list its 
p.r. clients, but the department 
may handle accounts which are not 
advertising clients. No outside 
counsel is retained. 
“The department is supposed to 
show profit on non-advertiser ac- 
counts, and to break even on ad- 
vertiser accounts as a client serv- 
ice. Charges are based on a fixed 
fee plus expense basis with no 
minimum fee. Broad-scale pr. 
service and product publicity are 
offered but the department neither 
consults on nor prepares institu- 
tional advertising. 

Grant Advertising has p.r. de- 
partments in Chicago, New York, 
Detroit and Los Angeles, under the 
direction of Jack Bailhe, p.r. di- 
rector, with 18 employes. The 
clients are Florist Telegraphic De- 
livery, Dodge and Chrysler Air- 


Temp divisions of Chrysler Corp., 
National Air Lines, Schlegel, and 
other accounts for which seasonal 
work is done (e.g., Folger’s, Oval- 
tine, Old Manse). 

The department may handle ac- 
counts which are not agency cli- 
ents, but outside counsel is not re- 
tained. The department is sup- 
posed to show a profit, using both 
fixed fees and time-charge plus 
overhead; it has no minimum fee. 
It offers broad p.r. and promotion- 
al services in combination with ad- 
vertising and is usually consulted 
on institutional copy, sometimes 
preparing it. 

Gray & Rogers maintains its p.r. 
department at 12 S. 12th St., Phil- 
adelphia, headed by Thelma Ber- 
esin, p.r. director and partner in 
the agency, with 24 in the depart- 
ment. Its accounts were not listed, 
although the agency points out that 
p.r. is handled for some accounts 
on an annual basis, others on a 
special project basis, and that a 
separate letter of appointment is 
used for p.r. accounts. The depart- 
ment not only handles outside ac- 
counts, but frequently accounts 
whose advertising is placed 
through other agencies. No out- 
side counsel is retained. 

The department is supposed to 


3 of a kind 


isa good hand 


Army Times, Navy Times 
and Air Force Times, The 
Network of Weekly Service 
Newspapers, are the best 
three cards you can hold when 
you are trying to win the 
huge 7 billion dollar Armed 
Services market. 


YOUR AD reaches servicemen 
and their families all over the 
world who spend many mil- 
lions for consumer goods in 
commissaries and Post Ex- 
changes. 


CIRCULATED in 12 editions 
all over the world, these popu- 
lar papers offer the widest 
service coverage of any serv- 
ice weekly publications. Low- 
est cost per thousand readers. 


Get sample copies, market data 
book from nearest office 


ARMY TIMES - NAVY TIMES - AIR FORCE TIMES 


ARMY TIMES 


PUBLISHING CO. 
3132 M ST. NW, 
WASHINGTON 7, D.C. 


Frankfurt. — 


Lendon 


show a profit and uses fixed fees, 
\time-charge plus overhead to a 
| yearly maximum, and other ar- 
‘rangements. Its minimum fee is 
$12,000 annually, plus collaterals. 
It offers broad-scale p.r., product 
publicity and promotion in combi- 
nation with advertising. The de- 
-partment always sits in on plan 
| board meetings, even if the client 
isn’t paying a p.r. fee, and prepares 
the copy if p.r. copy is indicated. 
Griswold-Eshleman Co. main- 


Advertising Age, September 28, 1953 


a 


"ANNOUNCING 


THE NEW 


STANDARD EIGHT 


OFOMOEED CAE + Heme Co08 « Stemerne  onnie 


| £339. 


Te nent Mme Company id Courant (ents Lonen , 
os 6m kse8 +. 06060808 facerees Cte © trem HIF etetny taunt Wengen —Fyx\en! van Landen Taeghane Camere 8168 


NEW BRITISH “BABY’’—This ad broke in every major British newspaper Sept. 15. 
it was an $85,000 announcement of Standard Motor Co.’s new “baby” sedan, re- 
portedly the most any advertiser has ever spent in one day in Britain. George Cum- 
ing Ltd. is the agency. The new Standard is an 8 h.p., no-frills model designed to 


give 45 miles to the gallon. It sells for $1,346 (including all taxes), lower than any 

other car on the British market with the exception of the Ford Anglia at $1,246. 

Ford-is expected to bring out its first postwar “baby” model very shortly to compete 
for Britain’s low-price automobile market. 


'minal Tower, Cleveland. Edmond 
_C. Powers is director of p.r., with 
eight employes. The agency’s p.r. 
/accounts were not listed but the 
|'department may handle non-ad- 


vertising accounts. It doesn’t hire | 


outside counsel. 

The department is intended to 
show a profit with a minimum fee 
| “based on thorough analysis of re- 
quirements.” It offers a broad- 
'seale p.r. service, and p.r. fees are 
included in agency billings reports. 

Kenyon & Eckhardt’s p.r. depart- 
ment is at 247 Park Ave., New 
York, headed by H. Davis, v.p. 
“in charge of promotion,” with 30 


|ing-publicity clients were not 
| listed, but two non-advertiser cli- 
‘ents are Ansul Chemical Co. and 
the National Assn. of Broom Man- 
ufacturers. 

No outside counsel is retained, 
'and the department is supposed to 
“break even.” Time-charge plus a 
fixed fee are used, and the agency 
has a minimum fee (not disclosed). 
The department combines three 
| divisions—merchandising, publici- 
| ty and women’s service. Public re- 
lations fees are not capitalized in 
'billings. The department doesn’t 
consult on institutional copy and 
only in a few cases has it prepared 


tains a p.r. department in the Ter- | employes. Combined merchandis- | it. 


Liv flatlia 


Wh 


° 
e 


ISING DOLLAR? 


Do you pay 


For 5,000 signs when only 500 are produced? 


| For triple billing on media? Radio? 


? 
¢ 


Almost untouched by modern Merchandising and Adver- 
tising techniques currently presents an import market of 


¥ 24.0.000000 


WHAT HAPPENS TO YOUR CENTRAL AMERICAN 
ADVERT 


Unfortunately, a great number of C. A. distributors still 
believe an advertising allowance is 90°|. ‘“pocketprofit” 


CENTRAL AMERICA’S ONLY NORTH AMERICAN AGENCY 


11 AVENIDA 5-38 


COOPERATING WITH AND FULLY 


GUATEMALA, C. A. 
e 

Market Analysis - Merchandising - Copy - Art - Photography 

Radio and Television 


Production Public Relations - 
+ 
Guatemala - E/! Salvador Honduras Nicaragua - 


TELEPHONE 3663 


Costa Rica 


PROTECTING ALL RECOGNIZED ADVERTISING AGENCIES 


Ketchum, MacLeod & Grove has 
a p.r. office in Pittsburgh. H. B. 


| Anderson, v.p., heads the depart- 
ment with 40 employes. 


Virtually all clients of the agen- 
cy are p.r. accounts, and the agen- 
cy has offered p.r. service for 
many years. Both p.r. account ex- 
ecutives and specialists are re- 
tained as required for particular 
| clients. 

Abbott Kimball Co. has p.r. of- 
_fices in New York, San Francisco, 
Los Angeles and London. The 
over-all department is headed by 
Alice White, associate publicity di- 
rector in charge of fashions, and 
Michael Hitzig, associate publicity 
director in charge of package prod- 
ucts. Clients include Schieffelin & 
Co.’s import division, F. C. Huyck 
& Sons, Kenwood Mills, Almay 
cosmetics, and the Holland Herring 
Fisheries Assn. It may handle non- 
advertiser accounts and retains 
‘outside counsel if necessary. 

The department is supposed to 
make a profit, using fixed fees and 
a minimum fee (unstated). It offers 
broad p.r. service, product pub- 
|licity, AM and TV publicity, and 
promotion in combination with ad- 
vertising. Public relations fees are 
capitalized in billings reports. The 
department consults on institution- 
al copy and sometimes prepares 
it. 

Kudner Agency’s p.r. offices are 


of a kind 


is a real winner 


Add another ace to the three 
in your hand and you’re way 
ahead. Add Air Force Daily 
to the Network of Service 
Weeklies and you get widest 
possible service coverage. 


CIRCULATION parallels the 
sweep of AFEX (Air Force 
Exchange) System, thus pro- 
viding the advertiser with a 
combined consumer paper 
and trade journal. 


AIR FORCE FAMILIES in 
Great Britain, Europe and 
North Africa depend on Air 
Force Daily (European Edi- 
tion) for all their daily news 
of home, the world and the 
service. 


Investigate the advantages of 
low-cost combination cover- 
age in all four of these widely 
read service publications. Full 
market and ‘‘How To Sell” de- 
tails are yours for the asking. 


AIR FORCE DAILY 


an 
ARMY TIMES PUBLISHING CO. 


publication 
HOME OFFICE 
3132 M ST. N.W., WASHINGTON 7, 0.C. 
LONDON OFFICE 
102 Park ST., W. 1, LONDON 
™~ 
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in New York and Detroit, and there 
are representatives in San Francis- 
co and Washington. Samuel D. Fu- 
son, v.p., heads a department of 
24 employes. Its clients were not 
listed, and agency policy is not to 
handle non-advertisers. Outside | 
counsel is sometimes retained. 

The department is “certainly” | 
supposed to show a profit, and a/| 
time-charge plus over-head basis 
is used in billing. There is no mini- 
mum fee. It offers a broad-scale 
p.r. service, doesn’t capitalize fees 
in reporting billings, and consults 
on institutional copy but doesn't 
prepare it. 

MacLaren Advertising Co. Ltd. 
maintains p.r. offices in Toronto 
and Montreal and K. A. MacGil- 
livray is director of p.r., with 12 
employes. The p.r. clients include 
General Motors of Canada Ltd., 
Canadian General Electric Co. Ltd., 
H. J. Heinz of Canada, the Can- | 
adian Life Insurance Officers | 
Assn., the Canadian Wine Institute, 
and Canadian Schenley Ltd. 

The department may handle cli- | 
ents who are not advertising 
accounts and sometimes retains 
outside counsel. It is intended for 
client service and not to show a 
profit, using a fixed fee and a min- 
imum fee of $500 per month. It 
offers a broad-scale p.r. service, 
and fees are capitalized in the 
agency’s billings. The p.r. group 
often consults on_ institutional 
copy, but does not prepare it. 

MacManus, John & Adams has 
a p.r. department in Bloomfield 
Hills, Mich. Zeke Cook is director 
of p.r., with one other employe. 
Mr. Cook works on all the agency’s 
accounts. 

No non-advertisers are handled, 
and outside counsel is sometimes 
retained. The department is in- 
tended for service to clients, not 
for profit. Out-of-town trips are 
billed at expenses plus overhead 
but there is no minimum fee. The 
department is primarily concerned 
with product publicity, and it 
neither consults on nor prepares 
institutional copy. 

Needham, Louis & Brorby has 
its p.r. department in Chicago with 
W. R. Miner as director. The num- 
ber of employes in the depart- 
ment and its clients were not 
listed. The department does not 
handle non-advertisers. It is in-| 
tended for client service but not to 
show a profit, using a fixed fee. 
It offers promotion in combination 
with advertising campaigns. | 

Young & Rubicam maintains p.r. 
offices in New York, Chicago, Los 
Angeles and Detroit. Y&R oper- 
ates most of its p.r. activities 
through a wholly-owned subsidi- | 
ary, the Bureau of Industrial Serv- | 
ice Inc., which is headed by Ken R. | 
Dyke, v.p., with 100 employes and 
services approximately 30 ac- 
counts, none of which is a non-ad- 
vertising client. 

Occasionally the bureau hires. 
outside counsel. It is intended to 
“break even” but primarily in- 
tended for client service. Time- 
charge plus overhead is used as 
a base for charges, with no mini- 
mum fee. The department offers 
product publicity and publicity for 
radio and TV. It consults on insti- 
tutional copy but doesn’t prepare 
it. 


Union Carbide Pushes Dynel 


Union Carbide & Carbon Corp., 
New York, is using full pages in 
Harper’s Bazaar, The New York 
Times Magazine and Vogue to 
promote new apparel uses of Dy- 
nel, the eompany’s textile fiber. 
These will be supplemented by ads 
in Good Housekeeping and news- 
papers. Anderson & Cairns, New 
York, is the agency. 


KGHL Joins Western Network 


KGHL, Billings, Mont., has 
joined the Great Western Radio 
Network, Salt Lake City. Addition 
of the station brings to ten the 
number of radio outlets compris- 
ing the Great Western Network, 
all of them NBC affiliated stations 
in Utah, Idaho and Montana. 


Eostern Offices: 110 E. 42nd St., New York 17—under monogement of A. H. KUCH 
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RETAIL SALES — 


| 19% AHEAD — ; 
greatest gain eC N 
— ) 

shown by 225 . cians f oF 


U.S. cities! 


Ask Detroit business men, "How's Business?"’—and here are the answers 
you get: 


For the first six months of 1953, automotive. business was 33% 
ahead of a year ago. Department Stores went 10% ahead. Apparel 
and Furniture stores showed 13° increases. Appliance sales 
were up 36¢,. Lumber and hardware —each up 11°. Drugs and 
Gasoline—each up 5‘;. Jewelry —up 8%. 


Of the 225 U.S. Cities reporting total retail sales, DETROIT showed the 
greatest 6-months gain of all! 


The reasons? e Detroit’s population has shown a tremendous gvowth. 
e 18,164 new homes were built the first half of this year alone. e Almost 
1)2-million workers are employed. e Average factory wage rates are nearly 
$90 weekly —highest of the nation’s major markets. 


Ask The Detroit News, ‘How's Business?’’—and here’s your 
answer: For the first 8 months of 1953, linage gains of The News over 
the previous year were MORE THAN A MILLION LINES GREATER THAN 
THOSE OF ANY OTHER DETROIT NEWSPAPER! The leadership of The 
News in its home market is today more pronounced than ever. 


450,054 Weekdays 552,238 Sundays ABC March 31, 1953 


The Detroit News 


THE HOME NEWSPAPER 
Owners ond operators of radio stations WWJ, WWJ-FM, WWJ-TV 


Western Offices: JOHN E, LUTZ CO., Tribune Tower, Chicogo 
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Clinton Foods Promotes Zinn Hotel to Picard, Marvin 

Robert Zinn, in charge of the Fort Montagu Hotel, Nassau, has 
company’s sales organization in appointed Picard, Marvin & Red- 
Oklahoma, has been promoted to field, New York, to handle its ad- 
Los Angeles sales manager of the vertising. National magazines, 
Snow Crop division, Clinton Foods newspapers, trade publications and 
Inc. . direct mail will be used. 


There’s nothing surprising 
about the fact that The Rotarian Magazine is doing a 
man-size selling job for its advertisers. After all, it 
reaches 301,885” executives who are among the more 
important people in their communities. Almost all of them 
read it rather thoroughly. And... here's the hook... 
these men have the money and the authority to buy just 
about anything you can 


think of for their homes The 
98 6 


een e hotariall 


WACKER DR... CHICAGO 1}, ILL. 


*301,885 ABC net paid, June 30, 1953 


CHALK TALKER—Cartoonist Virgil Partch (VIP) demonstrates his skill before the 
Los Angeles Art Directors Club, as club president Jack Roberts, Carson-Roberts, 
Los Angeles agency, looks on. 
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LIKE CAUFORNIA WITHOUT THE 
BILUON DOLLAR VALLEY OF THE BEES 


To pack real sales punch in California, be sure your newspaper 
schedule gives you coverage of the Billion Dollar Valley of the 
Bees. This rich inland area has more buying power than San Francisco 
and Oakland combined. And the favorite newspapers with 
folks in this region are the .. . 


Mc CLATCHY NEWSPAPERS 


THE SACRAMENTO BEE e THE FRESNO BEE ¢ THE MODESTO BEE 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 
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Cory’s Luxury-Type 
Electric Percolator 
to Bow in November 


CuHIcaGo, Sept. 22—A new auto- 
matic electric coffee percolator 
aimed at the luxury gift market, 
the Crown Jewel, will be intro- 
duced this November by Cory 
Corp. The retail price of the perco- 
lator will be $50 and advertising 
will be directed at “those people 
‘who are accustomed to insisting 
| upon the finest products available, 
regardless of price.” 

Initially, four-color pages will 
run in Gourmet, House Beautiful, 
House & Garden, The New Yorker, 
Sunset Magazine and Town & 
Country. 


® Because of limited production 
during the rest of this year, the 
company will introduce the brewer 
in the nation’s leading gift mar- 
kets only. Sales will be limited to 
distribution in a limited number of 
gift outlets in about 10 cities 
' throughout the U. S. 

| An intensive gift campaign will 
/concentrate on the New York and 
West Coast areas. 

The styling of the percolator fol- 
lows the Swedish modern-style 
trend, with a stainless steel body 
and a base of die-cast metal plated 
in 24-karat gold. 

Dancer-Fitzgerald-Sample is the 
Cory agency. 


Scruggs Buys AM 
Shows in St. Louis 


Str. Louris, Sept. 22—Radio has 
finally got a break here from a 
department store. Scruggs-Vander- 
voort-Barney, one of St. Louis’ 
three biggest stores, has signed a 
year-long contract to sponsor a 
weekly talent show on KMOX. 

This is believed to be the first 
time any St. Louis department 
store ever signed for more than a 
few spots on radio. 

The contract is a substantial one, 
too. The show, called “Teen 
O’Clock Time,” will be heard on 
|Saturdays from Scruggs’ own au- 
ditorium at 10 to 11 a.m., starting 
Sept. 26. Each week, teen-age tal- 
ent from one high school will be 
heard, backed up by the KMOX 
orchestra and guided along by em- 
cee Curt Ray. 

Commercials will be devoted to 
teen-age fashions, with the sug- 
gestion that students buy them at 
Scruggs. 

Although the store is sponsoring 
/most of the show, Motorola Inc. 
will share te some extent in spon- 
|soring “Teen O’Clock Time.” 

Hirsch, Tamm & Ullman is the 
| agency for Scruggs on the show. 


WKNB-TV Names Five Execs 


Dean Bafford has been ap- 
pointed publicity director of 
WKNB-TV, New Britain, Conn. 
Jack Fox, film director, has joined 
the Hartford sales office, as ac- 
count executive. Don McElwain, 
formerly with WHYN, Holyoke, 
Mass., and Jack Masla also have 
been named account executives at 
Hartford. Erwin Needles is Hart- 
ford sales manager. « 


Catalina Boosts Swimsuits 

Catalina Inc., Los Angeles mak- 
er of bathing suits and sweaters, 
will use a number of fashion mag- 
azines next spring to promote a 
new line of signature print swim- 
suits. The designs were created by 
members of Associated American 
Artists, New York. Retail store 
promotions will begin in January, 
1954. Foote, Cone & Belding is the 
agency. 


Appoints E. W. Reynolds Ltd. 


Construction Equipment Co., 
Montreal, has appointed E. W. Rey- 
nolds Ltd., Montreal, to handle its 
advertising and sales promotion. 
Initially, advertising will be di- 
rected to the building fields 
through a list of trade publica- 
tions, and direct mail. 
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Donaldson Elected aonsaeees ' en : = 
ANA Board Chairman 
CuHIcaGo, Sept. 22—Ben R. Don- 
: aldson, Ford Motor Co.’s director 
of advertising and sales promo-. 
a tion, has been elected chairman cf | 
r the Assn. of Na-| 
. tional Advertis- 
- ers’ board of di- 
y rectors. 
- Paul B. West 
g was reelected 
€ president of the 
g association. 
- Guy Berghoff, 
public relations 
y and advertising 
l, director, Pitts- 
£ burgh Plate Glass 
oi aan. SP t The E f the P | ad 
on ver ae die e Ear of the People an 
ted vice-chairman of the board. 
Also returned to the board for _ 
n three and two-year terms, respec- Ch th I: f th ad 
ange the Face o e Lan 
r " 
“4 ANA Meeting 
) 
»f tively, were William B. Smith, di- 
° rector of advertising, Thomas J. F.. nine years the World-Herald has been talking to the farmer and 
Lipton Inc., and Harry J. Deines, Filia e 
v general cdvertising manager, rancher about Soil Conservation, 
d Westinghouse Electric Corp. oe i ; , , 
It started in 1945 with a contest and $5,000 in prizes. Nine years of 
m =" Named to serve three-year contests and $45,000 later, the results are very apparent. You can see it 
e terms as directors were Storrs ; : 
y Case, Sun Oil Co. advertising man- in the land with better land practices. 
d ager; Edwin W. Ebel, General -_ ; 
Foods Corp. director of advertising You can see it in the farmer who has a more productive and stable 
e and merchandising; George Park, a ee Sa = . popes a ° 
advertising and sales promotion farm. You can hear it among the townsfolk who have seen what it means 
manager of General Electric Co.’s to the farmer and felt the results in their cash registers. 
marketing services division, and ; Ate 
M. F. Peckels, International Har- And now the entire state is served by Soil Conservation Districts— 
vester Co. consumer relations ‘ oF eae oneren e ek 
manager. a jump from 60 to &7 during the contests. 
ni poy segue wide sa Dagensenityrene va From the announcement of each new contest until the final award 
a cose Co. advertising manager, was 
- elected to a one-year term. dinners at the end of the year. The World-Herald carries hundreds of 
: Perfo Mat Issues Catalog stories and pictures about ee wee oun A apace “Save the eee 
a Perfo Mat & Rubber Co., 281 | edition plus on-the-scene reporting by the Farm Editor add to the high 
t rhe cchian thataee ine oo Ban readership the World-Herald gets in both town and farm home throughout 
it ways in which its rubber Adver- the vear. 
a mats may be used. The product is 
anna’ Ga au tees pene And for advertisers it is proof of readership and influence that guides 
. other places, and containing brief people to action. In The World-Herald you have the one medium in this area 
advertising messages. . - : Le ; 
. | that puts your sales story in 3 out of 5 homes in this rich 103-county area. 
‘ Expands Radio Coverage | 
E International Harvester Co., Chi- 
i cago, has increased its station line- 
vd up for “Man on the Go” from 65) 
< to 135 NBC radio stations. The 
- Monday-through-Friday quarter- 
hour session started early in Sep- 
O tember. Young & Rubicam is the 
a agency. 
t 
= 
: 10 OPEN THE DOOR Omaha World-Herald 
( 5 on ee READ IN 3 OUT OF 5 HOMES 
70 THE - eS. IN NEBRASKA AND WESTERN IOWA aw 
CONSTRUCTION soe” a market of 11/, million people 
MARKET . with 2 billion dollars to spend 
f 
, 250,832 Daily 258,372 Sunday 
= Publisher's Statement for March 31, 1953 
, 
e 
t O'MARA & ORMSBEE, National Representatives 
- New York, Chicago, Detroit, Los Angeles, San Francisco 
* . * 
Multi-Biilion Dollar 
a 
Associated Construction Publications 
" Construction Bulletin Mid-West Contractor 
; Construction Digest a oad 
Constructioneer New England 
Construction 
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Construction News 
Monthly 


Southwest Builder 
and Contractor 


Dixie Contractor 


Texas Contractor 


Michigan Contractor 
and Builder 


Western Builder 


: For Information Write: "ies 
; G. L. ANDERSON 


1022 Lumber Exchange Bidg., Minneapolis, Minn, a : — — 
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A Business Paper Success Story... 


India’s Burlap Market Recaptured 
in U.S. as Research, Ads Pay Off 


New YorK, Sept. 23—How a dis- 
astrous sales slump was reversed 
and the larger part of a lost mar- 
ket recaptured in little more than 
a year by means of a carefully 
planned and vigorously executed 
industry program has been ex- 
plained to AA by William A. Nu- 
gent, v.p. and director of public re- 
lations of the Burlap Council. 

The war and its aftermath al-| 
most ruined the market for burlap 
in the U. S. Short supply, high 
prices and the competition of cot- | 
ton, bulk handling, multi-wall pa- 
per bags, and other types of con- 
tainers, had cut burlap sales to a. 
record low. | 
s By 1951, burlap had lost 51% 
of its yardage market in the U. S. 


Calcutta, 


The Burlap Council, a trade and 


informational group, financed by 
the Indian Jute Mills Assn. of 
was organized to do 
something about the situation. 

It did three things: (1) outlined 
an industry program based on a 
market survey; (2) undertook a 
promotional program, and (3) 
launched an advertising campaign. 

Burlap consumption in the U. S. 
increased 54.3% during 1952 over 
the record low of ’51. Shipments of 


8 It should not 


burlap from India to North Ameri- | 


ca last year totaled 823,054,500 
yards, a gain of 47.8% above the 
556,338,400 yards shipped in ’51. 

As the Daily Miil Stock Reporter 
said, in its issue of Jan. 13, “Burlap 
has staged a definite comeback. 
Again burlap is being utilized by 


ie 


Sirah os a aaa 
LEN See 


age 


Jnited States in 
ed near normal 
pects for con- 
it in the burlap 
e favorable in- 


consumers in th 
what may be c 
volume. And p 
tinued improver 
market position 
deed.” 


e assumed that 
cil claims full 
te the contrary. 
noted that its 
rought to light 
‘ould not be ig- 
ong these was 
dence that the 


the Burlap Ceo 
credit for this. ¢ 
But it should 
market survey 
several facts tha 
nored. Chief a 
overwhelming ¢ 
price of burlap threw the door 
wide open for c mpetitive substi- 
tutes to take over the American 
market. 

In the early pari of ’51, 10-ounce, 
40” burlap was quoted at 34¢ a 
yard, an alltime high. By the end 
of the year the price had dropped 
to about 25¢. By the end of ’52 it 
had gone down to the current quo- 
tation of about 13¢ a yard. 

Coupled with this return of bur- 
lap prices to economically compet- 
itive levels was the increased 
quantity and 


dependability of Mfrs. 


supplies, and a substantial increase 
in consumption by American us- 
ers. 


a The Indian Jute Mills Assn., | q 
which sponsors and finances the | 


Burlap Council, is a 70-year-old 
organization representing about | 
/100 mills that employ 300,000 peo- | 
ple. North America takes about | 
64% of the burlap output of these | 
mills. This represents about 26% | 
of India’s total dollar earnings. The 
Government of India has indorsed | 
the association’s program, and this | 
year made an initial token appro- 
priation of $25,000 toward financ- | 
ing the American marketing pro-| 
grarn. 

The Burlap Council’s industry | 
program, which includes advertis- 
_ing, is guided by an advisory com- 
'mittee made up of representatives | 
|of five groups concerned with the | 
sale and use of burlap. These are 
ithe Burlap & Jute Assn., com-. 
_posed of importers and brokers of 
|raw jute and burlap; Textile Bag 
Mfrs. Assn., and Independent Bag 
Assn., both composed of 


Textbook of the industry 


The lesson for today is—“How to Successfully Operate a Hotel.” 
The textbook — HOTEL MANAGEMENT. 


For more than a quarter of a century, decision-making hotel executives in this 


lucrative $2,400,000,000 market, have leaned heavily on the advice and ideas featured 
monthly in the nation’s No. 1 hotel publication - HOTEL MANAGEMENT. 


Manufacturers, recognizing the importance of HOTEL MANAGEMENT fo the hotel operator, 
have consistently placed more advertising among its pages than any other publication. 


able figures. 


201 No. Wells St., Chicago, III. 


Now available, for the first time, is a 25-page 
book which outlines the national restaurant 
and hotel market for food service equipment 
and refrigeration. This book breaks down the 
600 million dollar basic food service equip- 
ment market into easily read and understand- 


Also included are sales tips on whom to sell, 
the best time of day for making calls on all 


types of eating-out establishments and what 
the buyer wants most to know about equipment 
and refrigeration. Market information is broken 
down geographically and by trading areas. This 
book can be an invaluable aid to advertising 
and sales personnel for planning advertising, 


distribution and sales strategy to the 10 billion 


AHRENS PUBLISHING COMPANY, INC. publishers of 
71 Vanderbilt Ave., New York 17, New York Hotel Management, Restaurant Management, 


dollar restaurant and hotel industry. 
A copy is yours for the asking! 


Restaurant Equipment Dealer, Hotel World Review, 
Travel America Guide, Frozen Food Age. 
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BURLAP CAMPAIGN—Emphasis in all ad- 
vertising by Burlap Council is to show why 


| burlap is both useful and economical. Cur- 


rent advertising like this is running in 
farm publications. J. Walter Thompson Co. 
is the agency. 


manufacturers of new burlap bags; 
National Burlap Bag Dealers Assn., 
and Canadian Used Textile Bag 
Mfrs. Assn., made up of dealers 
and converters of used bags. 


@ Heading the council is Alexan- 
der Low, representative of Indian 
Jute Mills Assn. in North America. 
A native of Scotland, Mr. Low 
spent 30 years in India as manager 
of 13 jute mills. His father and 
grandfather also were in the jute 
industry. Although Mr. Low had 
retired from active business in 
1949, the jute mills association 
induced him to come here to make 
a market survey and recommend 
action. The result was organization 
of the council. 

Last year the council launched 
\its initial advertising program. J. 
Walter Thompson Co. was ap- 
pointed advertising agency, and 
page advertisements in two colors 
were used in six farm and busi- 
ness publications (AA, Oct. 6, 52). 
,|Emphasis was placed on the price 
_reduction of burlap. Major part of 
the campaign was channeled pri- 
_marily to the potato and feed mar- 
kets, which together account for 
_about 60% of the U. S. burlap bag 
| market. 


® The list of publications cur- 
rently used by the council includes 
| American Poultry Journal, Daily 
Mill Stock Reporter, Farm Jour- 
| nal, Feedstuffs, Hoard’s Dairyman, 
| Institutions, The Packer and Pro- 
gressive Farmer. 

Copy stresses how farmers 
can benefit by using burlap bags 
because of their resale value 
and numerous uses. In addition, it 
offers literature to aid farmers in 
caring for empty burlap bags so as 
to get the highest resale value, 
and gives hints on burlap handi- 
craft for farm homes. 

Stimulation of demand for bur- 
lap bags at the grass roots level, 
Mr. Nugent says, is necessary to 
show packers of feed and other 
farm supplies that a preference for 
burlap bags exists. 


@ The council has both a short 
range and a long range program. 
|The objectives of the former in- 
|clude: (1) regaining and holding 
the competitive position of burlap; 
_ (2) stimulating demand for burlap 
packaging; (3) increasing burlap 
‘consumption by promoting new 
uses; (4) sustaining contact with 
burlap consumers, and (5) re- 
establishing American confidence 
in burlap supplies and _ stability 
of prices. 

Long-range objectives: (1) pro- 
tecting jute industry good will 
against any future loss of Ameri- 
can confidence; (2) increasing in- 
dustry cooperation in developing 
and maintaining the American 
market; (3) winning friends for 
|burlap among all groups that in- 
‘fluence American burlap consump- 
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tion; and (4) keep telling the bur- 
lap story to America’s millions. 
“Burlap must regain more of 
the container market,” Mr. Nu- 
gent says. Before the war, in 


New York, Sept. 24—Although 


1939, it had about 70%. Today it|candy sales rose $4,000,000 last 
is just a little better than 30%. | year, the average American spent 


Competition is aggressive, well- 
financed and will fight to hold its 
gains. 

“Trade association advertising 
is an accepted sales tool in the 
American market, and we intend to 
use it to the fullest extent that 
our budget will permit.” 

The council’s current budget 


16¢ less on his sweet tooth than in 
1951. 
The National Assn. of Tobacco 


Distributors reported today that its 
/survey of candy and confectionery 


products distribution shows that 


'total sales hit $1.64 billion. The 


increase, however, did not keep 


/pace with the population increase. 


for advertising is $55,000. In addi-| Per capita sales at retail dropped 


tion, it has an extensive trade re- 
lations program. This includes the 
appearance of speakers with slide 
films at various trade and farm 
meetings, distribution of 10,000 
posters, 20,000 pamphlets and pub- 
licity for business papers, news- 
papers and house organs. 


8 Other aspects of the council’s 


program call for production of new | 
documentary films, development of | 
sales and technical data, and ad-. 


ditional trade and consumer ad- 
vertising. 

Mr. Nugent, formerly public re- 
lations director of Grocery Mfrs. 
Assn. of America, believes that, 
while a good start has been made 
by the council in winning back the 
North American for jute products, 


the need for continuing effort is. 


imperative if the market is to be 
extended. 


He considers the outlook highly | 
favorable “because burlap prices | 
are again competitive, supplies are | 


abundant and dependable, the in- 
dustry is being encouraged by the 


Government of India, and coop-_ 
eration of members of the industry | 
in the U. S. all add up to a come- | 


back for burlap.” 


Fortune Merchandising Gets 
Two New Franchise Items 

Fortune Merchandising Corp., 
Los Angeles, has acquired two new 
properties for the mass food mar- 
ket to be franchised under its plan. 
One is for adults, the other for 
juveniles. For the adult merchan- 
dising, Fortune has signed the Var- 
gas girls, created by artist Alberto 
Vargas. They will be used in the 
mass foot, beverage, dairy and 
bakery industry promotions. 

For the juvenile field, Fortune 
will offer “Rocky Jones Space 
Ranger” for full merchandising in 
the mass food and beverage field. 


A contract has been signed with} 


Space Ranger Enterprises, Culver 
City. ‘“‘Rocky Jones Space Ranger” 
is a new television 
produced by Hal Roach Studios. 


‘Time’ in Store Promotion 

Time is launching a merchandis- 
ing campaign among leading de- 
partment stores throughout the 
country. The theme is taken from 
Time’s own advertising slogan, 
“What in the World Interests 
Women.” The first store in which 
the promotion will run is Pizitz, 
Birmingham, Ala., which this year 
was named No. 1 Brand-Name 
Store by the Brand Names Foun- 
dation. Pizitz newspaper advertis- 
ing will promote the theme and 
all store windows will feature 
blowups of Time covers. 


Minra-Loat Names Agency 


Beckman, Hamilton & Associates, 
Los Angeles, has been named to 
handle advertising for Minra-Loaf 
low-calorie mineralized bread, 
franchised nationally by Kopco Co. 
A nationwide campaign is slated 
to begin in October on a market- 
by-market basis. Ads are currently 
scheduled for initial test campaigns 
in Billings, Mont., and Minneapo- 


lis-St. Paul. Plans for media in- 
clude newspapers, television and 
magazines. 


KLZ-TV to Telecast Nov. 1 

KLZ-TV, Denver, owned and op- 
erated by Aladdin Radio and Tele- 
vision Inc., is due on the air Nov. 
1. Equipment is being installed in 
the new radio-TV center in Den- 
ver by Aladdin. The TV transmit- 
ter building will be atop Lookout 
Mountain, 14 miles west of Den- 
ver. 


series being | 


‘from $10.72 to $10.56. 


Joseph Kolodny, managing di- 
rector of the association, attributed 
the decline to changes in distribu- 
tion policies that resulted in less 
candy being sold through whole- 
salers. 

Analyzing the survey, he recom- 


Candy Sales Rose Last Year, but Failed to 
‘Keep Pace with Population Rise, NATD Finds 


mended bigger ad campaigns to 
push candy as an impulse item, 
more coordination among manu- 
facturers, wholesalers and retail- 
ers and “re-examination” of dis- 
tribution policies. 


8 More than half of all candy sales 


(50.2% ) were bar goods and spe- | 


cialty items, NATD found. Package 
goods accounted for 25.4%, bulk 
goods for 19.5% and penny prod- 
ucts 4.9%. Per capita of bar goods 
and specialties declined last year 
31¢ on a per capita basis, packaged 
goods increased 14¢, bulk goods 
increased by 4¢ and penny goods 
declined 3¢. 

About 56.9% of all candy and 
confectionery products sold at re- 
tail last year were distributed 


through wholesalers. This is a) 
1.28% decline from 1951 figures. 
Dollar volume and per cent of to- 
tal sales for each wholesaler group 


were found to be as follows: 
VOLUME % 


WHOLESALER DOLLAR SOLD AT 
GROUP VOLUME RETAIL 
Tobacco $354,860 000 46.0 
'Confectionery .. 275,247,000 35.7 
Grocery 76,329,000 9.9 
Other Food 48,573,000 6.3 
Drug 4,626,000 0.6 
Misc. 11,565,000 1.5 


Syfrit to ‘Distribution Age’ 

Kenneth A. Syfrit, for many 
years in industrial sales and pro- 
motion, has joined Chilton Co.,| 
Philadelphia, as midwestern rep-| 
resentative of Distribution 
monthly trade publication in the| 
materials handling, transportation | 
and warehousing fields. Mr. Syfrit | 
will represent the magazine in 
nine midwestern states, maintain- | 
ing headquarters at the Chicago of-| 
fice, 30 N. Dearborn St. 
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NOW READ THIS— 
Publicity Specialists concen- 
_ trating exclusively on news- 
papers and magazines editor- 
ially and: pictorially on a na- 
tional level with both White 
and Negro press as ‘Working 


Publicists’s — we operate in 


-close coordination with Ad- 


vertising Agencies as well as 
any Commercial client direct 
—currently. retained by LIEB- 
MANN) BREWERIES = (RHEIN- 
GOLD), SCHENLEY and others 
—Inquiries Invited. 

i JOHN W. O'MALLEY 

+ Fisk Bldg — Suite 2001 

250 West 57th St. -— Circle 6. 

New York City 19, N.Y. 


MIDWEST 
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Mrs. Milton Gee 


<4 +».one of your 
7 ‘| 1,290,341 midwest 


<a) farm customers 


living. 


Sales Quotas Easier to meet 
Where Farm Incomes Are 
Double U. S. Average 


Thousands of Midwest farm 
families like the Milton Gees of 
Moorhead, Minn. are moderniz- 
ing their homes. They’re in the 
market for everything it takes for 
a change-over to “‘push-button”’ 


Inthe Midwest, farm population 
dominates and demand is readily 
converted into sales because: 


@ Incomes are more than double 
the farm average for the re- 
mainder of the country. 


@ Three times as many farmers 
have incomes of more than 
$10,000 a year. 

@ Their investments in buildings, 
land and machinery are also 
double. 


WRITE FOR "MASS IS CLASS" 


These buying power facts 
are contained in a special 
new study by the U. S. 
Census Bureau, com- 
paring Midwest Unit 
Farm Paper subscribers 
with other farmers in 

the nation. Write for 

your copy of this reli- 

able guide to more 

sales in the 8 Midwest 
states—where delivering your sales mes- 
sage to 1,290,341, or 9 out of 10, farm 
families is a one-package proposition of 
advertising in the five localized Midwest 
Unit Farm Papers . . 
plate at a substantial saving in rates. 


Sales Offices: 250 Park Ave., New York 17... 
59 East Madison Street, Chicago 3. . . Russ Build- 
ing, San Francisco 4... 1324 Wilshire Bivd., Los 
Angeles 17... 505 N. Ervay Street, Dallas 1. 


. One order, one 
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THE ADVERTISING: MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED : 


EXPERIENCED COPYWRITER 
wanted by major Chicago agency. Age 30 
to 45, with 5-10-15 years of good solid 
agency copy background—and still on the 
way up. Can scheme and write sound, 
hard-selling consumer campaigns. Would 
require minimum of supervision. Might 
be potential group head. Not afraid to 
work. Salary open. Send resume (‘no sam- 
ples) giving background and accounts 
worked on. 

Box 5942, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ml. 


Yeung man with layout experience to as- 
sist Printing owner develop creative serv- 
ice dept. Learn and advance with business. 
Fine future in Chicago. 
Box 5949, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
ADVERTISING ASSISTANT - For a divi- 
sion of a large corporation. We need a 
young man with a creative mind and 
some copywriting experience principally 


en product literature—a working know!}- | 


edge of the graphic arts and the common 
sense to help handle routine and adminis- 
trative duties in a busy four man depart- 
ment. There’s a lot of variety to this job 
and it ealls for getting along with a lot 
ef swell folks. The salary is in the §$5- 
6,000 range. The location is Deep South 
with a better climate—and in one of the 
most modern, air-conditioned office build- 
ings in the country. If you think this is 
what you're looking for, send us a letter 
telling about your experience and we will 
arrange for an interview. 

Box 5946, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Iil. 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 
COPY MAN - New York agency has open- 
ing for experienced industrial writer, some 
client contact. Send complete resume of 
experience, education and salary require- 
ments. 
Box 5944, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


ADVERTISING SALESMAN - must have 
proven ability, preferably experienced on 
business papers. Important territory (New 
York headquarters) of leading trade pub- 
lication. Salary and commission. Write 
fully giving age, salary, experience and 
other details. 
Box 5948, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


COPYWRITER WITH STRONG NEWS- 
WRITING ABILITY to handle several 
monthly industrial newsletters in agency. 
Must digest news in brief, breezy style 
Good earning potential and expanding 
opp. for right man or woman around 30. 
Reply conf. 

Box 5945, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Nl. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3- 4424 
BANKERS BLDG. CHICAGO 11, ILL. 
CIRCULATION DIRECTOR 
20 year old midwestern publisher needs 
seasoned circulation man. Must have 
broad experience in subscription procure- 
ment and fulfillment. Challenging oppor- 
tunity. Confidential. Write 
Box 5950, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Cn di ai a a i aid 
Why pin job hopes on 
dull “resumes” tha 
stand no chance —- don’t 
do you justice? Send 

JOB FAST amazing Magic Outline; 
plus & failure letters 

showing what NOT to do. FREE: Certified copy 

famous °'$50,000 Job-Letter’’. All only $1. JOB 


Quick for 13-page tested 
Job-letter instructions; 
MASTERS, Box 62, Dept. 104, Allegan, Mich. 


Expert Advertising Sercice 
at SUBSTANTIAL SAVINGS 


Your newspaper. direct mail, magazine radi and 
TVadvertising needs handled by Tep Talent now 


employed by some of the nation’s leading man 
ufacturers, retaslers and agencies Ly supply 
neg supple mentary income to these experts, ona 
part-time bases, we save you considerable money 


Finest quality seresice for wndirtdual jobs as well as 
Jor complete campaigns Write Box 650, ADVER 
TISING AGE, 200 E. Ihinois St, Chicago 11 


ART DIRECTOR 


EXECUTIVE 


Knowledge reaching into 
every phase of Graphic Arts 
—-strong on food, interior deco- 
ration, industrial. Experience 
includes: Art Director 4A 
agency, Executive Art Direc- 
tor and Vice President, engi- 
neer-designer, illustrator in 
own right. Creative, knows 
type. understands artists. Ex- 
perienced at contact. Young, 
energetic, systematic, depend- 
able, wears well. Will move. 
5figure salary. Suitable — 
agency, publisher, industry. 


Box 641 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


HELP WANTED 
PROMOTION MANAGER ....wi road 
experience, fresh ideas, outstanding abili- 
ty desired by WFMY-TV, Greensboro. 
This well established station needs a per- 
son who can plan and execute overall 


promotion of programs, station and mar- | 
ket on local and national level. Good sal- | 


ary for right person...opportunity to 
build department. Apply by letter only, 
giving full details about training and ex- 
perience, references and a small photo. 
INDUSTRIAL ADVERTISING COPY- 
WRITER FOR OHIO AGENCY. MUST 
HAVE GOOD ADVERTISING EXPERI- 
ENCE WITH ESTABLISHED INDUS- 
TRIAL ADVERTISER OR AGENCY. 


SALARY BASED ON EXPERIENCE 


AND ABILITY. 
REPLIES HELD CONFIDENTIAL. 
Box 5951, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Nl. 
FRED J. MASTERSON 
ADVERTISING - PUBLISHING 


PERSONNEL 

| All types of positions for men and women. 

| 185 Wabash Fr 2-0115 Chicago 

| INTERVIEWERS OR SUPERVISORS. 

Nat'l rsch. surveys. Write qualifications to 
James M. Vicary & Co. 

22 East 60 St., New York 22, New York 
ADVERTISING ASSISTANT 
Experienced writing direct mail letters 
;and literature. Real opportunity. Please 
| write fully giving age, education, exper- 

ience, salary wanted, etc. 
Box 5937, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 
REPORTING SERVICE offers weekly, 
airmail reports on current advertising job 
openings. Coast to coast coverage. Hun- 
dreds of choice positions. Write for de- 
tails or subscribe today. Introductory air- 
mail subscription, 4-weeks, $5.00. Huttigs 
Reports, 638 Geo. Washington Blvd., 
Wichita, Kansas. 


POSITIONS WANTED 


PROMOTION - PUB. RELS. MAN -6 years 
trade paper, ass'n., newspaper experience. 
Desire permanent connection with pro- 
gressive company. Radio - TV experience. 
Age 30, married. Prefer Western States. 

Box 5943, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Tl. 
|NOW AVAILABLE. Two of the “Coolest 
| Operators” in Rocky Mt. Area, with 16 
years experience Ad & Promotion, remu- 
nerations open. Box 659, Casper, Wyoming. 
ADVERTISING - SALES PROMOTION 
Now mer. for N. Y. area mfr. 26 years ex- 
perience diversified merchandise and serv- 
ices, a trans-planted middle-westerner, 
creative, a driving worker (no ulcers), 
good administrator, effective ‘speaker. 
Wants more challenging post, requires 
5-figure salary. Write to 31 Hillview, Port 
Washington, N. Y. 
CONTACT-COPY, CHICAGO. 12 years 
agency experience on 60 accounts, all 
types, all sizes. Good creative man as 
well as skilful a.e. Know mdsg., produc- 
tion, media, TV, etc. Age 38. $9,000. 

Box 5938, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 
PUBLICATION FOR SALE 
Small trade publication established 25 
years, published in Florida. Offers return 
of $8,000 per year to potential purchaser 
with Editorial or advertising experience. 
Excellent opportunity for $10,000 cash 

investment. Write 
Box 5947, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


YOUR CLASSIFIED 
ADVERTISEMENT WILL 
GET RESULTS HERE 


| 
| 
TOP LETTERER AVAILABLE 
16 yrs. exp. rendering comps & fin- 
ishes. For Ads, Posters, and Point-of- 
Sale. Sparkling lettering that brings 
to life an art director’s rough. Ex- 
| cellent knowledge of color. Can as- 
|| semble complete job, including all 
'| airbrushing. $8,000 
Box 647 ADVERTISING AGE 


801 Second Ave., New York 17, N. Y. 


| TOA BOSS 
BURNING 
MIDNIGHT OIL 


An ad in the classified 
columns of Advertising Age 
would probably get 

|} you the man you need 

|| to help shoulder some of 
the responsibility. 

Our records, and the 
thank-you letters we get 
from delighted advertisers, 
|} show that ads for men 

of executive stature 
produce a remarkabl¢ 
response—both in volume 
and in character. 

Why not start writing 
your “help wanted” ad 
this very night? 


Sot ge te 


o|- | 


NEW LINEUP—J. Rufus Doig (center), president of O'Mara & 
Ormsbee and newly elected head of the New York chapter of the 
American Assn. of Newspaper Representatives, is shown with his 
fellow officers. From left: Fred W. Pitzer of ‘ann & Kelley, 


secretary; Peter Benziger of Ridder-Johns, v.p.; Mr. Doig; John 
Rahill of the Texas Daily Press League, treasurer; and Wilbur H. 
Metz, of Scripps-Howard Newspapers, director. William F. Gall- 
agher, DeLisser Inc., 


was also elected a director. 


‘We're Lucky,’ 
Dorothy Gray's 


Plaut Insists 


New Wedgwood Perfume 
Line Is Big Success, 
Thanks to Cooperation 


CHICAGO, Sept. 22—Albert Plaut, 
director of advertising and promo- 
tion for Dorothy Gray Ltd., is a 
modest man. And lucky. 


Merchandising Executives Club of 
Chicago last night about the highly 
successful introduction this spring 
of Dorothy Gray's perfume. To 
hear him tell it, the great success 
was due to luck and the coopera- 
tion of fashion editors, fashion co- 


rators, fragrance and package re- 
searchers, and many others. 
While that’s partly true, Mr. 
Plaut and other Dorothy Gray ex- 
ecutives also had to do some work 
to put over the new perfume. To 


company’s skin creams and lotions 
were selling well, largely in de- 
partment stores by demonstrators 
paid by Dorothy Gray. It seemed 
silly for them to sell Dorothy Gray 
products and not be able to offer 
Dorothy Gray perfume’ when 
asked. 


® So a leading fragrance maker 
was asked to concoct something as 
close as possible to a couple of 


Executive 


Public Relations 
Socio - economic - politico - business experi- 
ence all geographic, class and economic 
levels; planner, organizer, writer, sales 
promotor; economist and business analyst 
most phases of business. Unique experi - 
ence in human relations. Mature sound 
Judgment. Now available any location 
above $12,000 
Box 646 ADVERTISING AGE 

801 Second Ave New York 17, N. ¥ 


mary campbell agency 
165 West 46ti Si, MYC.  jUdsen F-52714 


* 


Personnel Consultant 


to cAdvertising and the Graphic cArts 


| DOUG SM 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRonklin 2-3280 


The New York adman told the) 


ordinators, buyers, window deco- | 


begin with, they decided they had | 
to have a line of fragrances. The | 


leading perfume brands. Mr. Plaut 
himself questioned sales girls in 11 
stores about their reaction to two 
scents finally developed. One 
Dorothy Gray perfume, he said, 
was preferred in 10 of the 11 stores 
over other leading light, delicate 
perfume sellers. 

The next stop was the packaging. 
Checking back through the Doro- 
thy Gray package file, Mr. Plaut 
came across a cameo design the 
company had used about 1922-24. 

“An almost automatic color as- 
sociation of blue and white fol- 
lowed and in the back of my 
/mind,” Mr. Plaut said, “I had an 
oblique recollection that this was 
| similar to the world famous cameo 
design of the House of Wedgwood. 
| “I began to turn over the pos- 
| sibilities of an authentic Dorothy 
|Gray-Wedgwood promotional tie- 
in, and swiftly became convinced 
that such a tie-in was essential.” 


® So he went to Hensleigh Wedg- 
wood, president of Josiah Wedg- 
wood & Sons in this country, and 
after a while reached an agree- 
ment for a joint promotion—a per- 
sonal agreement, with no financial 
tie-in. Early in discussions of pack- 
age design, Mr. Plaut decided he 
would like to use a famous Wedg- 
wood jasperware urn design for 
Dorothy Gray’s perfume, although 
this would involve trying to mer- 
chandise an opaque bottle. Fur- 
thermore, it meant developing a 
bottle that felt as well as looked 
like jasperware. 

In a relatively short time, how- 
ever, a ceramics expert came up 
/with a new firing process and a 
new finish that produced a reason- 
ably good resemblance to the 
Wedgwood product, a cameo design 
200 vears old was decided on, and 
|-——most important of all, probably 
|—-a light blue (one of 42 Wedg- 
wood shades) was adopted. 


s The light blue was selected only 
after a thorough check was made 
with fashion stores and _ stylists, 
ready-to-wear makers and others, 
and it was found that “a pale blue 
was to be featured by practically 
every major line this spring.” 
Once the product ($10 bottles of 
perfume, colognes at $1.50, $2 and 
$3, and a dusting powder at $2.50, 


| all called Wedgwood) was ready to 


go, Dorothy Gray sales girls were 


briefed and promotion began—but 
| with no gimmicks. 


The company stuck to its policy 


| of recognizing cosmetics as a fash- 
/ion accessory, not a leader. It did 


not try to design anyone’s ready- 


_to-wear, and no one was asked to 
| change names of the spring blues 


they had to Wedgwood blue. 
Vogue played up the Wedgwood 
blue idea in two spring issues, hav- 
ing been convinced by Mr. Plaut’s 
department store contacts that the 
blue business was a big thing. 


s Major fashion coordinators and 
window display directors were 


Mr. Plaut continued. Marshall 
Field in Chicago, “for the first 
| time in ten years” featured a cos- 
|metic tie-in and turned over every 
/show window on State St. to Doro- 
thy Gray Wedgwood. The Higbee 
department store in Cleveland gave 
them tie-ins with ‘practically 
every featured item in the store,” 
plus displays in a dozen windows. 
Lord & Taylor in New York did 
plenty of the same, arid even 
sprayed the Wedgwood scent out 
into Fifth Ave. 

Newspapers and magazines 
helped, too, after being persuaded 
by Mr. Plaut and his associates. 
The product got more than 1,006,- 
000 lines of space in beauty col- 
umns. Sales have gone over $500.- 
000. But, so far as media space pur- 
chased has been concerned, Doro- 
thy Gray Ltd. has invested under 
$50,000. Of this, $35,000 has been 
for cooperative newspaper space, 
and the only other space has been 
a page in Vogue and and 1,000-line 
ads in newspapers in ten cities. 


® For the fall, about 50% more 
will be spent for space, much of it 
in r.o.p. color in newspapers. There 
will also be a joint ad program 
with Vanity Fair Mills’ lingerie. 
Dorothy Gray’s magazime space 
will run in Charm, Glamour, Mad- 
emoiselle, Vogue and Woman’s 
Home Companion. A little radio 
and TV spot advertising will be 
used, too. 

Later on, there’ll be additions 
to the Wedgwood line—probably 
hand lotion, creme sachet, soap, 
something for men, and gift sets. 

“We came up with something 
that was right,” said Mr. Plaut. 
“This was a year for blue. The 
Wedgwood line was a natural and 
a very lucky break, and would 
have come to nothing without the 
help of a lot of people.” 


N. W. Ayer & Son Names 5 


N. W. Aver & Son, Philadelphia, 
has appointed five to its staff. They 
are Robert T. Butler, formerly 
with James Lees & Sons Co., Phila- 
delphia, to the plans-merchandis- 
ing department; Duane A. Gor- 
don, to layout artist; James A. 
Preib, production manager of Ay- 
er’s Chicago office, promoted to a 
Chicago service representative; 
John P. Lancaster, formerly with 
the advertising department of Com- 
monwealth Edison Co., Chicago, 
production manager of the Chicago 
office, and L. Comer Jennings, in 
the Ayer Philadelphia production 
department, to the copy depart- 
ment. 


Monsanto Consolidates Sales 


Monsanto Chemical Co., St. 
Louis, has consolidated its organic 
chemicals division soil conditioners 
and agricultural and special chem- 
icals sales groups into one depart- 
ment to be known as agricultural 
chemicals. The section will handle 
sales of insecticides, herbicides, 


wood preservatives and soil con- 
ditioners for the division. Herbert 
C. Koehler will be department 
manager, while Charles P. Zorsch 


‘quite cooperative when contacted, ! will be associate manager. 
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NEW IN U. S.—Munson G. Shaw Co., im- 

porter, is now introducing Cockburn cream 

port—described as “rich, old and rare’’— 

in this country. Advertising for the new 

import will be handled by Robert W. Orr 
& Associates, New York. 


TV Relay Company | 


Closes in Oregon | 


ASTORIA, ORE., Sept. 22—Radio 
& Electronics, the community an- | 
tenna firm that pioneered this | 
method of distribution of televi- | 
sion in the Pacific Northwest, was | 
in the hands of a receiver last | 
week. 

Circuit Judge Howard K. Zim- 
merman appointed William L. 
Bright of Portland as receiver. Mr. 
Bright is secretary of Maydwel! & 
Hartzell, which claimed $7,500 ow- 
ing for cable and other equipment 
used by L. E. Parsons in setting up 
the system. 

Mr. Parsons had a city franchise 
to operate the TV distributing sys- 
tem, picking up the signal origi- 
nally from Seattle and later from 
Portland, too. Subscribers in re- 
cent weeks have complained about 
lack of maintenance and have re- 
ported some parts of the system 
would not work. Mr. Parsons, who 
also owned radio station KVAS 
here, has closed the 250-watt sta- 
tion and returned to Alaska, it is 
understood. 


Two Appoint McGuinn 

James J. McGuinn & Associates, 
New York, newly formed public 
relations consultant, has been 
named to handle a national insti- 
tutional relations program for 
James P. Lexem Co., Franklin 
Park, Ill., maker of Luxwood fold- 
ing tables, and the press informa- 
tion bureau for the eastern sales 
division of Gruen Watch Co., Cin- 
cinnati. 


WGN-TV Hikes Basic Rates 


WGN-TV Chicago, on Oct. 1 will 
increase the basic rate for an hour 
of Class A time from $1,200 to 
$1,320. A proportionate increase, 
averaging 10% of current rates, 
will be made in all program, an- 
nouncement and participating pro- 
gram charges. Concurrently, the 
station will boost its effective radi- 
ated power more than 300%. 


Adams Heads PR, Promotion 


Robert D. Adams, formerly an 
account executive with Willis S. 
Martin Co., Fort Worth agency, 
has been named public relations 
and promotion manager of Fort 
Wayne Newspapers Inc., agent for 
the News-Sentinel, evening paper, 
and Journal-Gazette, morning pa- 
per. 


Rowe & Woolley to Wright 

Wright Advertising Agency, 
Pittsford, N. Y., has been named 
to handle advertising for the 
games, toys, furniture and other 
woedcraft products made by Rowe 
& Woolley Inc., Fillmore, N. Y. 
Publications with mail order sec- 
tions will be used. 


Two Name Buchanan-Thomas 

Standard Chemical Mfg. Co., 
Omaha, and the agricultural im- 
plement division of Lincoln Steel 
Works, Lincoln, Neb., have named 
Buchanan-Thomas Advertising Co., 
Omaha, to handle their advertis- 
ing. Farm publications will be 
used. 


Hazard Names Scales 

Victor H. Scales, formerly as- 
sociated with the American Petro- 
leum Institute, has been appointed 
director of the editorial office of 
Hazard Advertising Co., New York. 
He succeeds Gordon Thomas, who 
has resigned to teach at Boston 
University’s college of public re- 
lations and communications. 


Heilman Promotes McCall 

C. L. McCall, who has been with 
the G. Heilman Brewing Co., La- 
Crosse, Wis., for the past 14 vears, 
has been promoted to v.p. in charge 
of sales and advertising for the 
firm. 


Politz Appoints Stock 

J. Stevens Stock, formerly di- 
rector of media and research for 
McCann-Erickson, Chicago, has 
joined the staff of Alfred Politz 
Research, New York. 


'Health Clubs to Len Gross 
| The Ambassador Health Clubs, 
San Francisco and Oakland, have 


|appointed the Len Gross Agency, 
|San Francisco, to handle adver- 


tising. 


Ct we take Aspirin. 


But every headache in our shop means one 
less in yours. And the color process plates we deliver 


will make us both feel good. 


TINT GUIDE FREE. A really handy gadget with full 
gray scale and carresponding tone values in standard 
red, yellow and blue. Write or phone for yours. 


ELECTRO-MATIC 


10 W. KINZIE ST., CHICAGO * DELAWARE 7-1277 
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Great Salt Lake Intermountain Market 


In 1952, payrolls of the mushrooming oil 
industry were 36,891,300** . . . and still 
gushing upward. With other industries com- 
ing in at the rate of 85 million a month and 
income soaring, this market is packed with 
The Salt Lake Tribune and 
the Deseret News and Telegram will help 
it. Use the ONE 


buying power. 


you stake your claim in 


low, money-saving rate. 


* Oil Industry Estimate 
** Utah Oil Report 


Represented Nationally by: 


MOLONEY, REGAN AND 


Metropolitan Sunday Newspapers 


Bring your business to the profit-packed 
Great Salt Lake Intermountain Market. 
Write Gus P. Backman, Salt Lake City 
Chamber of Commerce, 207 South 
Main, Salt Lake City, Utah, for complete 
data on the opportunities here. It will 
be a privilege to help you. 


“This is the 


Place” for 
your business 


GREAT SALT LAKE 
INTERMOUNTAIN MARKET 


1 MILLION PEOPLE IN 
ADDITION TO SALT LAKE CITY 


| he Salt Lake Tribune 
‘Desener News 


SCHMITT, INC. 
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Puts Arkansas Among States 
with Big Farm Income Rise 

To the Editor: We note the fol- 
lowing in your article on 1952 in- 
come in the Aug. 17 issue: ‘“...In 
33 states farm income was lower 
than in 1951, with the drop 
amounting to at least 10% in 19 
states. On the other hand, there 
were sizable increases in farm in- 
come in Kansas, Maine, Washing- 
ton, Idaho, Oregon and Missis- 
sippi.” 

We would like to point out that 
cash receipts from farm market- 
ings in Arkansas in 1952 were over 
$50,000,000 greater than in 1951. 
This is a considerably greater in- 
crease than in Maine, Washington, 
Idaho, or Oregon. In fact, the only 
states in the nation in which cash 
farm income increased as much as 


The Voice of the Advertise’ 


This department is a reader’s forum, Letters are welcome. 


$50,000,000, 1952 over 1951, were 
Arkansas, Mississippi, Kansas, Ok- 
lahoma and Arizona. 

Tuos. J. ANDERSON, 


Publisher, The Arkansas 
Farmer, Little Rock. 
so + ” 


No Advertising Degree at 
U. of Oregon; Gives Reasons 

To the Editor: We were very 
interested in the editorial on ad- 
vertising education in the Aug. 17 
issue of ADVERTISING AGE. 

I would like to make one cor-! 
rection. The University of Oregon 
is not planning to offer a degree 
in advertising. 

We feel just as keenly as you do) 
that labels are relatively unim- 
portant. We have in Journalism 
what we feel is an excellent course 


of training for those seeking a fu-_ 


ing. It has earned 
oval from those in 
advertising. A: 1 we do not think 
that making it B. A. degree stand 
for Bachélor of Advertising instead 
of Bachelor of ‘rts would add sig- 
nificantly to ce nature of the 
training. 

Actually “a degree in advertis- 
ing” could be the very thing adver- 
tising student: 
Advertising is a broad field and a 
degree in a subject connotes nar- 


ture in advert 
widespread ap 


| rowness. 


We have been training and will 
continue to train people on the 


advertising rather than education | given is more important than the | 


in advertising. 
The danger of this swing toward 
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Nature gave the Beaver not only stronger and sharper 
teeth than any other animal its size, but also the cunning 
sense of how to use them. Considered a most skillful ar- 
chitect, he is able to cut thru twigs an inch thick with 
one bite, or can, in true woodman’s fashion, fell a tree 


one foot thick. He controls the direction in which he 
wants the tree to fall by gnawing most on that side. 
Beavers have been known to build dams hundreds of 
feet long, and from six to nine feet high. These dams, 
made of logs, twigs, reeds, and mud follow sound 
engineering practice. On the upstream side they are 
quite vertical, and on the downstream side they slope 
for strength, affording plenty of water in all seasons. 
Naturalists who have studied the Beaver’s habits, agree 
that the female appears to be the architect, the male 
only a helper. 


Do the natural thing—call 


PsA 


for ELECTROTYPES, MATS, PLASTIC PLATES, and R.O.P. COLOR 


PARTRIDGE & ANDERSON COMPANY «712 FEDERAL ST., CHICAGO 5° HArrison 7-3732 | 


should not have. | 
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“degrees 


in advertising” is that 


some schools, in their efforts to’| 


gain the endorsement of those in 
advertising, will set up their train- 
ing programs to meet the immedi- 
ate needs of a particular few, then 
will seek to have that program ac- 
cepted universally by capping it 
with a “degree in advertising.” 
This is likely to develop into a 
very opportunistic type of program 


pearing in the base of what has 
been for years the veritable—even 
venerable—pillar of erudition, the 
lexicographer summa cum laude 
of our profession? 

Hue, indeed! Mixing, willy-nilly, 
adzes and pallettes; pike-poles and 
paint-pots; bits and brushes; pea- 
veys and pigments, ad nauseam. 

In AA’s own encomium for its 
Feature Section: “AA doesn’t ‘Hue 


with the advertising piper calling|to any line’’’! Shades of Bert Les- 


the tune and the program degen- 
erating into a private training 
course designed to provide em- 
ployes for a limited number of in- 
dividuals. We don’t think that 
wouid serve the interests of adver- 


tising in the long run. And we cer- || 
tainly don’t think that if we were |_ 
| to follow such a course we could 


| fulfill our obligations to the stu- 
dent. 


|name of the degree in which they 
result.” 


WILLARD L. THOMPSON, 

Professor in Charge, Adver- 
| tising Curriculum, University 
| of Oregon, School of Journal- 


ism, Eugene, Ore. 


3 o ° 
AA Rews It, All Right 

To the Editor: You may REW 
the day you ran this! Perhaps you 
can use the quotation marks, oth- 
erwise uncalled for, in building an 
excuse. 

Or Sen. McCarthy may provide 
}an alibi—you know, your fear of 
'the zed party line. Or something 
|nhout the color line. 
| Oh, hell! It’s your problem— 
why do I worry? 

FRANCIS A. HARPER, 
Chicago. 
| Let’s blame it on the heeet! 

e 

To the Editor: Tsk, tsk! Don’t 
look now, but is a tiny seam ap- 


| 


| The Fact Is, Boys, 


They Read 
EVERY PAGE 

of | 
Advertising Age! 


| f al The New Yorker has a little innocent 


broadest possible basis. This is; All in all, we can only add 
what leading schools in advertis- hearty endorsement to your edi- 
ing education have been doing for | torial when it reads “...the quali- ia ates pita ondies ae ame 
years. We term it education for ty and adequacy of the courses |[__ )! hho vcemos hy wpm § Ginko who do on 


— mm cegs both, AA ont stay ——— 


~< 
et TTT on to wn chat, sets, Cain eles aa 


esponsive ever gathered together 
ud marketr id 


a we 


ton Taylor! How could you? You 
cannot, you know, with impunity. 
Some of your “alert, eager, res- 
ponsive audience” will catch ’em 
_as you print ’em, so point up your 
| proof-reading, AA, for the sake of 
| your loyal legions, and watch their 
itribe increase! 
P. WAYNE JACKSON, 
| Oklahoma Tire & Supply Co., 
| Tulsa, Okla. 

* * © 

Two Wrongs Righted 

To the Editor: We missed the 
following item in Copy Cub’s Aug. 
/3 column, but it landed on our desk 
in a mass of clippings this morn- 
ing: 
AA spelled “Plexiglass” with a 
lower-case “p’’ in a recent issue, 


guishers.”” 


Represented nationally by O'Mara & Ormsbee, Inc. 


“Who knows when the battle will be lost 
and won 
When first in making lighters Newark 
stands 
And then to cap it, leads in fire extin- 


Nore Tows 


Doiky ance Sundown 


NEWARK, NEW JERSEY 
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and no doubt has already been re- 
minded by Rohm & Haas that this 
name is still a valued trademark. 
You were right in guessing that 
we sent out a reminder. If you 
care to carry the matter further, 
we suggest the following item: 
Copy Cub spelled “Plexiglas” 
with a double-s in a recent column, 
and has been reminded by Rohm 
& Haas that there is only one “s”’ 
in this valued trademark. 
BURNAP Post, 
Advertising Department, Rohm 
& Haas Co., Philadelphia. 


ee e e 
Thinks Copy Misleading 


To the Editor: A friend and I) 


have had a little discussion over 
something on which I would ap- 
preciate your opinion. 

I claim that the wording on the 
inside of the enclosed pamphlet is 
misleading, and actually says that 
I will probably enter a hospital to- 


TODAY MAY BE THE DAY 
THAT YOU WILL START PAYING 
A HOSPITAL BILL 
The Odds Are .. 
€ Thar you will be one of the 43,000 patients 
who will enter 2 hospital today. 
G Thar you will be one of the 16,000,000 to 


occupy 4 hospital bed this year. j 


% That you will be ove of che 5,000,000 who will 
require a surgical operation this year. 
6 That you will be one of 4,000,000 who will 
borrow money to pay a hospital bill this year. 
In The Face Of Odds Like Thee .... 


HOSPITALIZATION INSURANCE IS A 
MUST . 


day. He thinks that the big west- 
ern outfit which printed this can 
do no wrong, and that the copy is 
wonderful. 
GILBERT F. BELL, 

Manager, Bell Advertising, 

Waycross, Ga. 

We believe Mr. Bell’s interpre- 
iation rings true. 


Prices in Ads Serve 
No Purpose, He Says 


To the Editor: Recently I came 
upon a quotation from ADVERTISING 
AGE, attributed to J. F. Sachs, 
which stated with the authorita- 
tiveness of biblical proverb that 
“an advertisement should tell 
people how much the product sells 
for. If someone writes an ad good 
enough to be read, and the reader 
even wants to buy the product— 
which is, in my opinion, advertis- 
ing’s only function—then he wants 
to know how much it costs.” 

Obviously this is not all that Mr. 
Sachs had to say on the subject, 
and I am sorry that I do not know 
what else he said. However, as it 
stands, I think such a positive as- 
sertion could well be misleading 
and should at the very least be 
modified by “in some cases." Such 
a qualification would of course de- 
prive the statement of all its force 
and render it quite flabby and use- 
less as a rule for advertising prac- 
titioners, for which it may or may 
not have been intended. 

Let us say, for an example, that 
a man wishes to buy a suit of 
clothes. If that is all he wants, re- 
gardless of quality, size, modeling 
and what a suit of clothes is sup- 
posed to do for a man, then he may 
be attracted by an advertisement 
which features suits at a certain 
price. Many of us are. 

But just the same we have a pic- 
ture in our minds of what we want, 
and we look at what is available in 
our size, feel the texture, try on a 
few, and usually end up by paying 
more than we had planned to be- 
cause the higher-priced suit fits 
better, feels better, and seems to 
be a better investment. 

Now, with office equipment it’s 
much the same, except that adver- 


tising is not directed to a mass! 


market, but to business executives, 
owners, supervisors and clerical 
workers who have something to do 
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with the use or purchase of such 
equipment. A business man doesn’t 
say “We need a calculating ma- 
chine. Which is the cheapest?” 
What he wants to know is “Which 
is the best—what will it save for 
us?” With regard to this question, 
price is hardly significant. Because, | 
compared to the clerical overhead | 
which he is trying to reduce, the | 
price of any equipment which will | 
conserve clerical hours will be re- | 
paid, probably many times over. 
Perhaps by investigating various 
makes and models of adding or 
calculating machines, for example, 
a business man may discover that 
one particular model has features 
which could be applied to his own 
work with greater savings than 
could be realized from others. This, 
then, would be the lowest-cost 
machine for him, regardless of 
price. 

How can a calculating machine 
manufacturer, for instance, fea-| 
ture price in an advertisement 
without willfully misleading the 
reader? He doesn’t know which 


modei is best for the prospective! an over-simplification of the prob-! plying the product to the user’s in- 


customer’s particular work until 
he is able to get on the premises 
and find out something about the 
business for which the machine is 
to be used. The best he could do is 
mention the price range within 
which his products fall. But this | 
is hardly required, as his prices 
must be competitive, and the price 
ranges of various items of office 
equipment are well known to those 


who are concerned with office 
equipment. 
We recently received a_ letter 


from the chairman of the com- 
munications committee of a large 
university, who averred that he. 
was “infuriated” by any adver-_ 
tisement which did not contain the | 
price of the advertised article. It| 
seems to me that, insofar as some) 
types of equipment are concerned, | 
an advertisement is more honestly | 
presented when it does not feature 
price. And Mr. Sach’s statement. 


‘that making the reader want to 


buy the product is advertising’s 
only function is, it appears to me, | 


lem. It is sometimes sufficient to 
create a personality and character 
for your product—to establish an 
unquestioned reputation for in- 
tegrity, ability or performance. 


The actual selling is done by ap-' 
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dividual needs, and this requires 
personal contact. 
GEORGE BEEKEN, 
Advertising Manager, Friden 
Calculating Machine Co., San 
Leandro, Cal. 


BERNARD P. 


Negotiator 


FOR THE PURCHASE AND SALE 
OF MAGAZINE PROPERTIES 
s 
147 West 42nd St., New York 36, N.Y. 
LAckawanna 4-1631 


GALLAGHER 


625 Williumson Bldg. 
Cleveland 14, Ohio 


520 N. Michigan Ave. 
Chicago 11, Til. 


4433 Crenshaw Blvd. 
Los Angeles 43, Calif. 


22 Marietta St. 
Atlanta 3, Ga. 


the busin 


REPORT 


industry! 


a whopping 92% as against only 5% 


ON 


REACHING THE TOP Ff 
SALES-MEN 


Who influence 450 million dollars worth 


‘hi 
5. > SM. 


of consumer advertising. 


In the food and grocery industry ... the biggest buyer of 
consumer advertising ... the opinions of the sales manager and his men 
in the field .. . district managers and food brokers... 
selecting national and local media. Their preferences . . 
sales conditions . . 


ess. 


Reach almost all of these SALES-men with FOOD FIELD 
according to an independent survey among food and 
grocery manufacturers, the majority of responding sales and district 
managers are FOOD FIELD REPORTER readers. 


| Pe 


count heavily in 
. based on local 


. often make the difference between getting and losing 


rer FOOD FIELD REPORTER 

Aer eee re Advertising Publication A 
Se ssi eiweee Advertising Publication B 
re Advertising Publication C 
ee Advertising Publication D 
ea «ee weed Advertising Publication E 
en Advertising Publication F 


Among food brokers, FOOD FIELD REPORTER leads with 
of the closest advertising publication. 


Many people at the company level participate in media decisions 


. 92% food brokers. 


FOOD FIELD REPORTER 


MED. A » BEST MEDIUM 10 SEiL MEDIA S BEST CUSTOMERS 


. select specific media. Only FOOD FIELD REPORTER gives you the 
greatest coverage of this ENTIRE media-selecting group ... 81% presi- 
dents ... 82% vice presidents and advertising managers... 96% 
district managers. . 
Make sure all know your market and medium... put FOOD 
FIELD REPORTER first on your list to sell the giant food and grocery 


sales and 


330 West 42nd Street, New York 36, N. Y. 
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Publications with an * rep 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, in 


Advertising Age, September 28, 1953 


Advertising Pages and Li1 age in Farm Publications 


Official Figures for August and Year-to-Date 


directly to ADVERTISING AGE 


s Compiled by Farm Publication Reports Inc. 


Commercial Dis- 
play Excluding 

Poultry, Classified 
and Livestock, in 


—~—Total Advertising, in Pages—— ————Total Advertising, in Lines——_——_ Lines -—Tetal Advertising, in Pages—— ———Total Advertising, in Lines————_ Lines 
Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug. Jan.-Aug Aug Aug Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. 
1953 1952 1953 1952 1953 1952 1953 1952, «1953S s«1952 1953 1952 1953 1952, 1953-1952 1953 1952, 1953 :1952 
’ Michigan Farmer ..... . 55.4 47.9 439.2 405.2 42,554 36,793 337,336 311,211 39.006 33,264 
Farm Magazines Missouri Ruralist ...... 62.4 48.5 395.3 3498 47,400 36.843 300.370 265.822 38,635 26,515 
tCountry Gentleman .... 58.2 52.3 714.3 667.2 24.983 35,538 319.183 453.650 24.346 34.837 Nebraska Farmer ....... 86.5 75.0 620.9 604.1 65,392 56.732 469.376 456.744 60,821 15,734 
Farm Journal .......... 62.3 64.0 731.2 7258 26.732 27,466 313,693 311,407 26.157 26.762 ‘New England Homestead 34.7 = 26.3 304.5 297.5 24,323 18,408 213,216 208.283 18,443 11,268 
{Farm & Ranch—Southern Agriculturist: Get . Sdsccanscs 69.6 63.8 519.5 462.7 53,424 48,975 398,969 355,323 50,086 45,440 

#Upper South Edition . 248 208 301.7 246.3 10.652 14,149 129.441 167,492 9,886 13,421 Oregon Farmer ......... 42.6 34.8 371.1 342.7 32,239 26,346 280,631 259,095 30,742 24,637 

#Lower South Edition . 25.7 20.1 321.4 259.6 11,018 13,643 137,865 176,511 10,211 12,884 Pennsylvania Farmer 45.8 37.6 408.6 376.3 35,187 28,854 313,859 288,985 32,448 25,993 

#Southwest Edition . 35.9 25.7 398.3 335.9 15.406 17,470 170,856 228,352 14533 16,746 Prairie Farmer: 

Average 3 Editions ... 28.8 22.2 340.5 280.6 12,359 15,087 146,054 190,785 11,543 14,350 | #illinois Edition ..... 84.4 74.0 635.0 612.3 61,435 53,860 462,309 445,754 54,169 47,910 
Progressive Farmer: #Indiana Edition ..... 84.9 74.7 637.1 606.2 61,831 54,366 463,807 441,282 54,565 48,416 

#Carolina-Va. Edition 72.2 68.6 7646 720.2 49,091 46,622 519,913 489,747 46,944 45,201 Average 2 Editions .... 84.7 74.3 636.1 609.2 61,633 54,113 463,058 443,518 54,367 48,163 

#Ga.-Ala.-Fla. Edition 72.0 68.4 7916 736.8 48,990 46,499 538.282 501,004 46598 45,002 Rural New-Yorker ...... 20.5 24.0 267.0 267.7 16,043 18,851 209,281 209,949 13,909 16,285 

#Ky.-Tenn.-W. Va. | Utah Farmer .......... 48.2 44.7 406.7 381.8 36,422 33,775 307,427 288,631 32,035 29,212 

RR cel 72.0 67.3. 741.1 703.0 48,935 45,758 503.949 478.025 46.896 44,492 | Wallaces’ Farmer ....... 97.8 $9.3 710.9 665.6 76,708 70,002 557,325 521,770 72,292 64,367 

#Miss.-La.-Ark. Edition 72.1 65.5 743.2 726.8 48,997 44,552 505,347 489,720 46,953 43,233 | Washington Farmer ..... 41.9 34.1 3708 348.8 31,704 25,810 280,385 263,696 30,207 24,129 

#Texas Edition ...... 20.3 74.3 797.9 774.1 54,604 50,503 542,600 526.418 52.576 49.187 Western Farm Life ee es 41.5 32.9 283.6 280.5 32,574 25,832 222,358 219.971 30,747 23,863 

Average 5 Editions ... 73.7 68.8 767.7 730.8 50.123 46.787 522,018 496,983 47,993 45,423 | SHerdsmen Edition ..... 14.1 15.5 252.7 260.3 11,060 12,157 198,122 204,055 3,112 2,542 
Successful Farming 66.8 59.8 691.2 731.5 30,049 26,888 311,052 329,170 29.612 26,300 Wisconsin Agriculturist 72.9 58.0 535.4 484.5 57,190 45,483 419.806 379,795 56,266 44,593 

Total Group ......... 3354 “3041 37084 T8617 163828 176.901 1.819.818 2071.485 158556 172.166 Total Group ......... 1,317.9 1,155.2 10,294.2 9,664.9 1,007,087 881,355 7,857,660 7,370,000 884,279 749,488 
tChanged from 680-line page to 429-line page in February 1953. {Changed from 680-line page to 429-line page in January | #Not included in totals. §This edition also carries all linaye appearing in Western Farm Life. 

1953. #Not included in totals. 

. 
Moenthites Farm Linage Trend Figures in thousands 
'* Agricultural Leaders’ 

Sey i: ae 23 169 —_ ames 25,386 29,414 — — 

American Fruit Grower .. 10.9 11.9 269.6 243.4 4.716 5,122 116.477 105.123 4,589 5,005 MAGAZINES MONTHLIES 
American Poultry Journal: 1953 1953 

#Eastern Edition .... 29.3 26.1 276.8 281.5 12,556 11,207 118,718 120,736 11,228 10,340 

#Central Edition .... 274 243 2226 2336 11.750 10.417 95490 100.228 10.494 9.772 | |AUG.1164 AUG./403 } 

#Western Edition .... 28.5 22.1 2048 2008 12,239 9,462 87.883 86,127 10,650 8.845 - 

Average 3 Editions ... 28.4 24.2 234.7 238.7 12,182 10,362 100,697 102,373 10,791 9.652 | | JULY 1148 | JULY; 350 | 
Arkansas Farmer ..... 192 13.0 158.0 1291 14,521 9,842 119,454 97,553 14,159 9,422 1952 
Better Farming Methods . 245 31.2 272.3 289.3 10,501 13,399 116.802 124.107 10,501 13,182 1952 
Breeder's Gazette ...... 21.2 24.3 154.2 164.2 9,552 10.932 69,404 73.868 6.057 5,730 | | aug Mad Aus. CL 
*Broiler Growing ...... 33.9 35.5 312.7 326.7 14,553 15,245 134,133 140.155 8567 9,830 : | 
*California Citrograph .. 24.4 22.4 182.1 190.7 16.408 15,036 122,360 128,094 16,240 14,896 
#*California Farm Bureau Monthly 
“Carolina Co-operator ... 90 8.2 70.2 808 3,780 3.423 29.428 33,913 3,260 3,320 SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
*Cattleman, The ... 137.7 156.0 925.5 916.6 57.827 65.516 388.707 384,932 16495 18,116 1953 1953 1953 
County Agent & Vo-Ay i 

Teacher ......... . 1442 135 1516 119.1 6,085 5,805 65.046 51,090 6.085 5,805 AUG. 1.007 AUG. AUG. 

**Electricity on the Farm 17.9 178 93.1 108.3 6,399 6.339 33,243 38,635 6399 6,339 

Farm Management .... 9.8 161 1214 783 4,410 7,253 54.616 35,260 4410 7.253 suy[6oi | sury [92 | suty(290 | 
‘Farmer-Stockman ...... 33.6 32.1 382.6 304.7 14,410 24,358 164,170 231,497 13,393 23.248 1952 1952 

*Florida Cattleman ..... 61.1 61.7 579.7 450.2 25,652 25,923 243,417 189,036 15,260 18,130 1952 
*Florida Grower & aus. EET aus. 7 

NE oh tniscccail 18.5 9.8 162.9 158.5 12,560 6.649 110,755 107,746 12,180 6,158 AUG. Fe ee 
Kentucky Farmer ....... 27.0 20.7 209.0 1889 21,150 16,231 163,863 148,141 20,135 14,359 ene 
*Michigan Farm News .. 1.8 a6 4S 23 4,178 6,600 49,443 49.064 4,056 6,552 
5#HMississippi Farmer 10.2 — 77.9 — 7.725 ae 58,912 aa 7,661 — Bi-W. kli 
*Missouri Farmer ...... 16.4 94 76.3 47.1 11,249 6.435 52,478 34,202 10,565 5,732 1l-Weekles 
National Live Stock Arizona Farmer ........ 103.1 100.2 659.9 637.2 77,961 75,779 498,881 481,791 75,487 72,128 

Producer ............ 10.1 7.1 846 67.7 7,365 5,146 61,629 49,308 7,138 4,827 | California Farmer: 

*Nation’s Agricultuwe ... 8.7 78 718 64.7 3,918 3.514 32,327 29,139 3918 3,514 #Northern Edition 54.2 47.7 461.1 433.5 40,977 36,078 348,559 327,748 39,275 34,242 
*New Jersey Farm & #Southern Edition 52.55 47.0 450.3 435.6 39,709 35,531 340,497 329,274 38,007 33,695 

Garden onc cesses: 29.7. 31.7 381.1 380.3 13,383 14,284 171,537 171,107 12,903 11,459 Average 2 Editions .... 53.4 47.4 455.8 4346 40,343 35,805 344,528 328,511 38,641 33,969 
“Ohio Farm BureauNews 10.7 11.1 80.5 85.0 4,828 4,998 36,313 38,265 4,528 4,623 | *Dairymen’s League News. 12.0 10.0 97.0 106.6 8,720 7,265 70,598 77,530 8055 6,368 
Poultry Tribune: Total Group ......... T6855 “157.6 1,212.7 1,178. 

#Eastern Edition 21.7 21.0 2995 343.0 9,298 99.011 :128,492 147,147 8235 7.912 | i a win i ES Se a a 

#Central Edition ..... 18.3 18.7 261.7 303.5 7,849 8,017 112,268 130,180 6,828 7,324 | *Not included in totals. 

#Western Edition 15.0 17.2 221.9 255.4 6,453 7,387 95,217 109,586 5,907 6,879 | 

‘#Pacific Edition .... 26.1 34.6 279.7 322.4 11,186 14,824 119,986 138,270 8255 11,478 Alt Ceuces ta the tellewingn arouses were eomalléd tw Advertd 

Average 4 Editions .. 20.3 22.9 266.0 309.7 8697 9,810 113,991 131,296 7,306 8,398 | ° — poe Se Cneene Hee 
*Southern Farm & Home. 8.8 83 746 74.2 8,839 8,280 74,590 74225 7,573 7.220 Weeklies 
Southern Planter ..... . 29.9 239 2588 241.5 20,933 16,746 181,179 169,063 20,478 16,197 | Weekly Star Farmer: 

id ........ 340 40.1 367.9 425.0 14,589 17,198 157.875 182,317 13,289 16.605 | Kansas Edition ..... ) ,600 
western Sate saved . 32.7 41.9 293.4 299.4 13,720 17,605 123,233 125.815 5,922 7,802 Missouri Edition ..... 17.0 16.2 177.5 181.5 41,844 39,809 437,224 447,254 30,914 28,552 
i Okla.-Ark. Edition .... 14.8 , ’ 

BON dee ssi ocdess 72.3 105.1 870.3 831.9 30,380 44,156 365,575 349.381 10815 9,345 ——— 52 U4 UTS 5651S SUAS GEST 4348 (27,957 27,726 
*Wyoming Stockman- D ili 

CU dk accor ; 29.6 17.3 182.5 128.3 26,502 15,464 163,426 114,924 20,608 13,243 alles 

Total Group ........ 796.3 “Bil.? 7,437.9 7,113.3 GO3.287 404.418 3.641.552 3.539.043 297,620 278,709 Chicago Daily Drovers 
‘July-August issues combined. #Not included in totals. “August-September issues combined. 'Bi-monthly from January through Journal tease ences 25.2 22.9 282.8 271.8 53,642 48,736 601,862 578.302 29,191 19,770 
April, 1953; current month figures for 1952 not included in totals. ‘Changed from 760-line page to 429-line page in January Kansas City Daily Drovers 
1953. "Started publication in January 1953. ‘Formerly Pacific Poultry Man; changed to Pacific Edition of Poultry Tribune Telegram ........... 26.8 27.6 321.3 331.4 57.026 58,788 683,405 705.222 35,532 27,874 
in July 1953. Omaha Daily Journal 

Stockman ........... 30.7 268 324.7 325.7 65,300 57,055 690,991 693,006 45,281 32,966 
: St. Louis Daily Livestock 
Newspaper Monthly F arm Sections cians chia chine eaadien: sail iad Reporter ........... 19.4 16.3 227.9 210.2 41,280 34,584 484812 447,312 25,777 18,614 
° ° " " ‘ " ff by y . ° —_——o_—s ame ieee oo 
aia... 65 72 560 608 6.464 7195 56001 60.734 6464 7.195 Total Group ........ 102.1 ~ 93.6 1,156.7 1,139.1 217,248 199,163 2,461,070 2,423,842 135.781 ~ 99,224 
*Texas Ranch & Farm .. 128 142 141.7 169.4 13,398 14,938 148,792 179.466 12,810 13,594 : 
Total Group ....... 536 57.1 373.4 438.7 55,999 59,748 390,080 460.068 53,825 56.752 Canadian 
Bulletin des Agricutteurs . 39.6 32.2 4466 387.2 27,712 22,559 312,616 271,051 27,562 22,401 
Semi-Monthlies Country Guide ......... 32.7 30.6 349.6 326.6 23,534 22,076 251,786 235,181 23,534 22,076 
American Agriculturist 36.5 32.7 251.7 246.7 26,591 23,800 183,244 179,572 24,855 21,759 PAmUY Herald & Weekly Star: 

erican Agriculturis ; ' ' #Eastern Edition 64.9 63.2 728.6 688.0 64,909 63,214 704,235 667.261 44,053 43,909 
Hag to ngs - 141 101 104.7 818 15,280 10,966 113,949 88,944 = 7,252 5.502 +Western Edition 56.3 51.7 612.4 574.0 56.308 51,727 612,284 573,861 42,156 38,739 

| Average 2 Editions .... 60.6 7. ; ; 

Farmer ..... 1. G16 321 3135S 283.2 31,434 =~ 24,294 237,022 214,000 29,691 21,753 | Farmer's Advocate & — ow oe on Te ee ee oe ee 
*Cooperative Digest ... 61 9.0 69.5 685 2,562 3,780 29,129 28,698 2,536 3,710 Canadian Countryman . 44.4 35.9 409.0 343.8 31,105 25,146 286,197 240,803 24,037 19,493 
Dakota Farmer ......... 59.8 54.1 532.9 481.3 46,868 42,424 417,780 377,304 46,223 41,734 Farmer's Magazine... 190 193 2591 2423 8151 8.297 111200 119551 8018 8225 
Farmer, The ........... 782 65.8 621.5 592.0 61,276 51,551 487,174 464,036 57.461 48.039 tree press Prairie Farmer 89.7 83.1 827.9 786.1 96,823 89.745 894.238 861.389 63.988 53'503 
Heard’s Dairyman ...... 35.2 29.8 347.5 329.5 25,636 21,662 252,974 239,867 18,781 15.808 | Western producer 45.0 45.3 442.7 411.5 48,168 48,453 473,713 440241 26928 27. 
Idaho Farmer ......... 44.9 38.5 395.2 353.1 33,940 29,077 298,750 266,947 32,443 27,434 Certs ee eee ee ' ' 124 
onniiian Casmmis’e Gaids 417 477 2266 2365 32682 37.386 177505 185505 21,360 26.400 Total Group ......... 331.0 303.9 3,405.4 3,128.5 296.101 273,746 2,988,010 2,788,777 217.172 194.166 
Kansas Farmer .. 51.3 43.5 373.7 350.0 39,023 33,041 284,105 266,002 36,503 31,128 Not included in totals. tlarger page size (1,100 lines) in August 1952. 


Packard & Kraft Bows 


Leslie F. Packard, at one time 
with Pathe Pictures as assistant 
art director, and Michael Kraft, 
most recently an account executive 
with a New York agency, have 
fermed a new agency, Packard & 
Kraft, at 29 Pear! St., Worcester 8, 
Mass. 


Libhart to Sawyer-Ferguson 


M. W. Libhart, formerly associ- | 
ated with the Los Angeles Times, | 
has joined the Los Angeles office of | 


Sawyer-Ferguson-Walker, news- 


paper representative. 


Berg Heads Pola-Lite Ads 


Herbert Berg has been ap- 
pointed director of advertising and 
publicity for Pola-Lite Co., New 
York. He has served in various 
publicity capacities with Para- 
mount, United Artists, and Colum- 
bia Pictures. 


Milford Rivet to Graceman 


Milford Rivet & Machine Co., 
Milford, Conn., has named Edward 
Graceman & Associates, Hartford, 
to handle advertising and sales 
promotion on rivets and rivet-set- 


| ting machines. 


Lyon Co. Appoints Russell 


Dave Russell, formerly staff 
producer-director and continuity- 
traffic chief at KVTV, Sioux City, 
Ia., has been named to the creative 
radio and television staff of W. D. 
Lyon Co., Cedar Rapids agency. 
He will also act in an advisory ca- 
pacity at WMT-TV, Cedar Rapids. 


WATR-TV, Waterbury, Bows 
WATR-TV. Waterbury, Conn., 
has begun operations, using Chan- 
nel 53. The station carries both 
American Broadcasting Co. and 


|Du Mont programs. 


Kerr Glass to Dan B. Miner 


Kerr Glass Mfg. Co., Los Ange- 
les manufacturer of jars, caps and 
lids for home canning and freez- 
ing, has appointed Dan B. Miner 
Co., Los Angeles, to handle its ad- 
vertising. Previously, the account 
was handled by Creamer & Co., 
Hollywood. 


Ryan Elected Secretary 


Robert Ryan, comptroller for 
Lawrence H. Selz Organization, 
Chicago public relations consult- 
ant, has been elected secretary of 
the corporation, effective Oct. 1. 


Loomis Promotes Joslin 


A. D. Joslin, v.p. and sales man- 
ager of the transportation adver- 
tising division of Loomis Adver- 
tising Co., St. Louis, also has been 
appointed general manager in di- 
rect charge of the company’s St. 
Louis operations. 


G. Washington Coffee to Hoyt 


Effective Jan. 1, 1954, American 
Home Foods, New York, will 
switch its. G. Washington coffee 
account from Ted Bates & Co., 
New York, to Charles W. Hoyt Co., 
New York. 
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We outdid ourselves fulfilling the promise of more 
coverage of the best families in the profitable rural 


market. 


Country Gentleman circulation has grown faster than 
that of any other farm magazine in modern times— 
gaining over %4 million in 12 months—total now 300,- 


000 over the 2,300,000 rate base! 


Reader appeal of a sparkling new editorial program 


CIRCULATION NOW 2,600,000 


Most effective = 


selling force... 
where every third 
customer lives 


A CURTIS PUBLICATION 


In its 40th year as 
ABC} “The Hallmark of 
Circulation Value”’ 


CIRCULATION GAIN 


has made possible placement of such rapid gains with- 


in our national pattern paralleling market opportunity. 


We'll go into 1954 with quality circulation still headed 
up—with the lowest B&W page rate in the field—with 


substantial bonuses over new rate base of 2,550,000. 


You can count on it again—a greater Country Gentle- 


man offers one of America’s greatest advertising buys! 


Watch for more 


Country Gentleman, in this 


publication next week 


Performance Data on the Greater * “> 
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Form Providence Agency have formed Fuehrer-Williams Co. 
Richard C. Fuehrer and M. Carl- at 29 Laurel Ave., Providence 6. 
ton Williams, both formerly ac- The agency will serve industrial, 
count executives for George T. jewelry and general advertisers 
Metcalf Co., Providence agency, in the New England area. 


, 


97% 


OF QUAD-CITIANS 


live on the 
Illinois Side in 


ROCK ISLAND 
MOLINE 
EAST MOLINE 


They read these newspapers: 


7Aigus 


St. Louis ] arketers Hold Silver Jubilee 


St. Louis, S +. 23—Two new, 
activities over a | beyond product 
promotion wer« suggested to the 
| Industrial Mar) iing Club at its 
| silver jubilee at ne Missouri Ath-_ 
letic Club last ight by Keith J. | 
| Sonne. advertis .¢ manager, Jos. | 
T. Ryerson & Sc . Chicago. 

Mr. Evans, th founder and first 
president of th National Indus- | 
| trial Advertiser Assn., urged ad- 
vertisers to inclu 1c a “Make Amer-_ 
ica Strong” eler ent in their copy, | 
intended to stim ‘!ate work and ef- 
fort to mainta.n the economic’! 
strength of the | country. 

In addition, h« said that adver-_ 
tising talents and techniques are 
needed in the fie!d of international 
relations, and that organizations 
like the Advertising Council shuuld 
undertake to make friends abroad 
by explaining the American idea 
in terms that peoples everywhere 


can understand and appreciate. 


Mr. Evans reviewed the early 
days of the NIAA, and related 
some of the incidents whicn led to 
the organization of the association 
in Milwaukee in 1922. 

Sewell Pangman, Oakleigh R. 


French & Associates, is president of | 


IMC. and Harry von Thomas, 
Bussman Mfg. Co., was master of 


ceremonies at the jubilee party, | 


which attracted attendance from 
all over the country. 

Griff Williams, famous orchestra 
leader, now on the advertising staff 
of Electric Light & Power, pro- 
vided the entertainment. 


‘ 


Hablemos’ Names Mantilla 


Carlos Mantilla of Ecuador has 
been named v.p. and executive 
editor of Hablemos del Hogar y de 
la Moda, Latin American news- 
paper supplement. He had been 
general manager of El Comercio 
Publications, Quito. 


che 


) TV Trainer 
' Fresh Air 
Lovely Look 


Snack Time 


@ TV helps train dealers as General Mills, BBDO 
Minneapolis client, opens a campaign for its new mixer, 
fryer-cooker, coffee maker, and grill-waflle baker. Dave 
Garroway demonstrates the line on Today (NBC-TV) 
during the week of Sept. 14. Direct mail and trade ads 


invite retailers to catch the show for useful selling tips. 
Big magazine schedule includes three Post back covers. 
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© “Lanolin Plus does wonders for your skin.” And 
the editorial-style copy that follows this headline does 
wonders for sales of Lanolin Plus cosmetics. Using 
1.200 newspapers, BRDO Chicago makes the most of large 
space, proves that women read loug copy, especially when 
it discusses beauty problems. Promotion in, other media 
continues theme that Lanolin Plus means lovelier looks. 


THE ETIQUETTE OF 
SMOKING 


2) “Please print the following exactly as I am dic- 


tating it.” So begins etiquette 


authority Amy Van- 


derbil(s) memo to Lucky Strike, setting the factual 
tone of this new newspaper series. Run in 69 cities, the 


campaign takes a fresh approach 


to cigarette advertising, 


features testimonials written by Lucky-smoking celebrities 


such as Alice Bauer and Rube Go 


ldberg. 


@ This series of easy-reading ads by BBDO Boston 


helps Wm. Underwood Company hold top 
Deviled Ham market. Designed to get who 


ae0 in the 
e-family inter- 


est and promote Underwood Deviled Ham as a versatile 


spread, ads feature tempting rec 


ipes for unusual snacks 


and appetizers made with the product. The can is high- 


lighted for quick recognition on 


dealers’ shelves. 


DURSTINE 


CHICAGO * CLEVELAND * 


BATTEN, 


* BOSTON * 


BARTON, 


NEW YORK BUFFALO * 


PITTSBURGH * 


OSBORN, INC. 


SAN FRANCISCO + 


& 


MINNEAPOLIS * HOLLYWOOD * 


Advertising 


LOS ANGELES * DETROIT 


RICHARD R. VOLZ has been elected v.p. 
and a director of Spoal Cotton Co., New 
York, and will assume direction of all do- 
mestic sales of the company, formerly han- 
dled by J. M. Fisher, domestic sales mana- 
ger, resigned, and D. B. Chambers, v.p. of 
chain store sales, now on leave of absence 
until March 1, 1954, when he retires. Mr. 
Volz joined Spool Cotton Co. in 1934 and 
was formerly assistant to Mr. Chambers. 


Farmers Are Heavy 
Users of Industrial 
Goods, Gordon Says 


RICHMOND, VA., Sept. 23—About 
25,000,000 people of the 60,000,000 
civilian employes in this country 
are working in tasks related di- 
rectly to agriculture. 

According to Howard H. Gordon 
of the Department of Agriculture, 
| quoted in the September issue of 
The Southern Planter, 10,000,000 
of these are employed on farms; 
9,000,000 handle, process and dis- 
|tribute farm products; 6,000,000 
|provide the essential raw mate- 
(tials, machines, equipment and 

other goods for the function of 
modern agriculture. 


| 
| 
| s Other facts given by Mr. Gordon 
| on the consumption of goods by 
farmers reveal that three-fourths 
(of all tractors shipped by manu- 
facturers for domestic use in 1950 
went to farmers. In a recent year, 
20% of all trucks were sold to 
farmers. In 1951, 30% of the ton- 
nage hauled by all Class I rail- 
roads consisted of agricultural 
| products. 

| The yearly needs of farmers in- 
clude 7,000,000 tons of finished 
| steel; 50,000,000 tons of chemical 
material; 320,000,000 lbs. of raw 
,rubber; 15 billion kw. hours of 
electrical power. Of the machinery 
\in this country using rubber tires, 
spark plugs, gasoline and _ oil, 
24.3% is on farms. 


Libby Promotes Pineapples 

| Libby, McNeill & Libby, Chi- 
|cago, on Oct. 1 will launch a new 
‘promotion to advertise the com- 
|pany’s 1953 pineapple pack. Using 
newspapers as the dominant medi- 
jum, the local level drive will be 
backed by a heavy merchandis- 
ing program for food retailers. 
Nine ads, 600 and 1,000 lines, will 
|be run between Oct. 1 and Feb. 25 
in 79 newspapers in 64 markets. 
Total per newspaper will be 7,000 
lines, with two-color copy used 
in the 1,000-line ads in some 
/newspapers. Promotion will prob- 
‘ably extend beyond Feb. 25. 
|Foote, Cone & Belding, Chicago, 
is the agency. 


Morton Names E. W. Reynolds 

| Morton Packing Co., Louis- 
ville maker of Morton’s frozen 
convenience foods, has appointed 
E. W. Reynolds Ltd., Toronto, to 
direct its Canadian advertising and 
| merchandising. Large-space ads 
are running in Toronto, Ottawa 
and Montreal dailies to introduce 
the company’s frozen chicken, beef 
|and turkey pies. Ottawa and Mon- 
|treal are offering a free Morton 
pot pie. Coupons advise consumers 
to buy a pot pie, sending the pack- 
age label to the given address for 
price refund. 


Katz Appoints Dwyer 

Charles P. Dwyer, formerly with 
American Broadcasting Co., has 
joined the Chicago TV sales staff 
,0f Katz Agency, radio-TV station 
| representative. 
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With *26,224 circulation, Advertising Age has again set a new all-time record for net paid circulation of 
advertising publications * This record stands out, but it doesn’t excite us a bit, because mere numbers in a 
circulation statement divulge little or nothing as to quality and intensity of Ad Age’s readership * These more 
significant facts are best revealed by readership studies * Thus, we are proudest of the results of survey after 
survey ....40 of them in all.... which prove conclusively that Advertising Age is first in readership in the 
advertising field....that none compares to Ad Age in the reading preferences of the important people who 


are important to you. 


* Average total paid circulation, publisher’s ABC statement for first six months 1953 


important to important people 


200 East Illinois Street * Chicago 11, Ill. 
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Schenley aunches — 
$5,000,00C rive | 


for Reser: » Blend 


New York, ! >t. 23—A $5,000,- | 
000 promotion .1tended to push} 
Schenley Rese ec into the lead 


among blendec vhiskies gets un- 
der way this m th. 
The money } ; been put behind | 
a no-extra-cos ‘ecanter designed | 
to attract Chri nas-time custom- 
ers. te 
Schenley Di: 'ributors Inc. will Ww 
use four-color, .vo-color and b&w lig 
ads in more thon 400 daily news- St 
papers, and 33 four-color ads in 
| Collier’s, Ebony. Esquire, Gourmet, an 
| Harper’s Bazaar Life, Look, News- pi 
|week, The New Yorker, Our World, tr: 
| Time, Town & Country, True, U.S. pa 
|News & World Report and Vogue. gi 
| A total of 30 national and re- du 
| gional trade publications are sched- ev 
| uled, and of these, 24 will run two oc 
_and three-page color insertions. fe’ 
In addition, a full-color circular 
will be mailed to 60,000 executives, pr 
| including sales managers, purchas- ye 
ing agents and advertising direc- th 
| tors. Copy will advise recipients tir 
'that the Schenley decanter is the ta) 
|perfect Christmas gift. of 
|@ Also scheduled are 24-sheet 2, 
posters, painted bulletins, three- fo! 
| sheet postings and car cards. A th 
| heavy point of sale promotion also 
is planned. cS 
“By packaging a famous whisky du 
'in a fabulous decanter,” said Har- sal 
lry E. Serlis, president, “we are | 
| bidding for the position we believe 79 
‘Schenley Reserve deserves—undis- Gu 
puted leadership in the A-blend du 
field.” du 
J. E. Farr, executive v.p., said ye 
the decanter is “the answer to a the 
retailer’s prayer because it revers- Ju 
es the prevailing trend toward do- dic 
ing business on price alone.” sal 
All ads, in addition to featuring the 
Reserve in the decanter, will show on 
‘the regular round bottle and the ly 
Hourglass symbol. 
Batten, Barton, Durstine & Os- ; ra 
born is the agency. : iors i : as 30, 
‘Company Builds Fall Drive ae: Li K t | ee a tal 
| Around ‘I Love Lucy’ Home eee ba ee ‘ 
| Sloane-Delaware Floor Products, ae 
‘Trenton, N. J., will build its fall i ya 
advertising program around Lu- % an 
icille Ball, Desi Arnaz and _ their 3 pic 
“I Love Lucy” home. A 16-page is fri 
‘full-color booklet, “Floor Plan- ve ae : col 
ining for Your ‘I Love’ Lucy’! te ; i fe at 
|Home,” will be available for in-| 7m 
istore distribution or customer} ~ = 
imailings with dealer imprints. It ee 
‘will be offered to consumers for. 
10¢ in national advertising. | 
Sloane will use a page in the 
First Three Markets Group Sept. 
27 ry and ng = h - ? 
4 ads in e American Weekly, Pa- V4 
Wich a mass product, you buy mass markets. ‘rade, and This Week Magazine. on i. a, : yr er Pre “one 
Mid-America is one — a mass market, dominated by fag Be og: eh ne lg vive ie peop a ee oe 
, . ; a F , ' , families are near the top. And tops among them are 
farmers. You can’t sell Mid-America without farm ing for Young Homemakers and , 
pa ; McCall’s. Lerrick & Co., New York, the readers of Capper’s Farmer. They are the most 
families, nor the magazine that concentrates on is handling the account. f Seusitios 1 . os 
doi shan’ | prosperous farm families in Mid-America, itself the 
Louisville to Get TV Circuit richest farm market on earth! 
| In the Sept. 14 issue of AA, it 
| was reported that a third television | 
circuit for Louisville probably 
| would not be available before late 
1954, thus precipitating a prob- 
‘lem when WKL®O-TV, Louisville, , 
'goes on the air about Sept. 27.) 
However, due to new develop-| 
ments, this is no longer true. Ac- | 
cording to Joe Eaton, general) 
manager of WKLO-TV, a third) 
‘circuit will be available next) 
| month. 
\Geyer Names wo V.P.s | 
Cornelius Du Bois, director of 
research development, and Joel 
McPherson, account executive, | 
have been name v.p.s of Geyer! 
| Advertising, Nev York. x 


| 

| 

Bartlett Names Sullivan Co. 
Daniel F. Sullivan Co., Boston, 

has been named ‘to handle adver- 

tising for Bartlett Yarn Mills, 

Harmony, Me. Magazines and di- 

rect mail will be used. 
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British See Their Ist 27 TV Set at | 


20th National Radio Show in London 


BBC Is Going Broke 
But ‘Commercial’ TV 
Isn‘t Even Mentioned 


Lonpon, Sept. 23—-New and bet- 
ter TV sets—including the first one 
with a 27” screen—were the high- 
lights of the 20th national Radio 
Show which closed here Sept. 12. 

The exhibition, which retains its 
anachronistic name, is the show- 
piece of Britain’s radio-TV indus- 
try. More than 250,000 persons— 
paying 35¢ a head—visited the 
giant Earls Court exhibition hall 
during the 11-day display. In “Tel- 
evision Avenue,” 31 manufacturers 
occupied 40 booths to show 95 dif- 
ferent receivers. 

Last year British manufacturers 
produced 800,000 TV sets and this 
year the industry is aiming to top 
the 1,000,000 mark for the first 
time. Production through July to- 
taled 544,000, with the peak output 
of the fourth quarter still to come. 

As of June 30, 1953, there were 
2,415,400 television licenses in 
force, an increase of 876,700 over 
the previous June. 


# A pleasant surprise to the in- 
dustry is the pickup in radio set 
sales this year. 

In 1952, set sales dropped to 
792,000, a 41% decrease from 1951. 
Guided by these figures, the in- 
dustry cut back production by 40% 
during the first six months of this 
year. But sales only fell by 7% in 
the first half of the year and in 
July the public bought 65,000 ra- 
dio sets compared to 42,000 in the 
same month last year. Many of 
these purchases are going for “‘sec- 
ond” and “third” sets—a relative- 
ly untapped market here. 

There were still only 12,964,200 
radio licenses in force as of June 
30, indicating the industry is far 
from achieving the saturation at- 
tained in the United States. 


# The major trends in TV set!was at the show with two large 


manufacture are bigger screens 
and steadier, brighter and sharper 
pictures—particularly for the 
fringe areas. “Automatic picture 
control” was a well-used slogan 
at the show. Also in evidence were 


“halolight,” “highlight,” “kinevis- 
or,” “super-scenic” and “2-D 
plus.” 

The 17” screen was first intro- | 
duced last year and it has proved | 
to be very popular. At least, one 
out of five persons who bought a 
TV set in the first six months of 
this year picked a 17” one. Virtu- | 
ally all the manufacturers showed | 
a 17” model this year. Two makers | 
—Cossor and His Master’s Voice. 
(“the most trusted trademark in) 
the world’”’)—showed 21” sets. And 
Pye Ltd. brought out a “surprise” | 
27” model (price-tag: $700). 

Standard prices—at which the 
sets can be purchased anywhere 
in the country—were displayed 
prominently at the show. These 
prices are high, compared with 
those in America. They are excep- | 
tionally high when the difference | 
in average income is considered. 

The cheapest television set a 
Briton can buy is a 9” table mod- | 
el for $118.42. Of the TV sets sold 
in 1952, 46% were in the low-| 
price range—below $140; 44% of| 
the buyers went into the $140-$210. 
price range. Sets in the 17” class 
start at $290. 


m The cheapest radio set on sale 
in Britain is about $30 and rough- 
ly 25% of sales come in this 
bracket. Sales figures for the first 
|half of this year show 54% of the 
| sets purchased were in the $35-$50 
/price range. 

Radio-phonograph combinations 
start above $100. And if you want 
a radio-television combination— | 
made by only four firms—then 
you have to shell out $250 for one 
with a 9” screen. 

Radio is considered a “perfect” 
‘export industry for Britain be- 
|cause so little of the materials 
have to be imported. In 1952, the 
\industry exported $70,000,000 
‘worth of equipment, with 12.1% 
‘going to the Scandinavian coun- 
|tries and 8% to dollar areas, nota- 
‘bly Canada. Philco, incidentally, 


notices at its exhibit: “The world’s 
|largest maker of radio and TV” 
and “90% of our production sold 
in the export market.” 

| There was nary a mention at the 
/mammoth exhibition of a subject 


| the British Radio Show. Designed for TV 


(JaPelly 


PYTOMA Te COE Cotte, pc 


A queet relaxing evening... and Television, Te 
ojovment, let the Pye Polly make 
of tea, Tt will bell, powr out, cut 


complet. vse 


oil ste own rent, amd then -ound a burser, You 


ate free te at watching the 


porterinaner 


while thes 75/ 
Pye Polly warks for you ™ TAX FREE 


| 


Pye LIMITED APRUANCE DIVISION CAMBRIDGE ENGLAND J 


DOES EVERYTHING—Pye Ltd. featured this | 
$10.50 automatic tea and coffee maker at 


viewers, the Pye Polly can “boil, pour out, 
cut off its own current and then sound a 
buzzer.” 


on everybody’s minds—commercial 
television. Unofficial backstage 
gossip, however, ran: “Do you| 
think it will come?” “Ours will be | 
different from the Americans...” | 
“The government seems deter- | 
mined to push it through now.. “| 


s A pre-show report said Pye 
Ltd. was planning to give a dem- 
onstration of how commercial TV 
works, but this was later denied 
by the company. Pye—a pepperpot 
of the industry—did want to dem- 
onstrate a compatible color TV 
system which it claims to have| 
perfected, but Rupert Browne, 
secretary of the Radio Industry 
Council, said: “If people see color 
television now they will get the 
idea that it’s just around the cor- 
ner and stop buying existing sets.” 

While the show was going on, a 
few financial reports were pub- 
lished to provide a fitting back- 
ground. Britain’s movie theater 
operators announced glumly that 
their audiences in the first quarter 
of this year had fallen by 17,000,- 
000 in 12 months. The culprit, of 
course, is TV. 

Then the BBC issued its annual 


y 
- 


... famous 


engravings that can be made. 


¢ A Royal Procession 


of nationally advertised trademarks 


brandnames... marches 


through our plant year after year. We 
are proud to contribute to their advertis- 


ing dominance the power of the finest photo- 


—— ay 


aids inet Plabtagving Plant 


report, saying, in effect, “We’re 
going broke.” The government- 
'owned corporation had a_ nice 
healthy deficit of $2,125,000 for 
ithe year. It expects this to be 
doubled in 1953-54, and reserve 


funds will be exhausted the fol- 
lowing year unless additional in- 


TV, with the BBC eating up funds 
trying to complete national cover- 
age for its present single program. 
| But there’s another culprit, too 
_—the government, which takes 
15% of the license income received 
| by the BBC. There are increasing 
| signs here that the government is 
preparing to raise more money for 
,the BBC by doubling the license 
|fee, which is now £1 ($2.80) a 


|year—£2 if you have both radio 


/and television in the home. 


Hammersley Joins Wallace 
William S. Hammersley has been 
named sales anc 


|Sons Mfg. Co., Wallingford, Conn. 
|He will direct sales and market 


planning for the company’s stain- 
less steel tableware, hotel and res- 
\taurant lines and specialty prod- 
ucts. Mr. Hammersley was former- 


ly executive genera! manager of 
H. M. Tower Corp., New Haven. 


Weed TV Appoints Two 


Walter C. Newton Jr., formerly 
with WOR-TV, New York, and 
William P. Dengel, previously with 
Hearst Magazines, ive joined 
Weed Television Cor . New York, 


as salesmen, 


/come is found. The culprit again is | 


merchandising | 
manager of Wallice Bros., stain- 
less steel division of R. Wallace & 


ay 


_ LABORATORIES 


Wi a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work ... stock to 
raise... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 
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PHOTOGRAPHIC REVIEW 


Me 


FOR A NEW PRODUCT—Plans for launching On Hand, the first 
silicone hand lotion, are the subject of discussion in this meet- 
ing of representatives of Lentheric, Dow Corning and Cunning- 
ham & Walsh. The product will bow next month in newspapers 
and Better Homes & Gardens, Charm, Ladies’ Home Journal, 
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McCall's, Pines women’s group, The New Yorker and Today’s 
Woman. From left: Jack Mohr, v.p., and C. S. Gage, president, 
both of Lentheric; William 6. Bunn of Cunningham & Walsh; 
R. T. Gammon of Pines; R. E. Bright, Dow Corning; and Lentheric’s 
Annette Green, R. Olifiers, and W. D. Canaday. 
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BERLIN BOUND—Five marketing experts, accompanied by their wives, get set to 
board plane for Berlin where they'll meet with 200 West German business leaders. 
Quintet aims to improve marketing and distribution in West Berlin. The men (from 
left) are John L. Dampier, marketing v.p. of Lever Bros.; John M. Fox, president 
of Minute Maid; Rosser Reeves, partner of Ted Bates & Co.; Samuel G. Barton, presi- 
dent of Market Research Corp., and John Hanson, former v.p. of Best & Co. The 
trip was sponsored by the Council for International Progress in Management and the 
Foreign Operations Administration. 


OK FOR INSERTION—Henry Weber (right), p.r. director for the national Red Feather 

campaign, okays new newspaper advertising program prepared under the direction 

of Keith Kimball, v.p. of Batten, Barton, Durstine & Osborn. This is the eighth con- 

secutive year in which the agency’s volunteer team has handled advertising for the 
nation’s 1,700 community chests and united funds. 


PAY-AS-YOU-SEE BACKERS—On the steering committee for the 
recent Broadcasters Conference on pay-as-you-see TV were 
(left to right) Ralf Brent, v.p. and director of sales, WIP, Phila- 
delphia, where the conference was held; Will Baltin, TV con- 
sultant to Home News Publishing Co. and WDHW, New Bruns- 


wick, N. J.; Benedict Gimbel Jr., president and general manager 
of WIP; Hugh Boyd, general manager, Home News Publishing 
Co., grantee for u.h.f. station WDEN-TV; Wendell Lund, co- 
owner of Stamford-Norwalk TV Corp., Stamford, Conn., and 
Richard Davis, president of WELI-TV, New Haven, Conn. 


OUTDOOR TYPES—Seen and heard at the 56th annual convention of the Outdoor Advertising Assn. of 
America in Houston were: (1) George Lorimer, outdoor department, Calkins & Holden, Carlock, McClinton 
& Smith; Jock Hueston, Central Advertising Co., Jackson, Mich.; Rex Potter, ad manager, Gulf Brewing Co., 
Houston; Fred Alter, Wetmore Co., Houston; Earl Richards, head of Foote, Cone & Belding’s Houston of- 
fice; Robert J. Haxton, sales manager of the Scotchlite division of Minnesota Mining & Mfg. Co. (2) Ed 
Donnelly, president of John Donnelly & Sons, Boston; Harry Fitzgerald, Cream City Outdoor Advertising 
Co., whe was reelected president of OAAA; Fred C. Beseler, B&B System Inc., Shyeveport. (3) F. J. Fitz- 
gerald, outdoor department, Calkins & Holden; John Donnelly, v.p. of John Donnelly & Sons, and E. J. 
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Williams, head of outdoor advertising for William H. Weintraub & Co. (4) Norman Strouse, v.p. and De- 
troit manager for J. Walter Thompson Co.; Melvin Brorby, v.p., Needham, Louis & Brorby; Thomas D’‘Arcy 
Brophy, board chairman of Kenyon & Eckhardt; Edwin F. Wilson, v.p. of McCann-Erickson; John M. Paver, 
president and general manager, National Outdoor Advertising Bureau, New York. (5) Laurence H. Odell, 
v.p. in charge of Pacific Coast operations, W. R. Grace & Co., and board chairman of Foster & Kleiser; 
Burr L. Robbins, president of General Outdoor Advertising, Chicago. (6) J. B. Huntress, ad manager, Nash 
Motors division of Nash Kelvinator Corp.; Kerwin H. Fulton, president, Outdoor Advertising Inc., New York; 
Peter G. Levathes, v.p., Young & Rubicem, and John P. Gormley, v.p. in charge of OAl’s Chicago office. 
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o' Dimension’ 


Adds Selling Power to Ad Budgets in 


DELAWARE VALLEY, U.S.A. 


THE GREATER PHILADELPHIA MARKET! 


POPULATION 


Philadelphia area, over 
4,500,000 persons 


RETAIL SALES 


Philadelphia area, over 
4 billion dollars yearly 


MANUFACTURING 


Delaware Valley Is World's 
Greatest Industrial Area 


STABILITY 


Diversified industry 
means steady employ- 
ment, fewer fluctua- 
tions in labor force... 
always a sure market 


There’s a fabulous market oppor- 
tunity in Delaware Valley today... 
the first four factors prove it. Here 
industry invests 3 billion dollars 
in expansion and 14% million fami- 
lies enjoy new prosperity. In the 
future, the vital “5th Dimension” — 
the Growth Factor—promises in- 
creased Delaware Valley advertising 
results. Advertisers are capitalizing 
on this booming empire, turning to 
THE PHILADELPHIA INQUIRER for 
complete coverage that keeps sales 
rolling up! 


The Philadelphia Inquirer 


The Voice of Delaware Valley, U.S.A. 


Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, | 


THE GROWTH FACTOR 


Capacity and potential for dynamic expansion 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2.5938; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, 


sontgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigon 0259 
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Tonnage Use Increased 

Newspapers reporting to the 
American Newspaper Publishers 
Assn. consumed 359,133 tons of 
newsprint in August, an increase 
of 5.1% over the same month a 
year ago. Both months had five 
Sundays. 


Institute Names Morrow 
Joyce Morrow, formerly with the 
Columbia University 


Henle Joins ‘C< 


ne Guy Henle, f. 
Press, has editor and sales 


been named executive administra- guard Press, has 
tor of the American Institute of Home Companio 
Graphic Arts, New York. She will editor. He will d 
direct the group’s public relations t¢jign to be callec 


program. 


& Automotive W 


plant from 


FILMACK STUDIOS 1323: SOUTH WABASH AVE., CHICAGO 


AT LOWEST PRICE 
IN TV HISTORY ! 


be les aonionds tel peace” 


Electro-Snap Nx 
| James E. Cule: 
|rector for the } 
Borg-Warner Co 
been named adv: 


npanion’ 

merly associate | 
anager of Van- 
‘oined Woman’s | 
as a department 
elop a new sec- 
‘House, Garden 
kshop.” 


mes Culea 

formerly art di- 
rge division of 
p., Chicago, has 
‘tising and sales | 
‘promotion manaer of Electro- 
Snap Switch & \ fg. Co., Chicago. 


Miss Goodell Named A. M. 

| Jane Goodell h:s been appointed | 
advertising manager of Her Ma-. 
jesty Underwear Co., New York. | 
She was formerly with Donahue & _verted most of its production fa- 
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solid south: 1953 style 


The changing skyline of today’s mid-South is a happy sight 
for any advertiser who wants to harness the real sales power 


of television. 


Throughout 29 high income counties in our pivot of the 
Piedmont, more and more TV homes have their antennas set 
for Channel 2—WFMY-TV. 


It's a solid array of selling potential — compounded of the most 
progressive families in an area with nearly $1,500,000,000 


buying power. 


WFMY-TV is their television station . . . the daily habit, 
welcomed, watched and believed in homes where the most 
buying is done. And, significantly, where real selling 
opportunities exist for you — when your message is solidly 


delivered by WFMY-TV! 


wimy-tv 


Basic CBS Affiliate — Channel 2 


Greensboro, N. C. 


Represented by 
Harrington, Righter & Parsons, Inc. 
New York—Chicago— San Francisco 
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‘Cinemascope Bows 


at Premium Prices 


NEw York, Sept. 22—20th Cen- 
tury-Fox’s Cinemascope went on 
public view for the first time here 
last week with the opening of ‘“‘The 
| Robe” at the Roxy. 


Based on the late Lloyd C. Doug- | 


las’ best-selling novel, ‘“‘The Robe” 
is the first of three movies al- 


/its new wide screen process which 
gives a three-dimensional effect 
_without the use of special glasses. 
Already awaiting release are ‘How 
to Marry a 
“Twelve Mile Reef.” 

The company has already con- 


cilities to Cinemascope and cut 


back its production schedule from | 


| 33 to 14 features. The 14 new-style 


‘movies will cost the studio as much | 
as 33 “flat” ones. “The Robe” was | 


filmed on a budget of $4,500,000. 


® Still going strong in New York 
—and other cities—is Cinerama, 


ready filmed by 20th Century with | 
/perfected the lens, which is used 
'on the camera to make the film 


Millionaire” and_ 


| Joins ‘Rock Products’ 


another wide screen system, which 
gives a 3-D illusion without special 
spectacles for the audience. Cin- 
erama, a collection of short sub- 
jects, continues to play to good 
houses here after more than a year 
at advanced prices. ‘‘The Robe” is 
charging $2 and $2.50 for seats. 
Cinemascope uses an anamor- 
phic lens to project standard 
35mm film on a somewhat concave 
screen, 64’ long and 24 high. Prof. 
Henri Chretien, a French inventor, 


and again on the projector to re- 
store the picture to normal pro- 
portions. 


Charles H. Daly, previously with 
McGraw-Hill Publishing Co., has 
joined the Rock Products staff as 
a representative in the New York 
and eastern territory. He succeeds 
Ray E. Keine, who has been trans- 
ferred to the Cleveland territory, 
where he will be in charge of ad- 
vertising. Rock Products is pub- 
lished by Maclean Hunter Publish- 
ing Corp., Chicago. 


Remember 
‘BUSINESS 


The big news in America today is 3-D pictures. Everybody is 
interested in these fascinating “come to life” color photos. 
That’s what makes View-Master 3-D products the season’s 
most appreciated business gift. There are attractively packaged 
View-Master 3-D products to solve every gift need and 
every budget requirement. Your View-Master dealer 
will be glad to help you select appropriate View-Master 3-D 
gifts for employees, customers and business acquaintances. 


FOR SUPPLIERS 


Use View-Master Stereo products to express 
appreciation for favors rendered and to as- 
sure good service in the future. The wide 
range of View-Master products allows you 


to tailor gift costs to your budget. 


FOR CUSTOMERS AND CLIENTS 


A View-Master Personal Stereo Camera or the new 
“Stereo-matic 500" Projector can do an 
unsurpassed public relations job with important cus- 
tomers. For other clients View-Master Stereoscopes, 
Two-Dimension Projectors and 3-D Reels are ideal. 


View-Master 


See him today! 


FOR OFFICE PARTIES 


View-Master Stereoscopes and 3-D picture Reeis 
always make a hit at office parties. 
different seven-scene Reels on travel, sports, re- 
ligious and other subjects are available at your 
View-Master dealers. 


Over 400 


FOR THE BOSS 


The View-Master Personal Stereo Camera is one 
of the most impressive and enjoyable gifts you 
could give. The beauty of its pictures combined 
with its simple, low-cost operation makes it a 
gift he'll enjoy for years. 


Choose Your Gifts from These Popular 


Stereoscopes 


Reels 
$2.00 35¢, 3 for $1.00 


STEREO 
PRODUCTS 


*Stereo-matic 500" 
Projector, $177.50 
(Lote Fall Delivery) 


Personal 
Stereo Camera 
$149.00 


® Sowyer's inc., Portland 7, Oregon. Reg. U.S. Pat. Off. Marco Registrada. 


AT CAMERA, GIFT, AND DEPARTMENT STORES 
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FTC ‘Ad Liaison Committee’ Shaping 
Up, Ad Managers Learn at Meeting 


(Continued from Page 1) 
the activity, Mr. Maurer started by 
answering the question, 


volved in a liaison program with 
FTC,” as follows: 


e “First: No responsible member 
of the advertising community, be 
he medium, agency or—most of all 
—advertiser, gains when advertis- 
ing is subverted to improper us- 
ages. His investment, his equity, 
if you will, in public believability 
and acceptance of his own claims 
is diluted whenever the public 
finds that it has misplaced its con- 
fidence in any advertisement. 

“Second: Advertising has enough 
hurdles to overcome without facing 
an unsympathetic attitude on the 
part of a governmental agency 
which wields as potent a regula- 
tory power over it as the Federal 
Trade Commission. 

“If, by a statesmanlike program, 
we could advance the legitimate 
self-interests of advertising by: 


e 1. Instilling a spirit of trust 
and confidence at FTC 

e 2. Promoting a better under- 

standing of advertising and 

its problems at FTC 


e 3. 
a higher level of self-regu- 


lation, thus protecting and. 
fostering public believability | 


generally, 


we felt that we would be actively | 


advancing, in a concrete and prac- 
tical way, the interests of ANA 
members. 


“And when FTC approached us | 


in a manner that opened the door 
to such possibilities, we felt the 


opportunity was much too good a 


one to be muffed. 


© “T think it fair to say that both 
FTC and advertising are mature 


enough to recognize that neither. 


has been perfect in the past. 
“And since both are working 


Helping industry to achieve | 


encouraging development in gov- 
ernment-industry relations. 


“Why | 
should ANA be getting itself in- | 


s “I should add that the notable 


progress to date reflects in a large | 
measure the keen interest Chair-| 


man Howrey has expressed in this 
activity as well as the sincere de- 
sire on the part of other respons- 
ible FTC representatives to extend 
FTC policies and procedures which 


make possible the settlement of | 


|/problems through consultation 
rather than litigation. 

“I think you will recognize the 
importance and _ significance of 
this. I think, however, that I should 
also tell you on what basis ANA 
participated in these meetings and 
what we told FTC. 

“In the meetings with FTC rep- 
resentatives, ANA stated the fol- 
lowing reasons why some mecha- 
nism was desirable whereby a 
channel of communication could 
be maintained on a responsible and 
continuing basis between advertis- 
ing and FTC: 


e 1. Individual advertisers have 
the responsibility for seeing to 


| 


it that advertisements are, 
lawful and acceptable to the 
public. 


e 2. Advertising—as_ collectively 
represented by advertiser, ad- 
vertising agency and the ad- 
vertising media— has a great 
responsibility to industry to 
see to it that advertising’s ef- 
fectiveness is not jeopardized 


lentire 


through abuses by a small | 


minority of individual adver- 
tisers which, however, may 


in all advertising and thereby 
reduce its effectiveness. The 
advertising community, there- 
fore, has a definite responsi- 
bility to help establish stand- 
dards to which all advertisers 
individually can subscribe and 
which will help preserve the 
public standing of all adver- 
tising. 


toward the same basic goal—the | 


ability of the public to believe what 
it reads in advertising—it seemed 
a logical conclusion that we ought 
to start working together for mu- 
tual improvement and a better ac- 
complishment of that common ob- 
jective. 

“Out of our meetings, the fol- 
lowing has been agreed to: 


e 1. That the excellent existing 
methods and policies which enable 
FTC and industry to resolve ques- 
tions through informal consulta- 
tive means rather than through 
litigation be encouraged and there- 
by expanded. 


e 2. That an established mecha- 
nism for maintaining liaison be- 
tween FTC and all important and 
appropriate elements in advertis- 
ing would be desirable. 


|e 3. FTC, as an agency of Con- 
gress, has a responsibility in 
the public welfare to insure 
against false and misleading 
advertisements which may 
deceive the buying public and 
which are not in the interest 
of fair competition. 
“It is apparent to ANA, we re- 
| ported, that these fundamental re- 
'sponsibilities held by individual 
‘companies, advertising and FTC 
are not adverse—in fact, that all 
three are engaged in seeking a 
!common goal. For this reason, 
| ANA welcomed the opportunity to 
‘explore closer liaison with FTC. 


_@ “Now, where do we go from 

| here? 

| “The answer to that depends 

upon every one of us in this room. 
“The opportunity business has 


|sought for so long a time—to be 


e 3. That FTC will prepare speci- | looked upon and treated by gov- 


fications for the formation of such 
a mechanism in terms of a con- 
sultative liaison committee to FTC 
which will represent advertising. 


e 4. That such a consultative liai- 
son committee could be of value 
to the Commission and to adver- 
tising (a), by making available to 
the commission an expert source 
of information on advertising prac- 
tice as a whole; (b) in helping in- 
dustry and advertising understand 
and thereby work within the prin- 
ciples underlying FTC decisions 
which conform to the acts of Con- 
gress. 

“You will recognize that this de- 
cision contains in it the promise 
of being a highly significant and 


ernment as a good and responsible 
citizen, willing and able to work in 
the public interest at the same time 
that it works for its own—seems 
to be within the grasp of our sec- 
tion of the business world—the ad- 
vertising community. 


undermine public confidence | 


| 
| 


CLIENT IN TOWN—H. B. Northcott (right), general ad manager of the Union Pacific 


in Omaha, was the only railroad member to attend the Assn. of National Adver- 
tisers annual meeting in Chicago last week. He had friends to see in Chicago, how- 


ever. Among them were members of his 


agency, shown here. From left they are 


Richard Powers, James Farris and R. H. Galley of the Caples Co. 


“A long road to that success still 
lies ahead of us. Yet, even now 
we have come a goodly distance. 
And the enthusiastic support we 
have already received from those 
who have come to learn of our ef- 
forts—including many companies, 
and their lawyers, with a long 
background of active battles with 
FTC—encourages us to the con- 
viction that the combined efforts 
of the enlightened elements of the 
advertising industry can 
iron out those problems which may 
arise. 

“If we can’t do that much, we 
have only ourselves to blame.” 


Can't Discard 
Any Media, Is 
Duffy's Word 


BBDO Head Reviews 
Media History; Asks 
More, Better Research 


CuHIcaco, Sept. 23—While every- 
one else seemed to be concerned 
exclusively with TV at the fall 
meeting of the Assn. of National 


| Advertisers, other media received 


“But, we have to grasp that op- | 


portunity and develop it while it 
is ripe. And that requires the in- 
telligent, and the patient effort of 
everyone in advertising. 

“We could find no more appro- 
priate occasion than this meeting 
to announce developments, for 
here we have responsible repre- 
sentatives of agencies, media and 
advertisers, and these are the peo- 
ple who must put their shoulders to 
such a program if it is to succeed. 


the welcome news here this morn- 
ing that they are not slated for ob- 
livion, 


Bringing the good tidings was 


Ben Duffy, president of Batten, 
Barton, Durstine & Osborn, who 


ANA Meeting 


said that while the emphasis might 
shift from one medium to another, 
the truth is that there is no pas- 
ture to which existing media can 
be retired, and all occupy impor- 
tant spots. 


® With the aid of a series of charts, 
Mr. Duffy pointed out that while 
the share of national advertising 
expenditures going to newspapers, 
magazines and outdoor in 1952 was 
considerably reduced from what it 
was in 1920—due to the develop- 
ment of radio and television—the 
whole pie had grown by 390% and 
therefore the actua! dollar volume 
of all media was _ substantially 
greater. 

Newspapers, he pointed out, re- 


ceived 56% of the total national 
expenditure in 1920, and only 30% 
of the 1952 total; yet the national 
volume in newspapers in 1920 was 
only $200,000,000. while in 1952 it 


was $526,000,000 an increase of 
163%. Similarly, the magazine 
share of the tota! in 1920 (36%) 
was $130,000,000, whereas in 1952, 


got only 32% 
ollar volume 
increase of 


although magaziie: 
of the total, thei: 
was $553,000,000. «: 
325%. 


® Mr. Duffy also poked a bit of 
fun at those who express concern 
over the decline in ' « percentage 
of national income t goes into 
advertising. The fa it this per- 


centage has declined, he _ said, 
merely proves that advertisers are 
| getting more for their money than 
| formerly. And again, the total vol- 
ume of advertising is up. An ex- 
/penditure of 4% of national in- 
'come resulted in $2.6 billions in 
|advertising in 1920, whereas an 
,expenditure of only 2.4% in 1952 
|resulted in advertising expendi- 
‘tures totaling $7.2 billion. 

The growing complexity of the 
'media picture, and the increasing 
_advertising competition, mean that 
/more and more research must be 
|applied to advertising, Mr. Duffy 
‘said. “Is the advertising industry 
|—and I mean advertisers, agen- 
cies and media—spending research 
time and money even remotely 
proportionate to that spent by in- 
dustry on product research?” he 
asked. 

“Isn't it just a bit ironic that we 
take for granted nowadays that 
consumer products be flawless, and 
yet seem content to play hunches 
with mass selling techniques?” 


|@ At a final session devoted to 
| the Advertising Council, Leo Bur- 
/nett, agency head and vice-chair- 
/man of the council, asked for more 
cooperation at the local level, and 
‘stressed that the Advertising Coun- 
cil is by no means a “closed corpo- 
ration,” but actively seeks—and 
needs—the help of individuals and 
organizations which can imple- 
ment its campaigns in their own 
communities. 

Harold H. Webber, v.p. and gen- 
eral manager of Foote, Cone & 
‘Belding, presented an_ illustrated 
|progress report showing how na- 
tional advertisers are effectively 
injecting public service messages 
into their regular advertising. 

While such cooperation is of 
‘great value as a public service, 
he stressed that it is also of vast 
benefit to the advertisers them- 
selves in raising living and educa- 
‘tional standards, reducing unnec- 
_cessary losses, and stabilizing the 
economy. 


's Theodore S. Repplier, president 
of the Advertising Council, re- 
viewed the activity of the council 
in connection with “three tales 
‘\from Moscow.” He _ pointed out 
how the council has moved in to 
induce more youngsters to study 
engineering to meet a_ serious 
threat of shortages of trained 
engineers; how the council has 
tackled successfully its toughest 
assignment—the recruitment. of 
volunteer plane spotters; and how, 
probably, the Advertising Coun- 
cil may shortly be called upon to 
help bring home the realities of 
the international situation to the 
American people. 


® The ANA wound up its fall 
meeting with a luncheon address 
by Sherman Adams, assistant to 
the President of the United States. 
NBC provided the entertainment 
for the gala party Tuesday eve- 
ning, and also provided demon- 
strations of its new color TV sys- 
tem on Monday and Tuesday, 
piping in over a closed circuit a 
special half-hour show from New 
York. 
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On Monday afternoon, three 
open forum discussions, off the 


record, reviewed problems in the 
|selling of consumer non-durables, 
‘consumer durables and industrial 
|goods, and on Tuesday afternoon 
a session discussed “new profit- 
producing advertising strategies.” 

The session was presided over 
by Ray Weber, advertising man- 
ager, Swift & Co., and included 
talks by Charles H. Percy, pres- 
ident, Bell & Howell Co., who pre- 
viewed new developments and un- 
usual examples of getting ideas 
across through mass communica- 
tion; John H. Tinker Jr., creative 
director and senior v.p. of Mc- 
Cann-Erickson, New York, who 
presented the amusing and cogent 
picture-story of the three-handed 
creative man which wowed the 
Four A’s convention last spring; 
and C. J. Coward, merchandising 
manager, Kelvinator Division of 
Nash-Kelvinator Corp., who pre- 
sented numerous examples of how 
product research and development 
have boosted returns from adver- 
tising and helped create advertis- 
ing and sales themes with extra 
wallop. 


eC. J. Allen, v.p. in charge of 
merchandising of Gardner Adver- 
tising Co., St. Louis, used a num- 
ber of gimmicks, including busts 
of Mrs. Consumer and Mr. Re- 
tailer, as well as a_ prize-fight 
gong, to emphasize that there are 
six points of sale, carrying all the 
way through to product use in the 
home and re-purchase in the store, 
which vitally affect every adver- 
tising and merchandising cam- 
paign, and that these must be 
built into the campaign when it 
originates if the whole operation 
is to move smoothly. 

John B. McLaughlin, advertis-~- 
ing and sales promotion manager 
of Kraft Foods Co., reviewed his 
company’s activities during the 
past couple of years in helping re- 
tail food advertisers to stop run- 
ning mere price catalogs in their 
newspaper food ads. 


® His company has now held 
clinics with more than 300 retail 
food groups, he reported, urging 
them to make their advertising in- 
clude food use ideas as well as 
prices and items, and Kraft now 
sends a service of recipe ideas to 
more than 200 food organizations 
regularly. In several instances, re- 
tail outlets are now tying up reg- 
ularly with the recipes Kraft shows 
in its TV commercials. 

Details of the Kraft work with 
retailers were reported in AA Sept. 
15, 1952. 


Cox Heads Wilson Promotion; 
Subsidiary Promotes Howlett 
Mark Cox has been named 


director of advertising, public re- 
promotion of 


lations and sales 
Wilson & Co., 
Chicago meat 
packer, succeed- 
ing Don Smith, 
who retires after 
20 years. 

Philip Howlett, 
assistant to Mr. 
Cex as manager 
of advertising 
and public rela- 
tions of Wilson 
Sporting Goods 
Co., a subsidiary, 
will succeed him 
in that post. With the sporting 
| goods company less than seven 
| years, Mr. Cox organized its pub- 
lic relations department. Mr. Smith 
will act as an adviser to Wilson. 


Mark Cox 


| Nelson Gets College PR Prize 


| Lyle M. Nelson, head of the 
educational television and radio 
division of the Ford Foundation, 
| has received the American College 
Public Relations Assn.’s_ 1953 
laward for outstanding achieve- 
ment. Mr. Nelson got the prize for 
his work in 1951-1952 when he 
was director of public services at 
the University of Oregon in con- 
nection with the institution’s 75th 
anniversary. 
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Jackson Joins Weintraub 


William Jackson, formerly with Shape, Scope and Color of 1 ] in ‘ 55 


J. Walter Thompson Co., has 
joined the copy staff of William H. 
Weintraub & Co., New York. 


“gyal 


ANY OFFICE GIRL 
CAN SET FOTOTYPE! 


Anyone in your office can set perfect head- 
lines, body text, with Fototype.(A stenographer 
set this entire ad!) Cuts type costs by as much 
as 90%. Use for house organs, ads, direct mail, 
catalogs, brochures even letterheads' Clean, 
sharp characters for offset,zincs or silk scree” 
reproduction. Over 250 type styles and sizes. 
Send for your free copy of Catalog 53 today! 


(Continued from Page 3) 
basis. Last week, he reported, the 
‘average CBS advertiser was using 
| 63 stations. 

Declaring that CBS believes 1956 
will see a near-stabilization situa- 
tion in TV, Mr. Van Volkenberg 
‘foresees this general pattern for 
that year: 


e Set ownership up to 95% in 
major markets. 


e A CBS network embracing 225 
stations. 


e A minimum network buy of 59 
stations (serving 35 million 
homes), with two optional groups 
totaling 51 stations, plus supple- 
mentaries. 


1415 Roscoe Str:etw™ 
~ CHICAGO 13 


e A prime nighttime half-hour 


test cities 


For years national grocery and drug advertisers 
have used Burgoyne store panels to determine 
success probability of new prod- 
ucts, premiums, promotions. 
Among the Burgoyne test cities 
you can spot your pretests where 
your distribution is effective .. . 
where you or your advertising 
agency can check our research 
results. 
Tell us what you want to pre- 
test... pick your choice of test 
cities and ask us to present a 
proposal, 


umclucde Rockford 


31st city in the U.S. in net effective buying income... 
Metropolitan Rockford ranks 28th . . . 31% above 
the national income average. A city of people able, 
ready and willing to buy. Diversified industry . . . in 
one of the richest agricultural areas. 


7 


RGOYNE 


GROCERY &® DRUG INDEX 
FIRST NATIONAL BANK BUILDING ° CINCINNATI 2 


City population 131,123 . .. ABC retail 
area 1,222 . . . Rockford MORNING 
STAR and REGISTER-REPUBLIC have 
107.46% coverage in county! 


and 56 Foretoldfor ANAM mbers 


York to Chicago now and will be 
through to the coast this year. 


e The NBC system has no inher- 
ent limitation on screen size. 


e B&w sets can be converted to 


| Bross time co on the 59 basic take this color, but from a prac- 
Stations of $48 0, compared with tica) standpoint it will be easier 


$21,875 now a i $27,800 on Jan. and more sensible to buy a new. 


1, 1954. |color set, in which case the b&w 
set will probably become a “sec-— 


ked Mr. Kintner ond” set in the home. 


a Mr. Drew 
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sors somewhat more, but in gen- 
eral the extra cost will be moder- 
ate. 


/@ When will color come? NBC is 


ready to put two shows a week on 
regularly as soon as permission is 
granted. Programming will pre- 
cede set sales. 


e Mr. Weaver guessed there will be 
50,000 color sets in use a year from 
now, in the fall of 1954, and “may- 


some pointed uiestions about the 
potential size « the ABC net, the | 
practice of re: rving prime time 
for network ov ned programs, and 
the relative co t of daytime pro- 
grams. 

He was told nat ABC intends to, 
add every stativn it can which will | 
broaden its aidience; that net-) 
works must continue to develop | 
some programs on their own, and) 
| assure them of good time to protect | 
| viewers, the network itself, and/| 
advertisers using adjacent time; | 
that ABC (in contrast to NBC and) 
CBS) intends to continue allow- | 
ing advertisers wide latitude in. 
choosing the number of outlets | 
purchased; and that daytime rates | 
(now generally 50% of nighttime 
rates) are probably too low, based | 
on Nielsen figures indicating night- | 
time shows delivering a commer- | 
cial at $2.50 per thousand, while 
the cost per thousand on daytime 
commercials was only $1.31. 


ws Mr. Case, a regional advertiser, 
reviewed the plight of the regional 
advertiser and asked Mr. Witting 
what was going to be done to re-| 
lieve it. Mr. Witting agreed that 
regional advertisers have tended 
to be the “forgotten men” in TV, 
but pointed out that much of the) 
difficulty stemmed from the fact | 
that of 152 TV markets on Sept. 
1, 95 had only one outlet, 42 had. 
two, 9 had three, and only 6 had) 
four or more. 

When there are more multiple) 
station markets, DuMont will do) 
its best to provide service for re-| 
gional and smaller advertisers, he | 
intimated. In the meantime, Mr. 
Witting pointed out that DuMont | 
has recognized the problem, and | 
has done such things as base its| 
discount rate on total time used) 
rather than programs, and has de-_ 
veloped several shows for region- | 
al sponsorship, including the pro_ 
football games, with in some in-| 
stances five different games being 
telecast under different sponsor- | 
ship in various sections of the 
country. 

He also reported that a new Du-| 
Mont “flying spot” projector to be | 
marketed this month will make it. 
virtually impossible to tell kine-| 
scopes from live shows. | 


s Mr. Weddell asked Mr. Reinsch | 
whether the regional advertiser | 
might not find a partial solution | 
to high costs in stations which | 
spread their signal broadly, so that | 
a smaller number of stations might | 
saturate an area, and Mr. Reinsch | 
reported that the Atlanta station | 
is now reaching a radius of 175) 
miles—far beyond the 70-mile I 
erage which FCC Commissioner 
Hyde had previously indicated was 
expected of high-power stations. | 
Mr. Hyde suggested that the At-| 
lanta station’s ability to reach) 
around the countryside might be) 
cut down as additional stations 
went into service in its territory. | 

Mr. Reinsch also reported three 
or four instances of local adver- 
tisers getting spectacular results 
from TV, as an indication that 
while the costs might seem high, 
they were amply justified on the) 
basis of results. 


e Mr. Pulver asked Mr. Weaver 
for the latest information on color | 
TV, and was told that NBC will 
demonstrate its system before the 
FCC on Oct. 15, ard hopes to have 
a go-ahead on it before too long 
'thereafter. He also reported: 


|e Color TV can be sent from New 


: be a million a year later. Once this 
e The first color sets will proba- thing starts, the speed with which 
bly cost $800-$1,000, but after mass jt moves is going to amaze all of 
production is possible, the cost ys” 
will probably be not more than. 


25% greater than for b&w sets. s Those attending the TV session 


also heard three interesting case 
e A station can switch to color— histories on the use of this medi- 
that is, pick up color off the cable ym. 
and rebroadcast it—for about $22,-| Linton Bagley, advertising man- 
000. To have complete studio fa- ager, J. A. Folger & Co., which 
cilities for color origination, how- sells coffee regionally, made the 
ever, station costs will be some- point that TV is just “another me- 
where in the neighborhood of dium” to his company, and its use 
$450,000. is integrated into color comics, 

b&w newspaper advertising, paint- 


e Color telecasts will cost spon- ed bulletins, 24-sheet posters, store 


_ 


EATHER 
IT'S HOT 


OR COLD 
..WET OR DRY 


Whatever the weather 
...Here’s how 

to put it towork 
making friends for you! 


ORECAST 
EATHER TRENDS 


National Weather Institute’s 30-day 
advance forecast is now being sold in 
desired quantities for advertising pur- 
poses. Imprinted with your firm name 
and sales message, it’s a promotion 
piece that customers will welcome 
every month. Valuable for any execu- 
tive whose business or recreation is 
affected by weather (and whose isn’t?). 


On a nationwide basis you get the 
big three-color chart —divided into 38 
weather zones—with a day-to-day 
temperature and precipitation fore- 
cast. In addition, 80 Major Mer- 
chandising Cities are pin-pointed with 
monthly forecasts of precipitation and 
high and low temperatures. 


The regional 30-day in advance chart, 
(in black and white) provides a fore- 
cast and other weather data for spe- 
cific marketing areas, ranging from 
a few counties up to several states. 


These Forecast Charts prepared by 
National Weather Institute are sup- 
plied only thru Western Union. Your 
supply of copies is sent you well in 
advance to meet your deadline dates. 
(If you like, we’ll even handle dis- 
4 i bes tribution for you, in any quantity, 
direct to your list.) 


— ba) For samples, rates, and full informa- 
i = tion on how this time-tested accurate 
—~o / service can be fitted to your own 
— needs, consult your local Western 
A Union office. 
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material and radio. 

His talk, which was read for 
him because he was suddenly hos- 
pitalized last week, pointed out 
that Folger used only spot an- 
nouncements on TV, the cost of 
programs being prohibitive for the | 
company. 

He pointed out that all the me- 
dia the company uses are careful- 
ly aimed at doing a particular job. 
Some are aimed at the whole fam- 
ily, some at men, but the most em- 
phasis is placed on women and es- 
pecially on young women, who are 
not only the principal purchasers 
of coffee, but whose buying hab- 
its are more pliable, and who have 
the best chance of becoming long- 
time customers. 


# John H. Boyle, director of ra-| 


dio and television for Reynolds 
Metals Co., told how his company 
uses the “Mr. Peepers” program 
to create demand for aluminum, 
and how the program is merchan- 
dised to secure direct tie-ups from 
makers and sellers of finished 
aluminum products. 

“Our main objective for the com- 
ing season,” he said, “is to mer- 
chandise our commercials better— 
to get more displays, more tie-in 
advertising working through man- 
ufacturers who use Reynolds alu- 
minum.” 

The bulk of his talk consisted 
of commentaries on slides, show- 
ing specific instances in which 
commercials on the ‘Mr. Peepers” 
show were merchandised to man- 
ufacturers, who in turn merchan- 
dised them to their own sales 
force and to’the trade handling the 
products they make. 


# An unusual case history of how 
to get into TV without having to 
drop or neglect radio was pre- 
sented by Robert G. Stolz, adver- 
tising manager, Brown Shoe Co. 
The company switched from mag- 
azines to radio—and from appeals 
to parents to appeals to children 
for its Buster Brown shoes—in 
1943, Mr. Stolz reported. From 
1945 through 1949 it used a full 
radio network of 165 stations. Then 
came TV. 

In the fall of 1950, Buster Brown 


dipped into TV, with one-minute 
spots three times a week in 35) 
markets. In 1951 it moved into the | 
11:30 to 12 Saturday slot on 37 
NBC stations, but hung onto radio, 
using 140-station network without 
duplicating TV coverage. This 


}|for and the one which took many 


years to evolve after the first on- 


© rush of TV. It consists of 100% 


ROBERT E. DAVIS, formerly merchandising 
executive with Kenyon & Eckhardt, has 
_ been named advertising manager of the 
| Imperial Poper & Color Corp., Glens Falls, 
". ¥. 


spring it was decided to drop ra- 
dio entirely and TV was moved 
up to 52 stations; yet important 
areas were not covered by TV. 
What to do? 

“We announced to our complete 
dealer organization the Buster 
Brown Radio and TV Cooperative 
Program. It was this: 

“If a dealer or a group of dealers 
expressed a willingness to pur- 
chase time on their local radio sta- 
tions at their own expense, paying 
the full cost, we would provide 
half-hour tape recordings of our 
Buster Brown radio program free 
of charge on a 39-week basis. 


# “In addition, if a dealer was 
in the area of a new TV station 
which was not included in our 52 
station lineup and he or a group 
of dealers expressed a willingness 
to purchase the local TV time at 
their own expense, we would pro- 
vide the half-hour television films, 
including shipping to and from the 
station at no expense to him.” 

The plan was vigorously mer- 
chandised to the Buster Brown 
sales force in April, and told to 
present it to all their accounts. 
But by June 15 only six radio sta- 
tions, and no TV stations, were 
signed up. So a giant broadside 
was developed by the agency and 
mailed to more than 1,200 radio 
stations and 150 TV stations, as 
well as to all dealers. 

By July 25 dealers had agreed 
to sponsor the radio program on 
203 radio stations, and the TV pro- 
gram on 24 stations! 

“Here at last,” said Mr. Stolz, 
“was the formula we had hoped 


men E. Winois Str 
"  Felephone 


1 \\, Winots “4 - 


Delaware 7 “SV = 


or ss 


television, a small amount of the 
budget going to the preparation of 
radio tape recordings and some ad- 


tions and 203 radio stations, a 


ried by our own dealer organiza- 
tion who want radio and know it is 


tion around the transmitter but 


ty and the tremendous number of 
listeners per set.” 


Sol Zatt Forms Own PR Firm 


public relations director of Ziff- 
Davis Publishing Co., New York, 


New York. The new company has 


dle its public relations. 


Butler Appoints Ostby 

C. H. (Hank) Ostby, formerly 
civilian assistant to the public in- 
formation officer of Camp Stone- 
man, Pittsburg, Cal., has been 


partment of Butler Advertising 
Agency, Oakland. 


COSTS LESS PER CONTACT 
WITH MORE PACKAGERS 


18,000 every-month readers (as 
of Jan., 1954) of PACKAGING 
PARADE make 70% of the 
$7,500,000,000 annual purchases of 
Packages, Packaging Materials, 
Machinery, Supplies, Services. 


ditional TV film prints, a final | 
television network of 75 TV sta-) 


great part of the charge being car- | 


still a bargain in their trading) 
area. And the answer to the im-| 
mature, new, young television | 
markets, many of them UHF, 
without too many sets in opera-| 


highly important to the prestige 
of the dealer because of the novel- | 


ONLY 1 MAGAZINE GIVES YOU 
THESE PLUS-FACTORS! 

97% U.S. Circulation... 
ALL-Buyers .. . 
ALL-Packagers ... 
and broadest 
coverage you 
can get... 


Sol Zatt, for the past nine years. 


has formed his own public rela-| 
tions office at 342 Madison Ave., | 


been named by Ziff-Davis to han- | 


HAYWOOD PUBLISHING CO. 


22 EAST HURON STREET 
CHICAGO 11, ILLINOIS 
101 PARK AVENUE 


NEW YORK 17 
West Coast . . McDonald-Thomp 


named to the public relations de- | 


105 


6 PARADE 


Se ree ee. ee rte come te ee 


FILM ADVERTISING REACHES 11 MILLION PEOPLE AT A COST 


OF 1/7TH OF A CENT PER READER TO THE SEVEN-UP COMPANY 


Using a color series of 26 movie-ads, The 
Seven-Up Company featured the “Fresh-Up 
Family” in its 1952 theatre screen advertising 
campaign. The famous advertising family was 
seen in action by more than 11 million movie 
patrons in theatres across the nation. 

All production costs for the series were paid 
by The Seven-Up Company. Films were spon- 
sored locally by 7-Up Developers, who paid the 
local film servicing costs. Total cost to the Com- 
pany and its bottlers was just a fraction of a 
cent per reader. 


7-UP REPORTS RESULTS 


J. M. Thul, Advertising Manager of The 
Seven-Up Company, reports: 
“Through film coverage on Television and in 
Theatres we have gained an effective advertising 
coverage at a low per-viewer cost. 
“Our seventeen years of continuous association 
with Alexander Film Co. testifies to our satis- 
faction with their service.” 


SAVINGS ON PRODUCTION COSTS 


Alexander. produces 7-Up’s television and 
theatre films on a single production schedule, 


though different scripts are used for each 
medium. This effects substantial production 
economies and big savings in 7-Up’s film 
advertising budget. 


MOVIE ADVERTISING BETTER THAN EVER 


In the past five years the circulation available 
through Alexander theatre advertising has in- 
creased steadily. Principally responsible are the 
rapid growth of drive-in theatres and the addi- 
tion of many large theatre chains to the list of 
those which display Alexander movie-ads. 


SELECTIVE COVERAGE 


Reaching 35 million theatre-goers weekly, 
Alexander service can deliver highly selective 
circulation .. . rural coverage . . . sectional 
coverage ... spot coverage .. . coverage of 
the negro market . . . class coverage . . . ex- 
port coverage. 


SCENARIO BOOKLET: Now off the press is a new 
supply of the booklet “Scenarios,” a helpful guide for 
writing film-ad scripts. Included is detailed informa- 
tion on technical limitations and a glossary of special 
terms. Copies free on request . . . while they last. 


Want more particulars? ... Write today! 


Firm 


yz. y 
oO. 


COLORADO SPRINGS, COLO. 


Worid’s Largest Producer of Film Commercials for Theatres & TV! 
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(Continued from Page 1) 
slow-down 
counts. 


procedures, 


write for informative 
folder on how to cut costs 
with preseparated artwork 


port studios 
COMMERCIAL ARTISTS 
323 W. HURON ST., CHICAGO 10 


phone SUperior 7-0595 


suburban and city coverage 


Agency and Client Should Put Four Things 
in Writing, Hicken Tells California Admen 


working capital of the average 


volume of advertising placed. 


Mr. Hicken gave considerable Since generally the capitalization 
attention to billing and paying of an agency will not permit tak- 
because, he said, the ing on the financing of client ad 


expenditures, and there is a loss 
risk inherent, such practice is very 
dangerous. 


/8 To minimize such situations, he 


advocated establishment of a defi- 


nite billing policy based on a pre-| 


determined billing schedule. Such 
a billing schedule, predicated on 
media due dates, has two advan- 
tages: it spreads the billing work 


it insures a remittance from the 


client prior to date when payment. 


must be made to media. 
Pre-billing on an estimated ba- 


sis embodies the principle of a) 


one-line bill f 
invoice, he sai 
|pared from an 
which covers t} 
|mitments for 


The bill is pre- 
pproved estimate, 
advertisers’ com- 
e period, usually 


in collection of ac- agency is small in relation to the the month be. gz billed. A final 


linvoice or bill > prepared by the 
| agency after 1 e media invoices 
have been rece /ed and the trans- 
actions audited 

Commenting »n Four A’s man- 
ual suggestion hat production 
costs be billed mn a completed job 
basis, Mr. Hick n said certain dis- 
advantages shcild not be over- 
looked. The procedure of billing 


en a completec job basis ties up 
funds expended over a relatively 
long period of time. Some jobs 
may be in process for several 


/months. 
load throughout the month, and) 


Additionally, “time dulls mem- 
ory.” The client may be inclined 


the preliminary | 


Edward Nally, First 
RCA President, Dies 


New York, Sept. 23—Edward 
|Julian Nally, 94, who began his 
business career at 15 as a Western 
Union messenger boy and advanced 
to become first president of the 
Radio Corp. of America, died yes- 
terday at his home in nearby 
Bronxville. 

After completing 50 years in 
the communications field, Mr. 
Nally, known as the “grand old 
man of wireless,” retired in 1925 
but continued his directorships in 
several companies. 

Born in Philadelphia, he started 
as a messenger boy in 1875. In 
1906 he was made first v.p. and 
general manager of Postal Tele- 
graph Co. 


to forget some of the added costs | 


which were incurred to meet some 
_particular whim he may have had 
on a particular job, he warned. 


bloom— 


in 1951. 


Industry”. 


li a 


from $1.25 billion in 1952— 


has grown up with the industry- 


New York 17, N. Y. 521 Fifth Ave. MU 7-7158 


YOU CAN DEPEND UPON THE EDITORIAL POWER OF A NEWSPAPER! 


tae, wm 


fot 27. ag 


“ow Tremsery Sets Roles 
Pani = let fer Tas-taomge Pole Interess 
she OF tne Sales Aroused by Noisy 
Components Room Uni Di, vd 


THE NEWSPAPER OF AMERICA’S 
MOST AMAZING INDUSTRY 


After the years of pioneering always required to bring a new industry into full- 
air conditioning has arrived! 
During 1953 sales in the air-conditioning industry have jumped to $1.65 billion 
an increase of 32°, or in dollar volume—$400 million. 
The sale of air-conditioning room coolers, alone show an increase from 341,000 
in 1952 to 850,000 in 1953—an increase of 149% 
More than 3'4 times as many room coolers = been sold in 1953 than were sold 


This spectacular boom in the air-conditioning industry is truly amazing. 
The Industry's Newspaper: Beginning in 1926 when mechanical refrigeration was 
in the early stages of development, 


THE NEWS became 


Newspapers are the most universally read of all 
types of publications. 


industry carefully reads its newspaper—and is 
influenced by what it reads. 


Chicago 3, Ill. 


in / intiiaaas Wa pee tobe a 
@: AoE Nes we ta it "5 


and maintains that enviable position 
today. In the refrigeration and air conditioning field it leads in readership, editorial 
service, and advertising. 

Editorial Leadership: The NEWS publishes more editorial content than all the 
other publications in its field combined. 

The NEWS publishes more news on air-conditioners and equipment than all the 
other refrigeration and air-conditioning publications put together. 

Advertising Leadership: Year after year The NEWS consistently carries more 
paid display advertising linage than any other two publications in its field. 

In 1952, for example, The NEWS carried 14° more paid display advertising than 
the next two publications combined—and 48% of the total display advertising carried 
by all publications in the refrigeration and air conditioning field. 


By the same token, 


134 S$. LaSalle St. FR 2-8093 


Ome 


“The Newspaper of the 


an 


L He reportedly was the first to 
suggest that the idle wire and tele- 
“graph facilities could be used at 
‘the close of each business day for 
‘night letters. 

| In 1913 he became v.p. and gen- 
| eral manager of Marconi Wireless 
| Telegraph Co. of America. In 1919 
'when the Marconi property was 
acquired by RCA he was elected 
president and director. In 1922 Mr. 
Nally promoted David Sarnoff, 
then 32, from general manager to 
| v.p. of the corporation. Mr. Sarnoff 
| became president in 1930 and has 
/been chairman since 1947. 


HELEN G. THOMPSON 

New York, Sept. 22—Helen G. 
Thompson, 55, assistant deputy 
commissioner of New York State 
Department of Commerce since 
1945, died last Saturday after a 
short illness. 

A native of Chicago, Miss 
Thompson came to New York in 
1929, and after a short career in 
‘social work joined J. Walter 
Thompson Co. Later she served on 
the editorial staffs of Arts & Dec-| 
oration, Look and Woman’s Home 
|'Companion. A _ director of the | 
‘Women’s National Republican 
‘Club, she served in 1951-52 as pres- 
ident of the Republican Business 
Women’s Club. 


WALTER M. SKILLMAN 
SyracusE, Sept. 23—Walter M. 

| Skillman, 55, manager of market- 

'ing administration of the radio and 


‘television department of General | 
electronics division, | 


Electric Co., 
died Sept. 15 after a brief illness. 
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Mr. Skillman was named sales 
manager of standard line radios in 
the receiver department in 1948. 
Two years later he was promoted 
'to the post he held at the time of 
/his death. 


OTTO S. BRUCK 

Datias, Sept. 22—Otto Spur- 
geon Bruck, 68, veteran Texas ad- 
vertising man, died after a heart 
attack Sept. 20. 

Born in Burnet, Tex., Mr. Bruck 
started his advertising career with 
the Waco Times-Herald. He later 
worked on the advertising staff of 
the Dallas News and then became 
advertising director of the Beau- 
mont Enterprise & Journal. After 
leaving the newspaper field he 
was named a v.p. of Johnson Ad- 
vertising & Printing Co., Dallas, 
and then became a partner in 
Bruck-Sachs Advertising Co., Dal- 
las. Before retiring two years ago, 
Mr. Bruck was an account execu- 
tive with Ratcliffe Advertising 
Agency, Dallas. 

He held a life membership in 
the Southwestern Assn. of Adver- 
tising Agencies and was president 
of the group in 1940-41. He also 
held life memberships in the Beau- 
mont Advertising Club and the 
Dallas Advertising League. 


GREGORY WEINSTEIN 


NEw York, Sept. 23—Gregory 
Weinstein, 89, dean of greater New 
York printers and founder of In- 
ternational Press, died yesterday 
at his home in Brooklyn. 

A native of Russia, Mr. Wein- 
stein came to the U.S. at 16 and 
entered the printing industry. He 
was a member of the board of 
New York Employing Printers 
Assn. from 1925-36. 


WILLIAM A. RAY 

DETROIT, Sept. 22—William A. 
Ray, former general sales manag- 
er for Toledo Scale Co., died Sept. 
| 20 at his home in suburban Grosse 
| Pointe. 


Tool Makers to Show Film 

“Tool and Die Making—Key- 
stone of Mass Production,” a 22- 
minute full color sound film show- 
ing mass production techniques in 
manufacturing diverse products, 
has been produced by the National 
Tool & Dié Manufacturers’ Assn., 
Cleveland. The film, which has 
|had its New York premier, will be 
sponsored by 23 of the group’s 
chapters in tool and die making 
centers. 


TIE-INS IN 6195 INSERTIONS . 


CARRIED MORE 
LOCAL GROCERY 


LINAGE .. . 
THAN ANY OTHER 


IOWA DAILY 


| WATERLOO DAILY 
COURIER | 


JUNE 1 THRU DECEMBER 31, 1952 WE CARRIED A TOTAL 
OF 167,944 LINES OF NATIONALLY ADVERTISED PRODUCT 


+ + proof our grocers are 


cooperctive. You may hove o copy of our tie-in report FREE 


cery adv 


Story, Brooks & Finley 


on request to see how your products rated in our local gro- 
ertisements. 


is one of the Richest, aon 


covered only by the Weterloo Daily and Sundey Courier. 


Let our advertising and merchandising department sho ou 
whet con be done with vo ”e 


thet this 
eincble TEST MARKETS in the Mid-west... A Me 


your product. Write. 


WATERLOO. 1owa 
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DuMont's Pro Football Schedule Calls for 


Fancy Footwork on Delivering Commercials 


NEw York, Sept. 25—When Du- 


Mont and six advertisers kick off 
the National Football League sea- 
son Sunday (Sept. 27), the ma- 
neuvers involved will be as tricky | 


as any hidden ball play on the 
field. 

On some Sundays the network | 
will telecast five separate games| 
to different areas, with commer- | 
cials originating in as many as) 


nine cities. For other games the 


picture will go to all cities on the | 
hookup but various regions will | 
get different audio by announcers | 


assigned by the regional sponsors. 
Every weekend DuMont crews will 
cover from two to five games. 

This professional football TV 
schedule represents an investment 
of $4,750,000 for team rights and | 
air time, Chris J. Witting, man-| 
aging director of the network, es- | 
timates. Some 50 games will be 
seen over a total of 110 stations 
between now and Jan. 2. 


ws Westinghouse Electric Corp. 
(Ketchum, MacLeod & Grove) will 
sponsor 24 games on Saturdays and 
Sundays. Nineteen of these will | 
be televised on approximately 87 
stations, and five will be beamed 
to Buffalo and Rochester stations. | 

As usual, Betty Furness will be 
on hand for the Westinghouse com- 
merciais. She will get an assist 
from Herman Hickman, with 
whom she will conduct a telephone 
quiz game—with major appliances 
as prizes—during half time. 

In addition to the Westinghouse 
series, the network has sold a} 
schedule of games built around the | 
Giants, Browns, Steelers, Eagles 
and Packers. All these will be 
road games only, excepting the Gi- 
ants and Browns. The New York 
Giants and Cleveland Browns will 
permit TV to cover all their games 
except one, but their home cities 
will be blacked out for home 
games. 


s The regional sponsor lineup in- 
cludes: 

Atlantic Refining Co., in the first 
major promotion for the new At- 
lantic Premium motor oil, will co- 
sponsor five Philadelphia Eagles 
games, 11 of the Giants, 11 of the 
Browns and six of the Pittsburgh 
Steelers on stations in New York, 
New England, Pennsylvania and 
the Ohio Valley. N. W. Ayer & Son 
is the agency. 

Miller Brewing Co. (Mathisson 
& Associates) will carry three 
Green Bay Packers games and co- 
sponsor 11 Giants contests in Wis- 
consin and New York and New 
England areas, respectively. Co- 
sponsor of the Browns in the Ohio 
Valley section will be Brewing 
Corp. of America through Lang, 
Fisher & Stashower. 


8 William S. Scull Co.’s Boscul 
coffee will share the commercial 
time on six Eagles games over 
nine stations in Eastern Pennsyl- 
vania, Delaware and New Jersey. 
Lamb & Keen handles this ac- 
count. Co-sponsor for this sched- 
ule is the Chester Ford Dealers 
Assn. through J. Walter Thomp- 
son Co. 

Pittsburgh zone Chevrolet deal- 


‘on the label of the can to extend 


MANY CHANGE TO @IVAL BOG FOOD — BUT FEW EVER CHANGE AGAIN: 


Rival Dog Food to 
Use Newspapers, TV 
in 3-Month Drive 


CuicaGco, Sept. 25—Rival Pack- 
ing Co. will center a big fall news- 
paper and TV campaign upon a. 
nine-point “value chart” of com- 
petitive features. 

Large headlines will hammer on 
the theme that the Rival dog food 
will feed a dog better “than any 
food at any price.” The “value 
chart” listing factors that influ- 
ence dog owners in the choice of 
food for their pets also will appear 


the ad campaign into food stores. 


® More than 2,500 insertions in 
275 mewspapers are scheduled. 
Color pages will be used as open- 
ing shots in some markets. Follow- 
up ads also will be of large size. 

The TV schedule for the three- 
month campaign calls for use of 
73 stations in 63 cities with as 
many as 12 spots weekly. 

Charles Silver & Co. is the agen- 
cy. 


Retail Sales Rise; 
Gain 6% in August 


WASHINGTON, Sept. 23—Retail 
sales are still booming, up 6% in 
August from a year ago, the De- 
partment of Commerce reported 
today. 

Total volume of sales in all re- 
tail stores in August was $14.2 bil- 
lion. This was a decline of about 
2% from July, after adjustment 
for seasonal and other factors. Re- 
duced auto output and unseason- 
ably hot weather caused the drop 
from July. 

The forthcoming September is- 
sue of the department’s “Survey 
of Current Business” contains an 
article entitled “Trends in Retail 
Trade,’ which shows that retail 
sales have been on a high plateau 
during 1953 after a steady uptrend | 
in 1951 and 1952. | 


John Lechner Injured | 


| 


John J. Lechner, v.p. in charge | 
of outdoor at Foote, Cone & Beld-| 


ers will co-sponsor six games of 
the Eagles on four Pennsylvania 


stations. Time was bought through Sept. 


Ketchum, MacLeod & Grove. 
Westinghouse commercials will 
originate in New York, as will 
those for Atlantic Refining. Other 
sponsors will have their say from 
Philadelphia, Cleveland, Dayton, 
Pittsburgh and Chicago. 


KOA Appoints Lydle A.E. 

Bill Lydle, formerly in radio 
sales with KTOK, Oklahoma City, 
has been named an account execu- 
tive on the radio staff of KOA, 
Denver NBC outlet, as an account 
executive. 


ing, Chicago, was seriously in- 
jured in an automobile accident 
22. He is recuperating in 
MacLean Hospital, Berwyn, IIL, 
from injuries including a broken 
shoulder and severe cuts on the 
face, arms and legs. 


Art Exhibit Opens Oct. 1 


| The fourth annual Art Directors 
‘Club fine arts exhibit in Chicago 
‘opens Oct. 1 at the Stevens-Gross 
Galleries and will run thr@ugh Oct. 
23. Gorden Elliot of Country Gen- 
tleman and Walter Flynn of 
Everywoman’s Magazine, both of 
New York, will pick three top 
award winners. 


| Beck & Werner is the agency. 


Last Minute News Flashes 


Cities Service Launches Drive for 5-D Extra Gas 


New York, Sept. 25—The latest entry in the improved premium gas- 
oline sweepstakes is Cities Service, which launches a drive next week 
for its new 5-D Extra premium. The company will use an open letter 
to customers in more than 400 dailies and weeklies as the first in a 
series of seven weekly ads. It will also use TV in local areas, its “Band 
of America” radio program, 24-sheet posters, co-op dealer advertising 
and a service station promotion program. Ellington & Co. is the agency. 


Kellogg Buys Slice of Godfrey Morning Shows 


BATTLE CREEK, MICcH., Sept. 25—Kellogg Co. is buying participations 
on the Arthur Godfrey early morning radio and television shows over 
CBS. Exact date when the sponsorship will begin and the times have 


| not been revealed as yet, but Kellogg will have time on two days of the 


TV show and two-and-a-half of the radio show. Leo Burnett Co., Chi- 


| cago, bought the simulcasts. 


Needham, Louis Resigning Marathon Account 


Cuicaco, Sept. 25—Needham, Louis & Brorby has resigned the ac- 
count of Marathon Corp., Menasha, Wis., effective Jan. 1, 1954. 


Kelly Assumes Donald McGraw’s Old Post 


New York, Sept. 25—Hugh J. Kelly, associated with McGraw-Hill 
Book Co. for 26 years and since 1942 senior v.p. and business manager 
of that company, has been appointed v.p. for manufacturing and serv- 
ices of McGraw-Hill Publishing Co. He fills the position formerly held 


'by Donald C. McGraw, recently elected president of the parent com- 
| pany to succeed the late Curtis W. McGraw (See story on Page 3). 


Biggest Mueller Macaroni Campaign Starts Oct. 1 
New York, Sept. 25—C. F. Mueller Co. will start its biggest postwar 


'campaign next Thursday, using 300-line to 825-line insertions in 29 


newspapers in 25 cities and 65 radio spots a week in 16 cities. Mueller 
will emphasize the fun of eating its macaroni, spaghetti and noodles, 
in contrast with industry emphasis on health and economy. Scheideler, 


Wine Board Sets Newspaper Drive; Other Late News 
e More than 300 newspapers in 179 cities will carry approximately 
80% of the Wine Advisory Board’s $500,000 fall campaign appropria- 
tion. The heaviest concentration of space is scheduled for October, 
which has been designated as ““‘Wine Discovery Month.” | 
e James R. Daniels, for the last nine years copy editor of Modern In- 


I NBC, CBS, 


FCC Gets Look 
at New TV Color 
System Oct. 15 


WASHINGTON, Sept. 24—The Fed- 
eral Communications Commission 
will get its first official look at 
industry’s new color television sys- 
tem Oct. 15. 

_ A demonstration arranged by 
the National Television System 
Committee, which developed the 
new standards, will be staged in 
the New York City area, with the 
exact site to be determined later. 

The public will be able to tune 
in the demonstration in black-and- 
white on ordinary TV receivers. 
FCC members will be able not on- 
ly to see colors reproduced on re- 

/ceivers but to compare them with 
the subject matter before the cam- 
eras. 

| 

and DuMont all 
will participate in the production. 
The schedule released by FCC 
calls for “explanatory remarks” 
from 11:30 a.m. until noon. 

Then NBC will give a 20-minute 
demonstration of indoor motion 
shots, to be repeated for closed cir- 
cuit color transmission employing 
coaxial cable and microwave facil- 
ities. 

At 1 p.m., CBS will take over to 
transmit color signals by remote 
pickup, demonstrating outdoor mo- 
tion with typical outdoor scenes. 
DuMont will conclude the show 


dustry, has been named promotional copy editor of the American Man- 
agement Assn., New York. Before his connection with MI he was with | 


Sales Management and This Week Magazine. | 


e Management Methods, New York, will guarantee a Controlled Cir- | 
culation Audit circulation of 40,000, effective Jan. 1, 1954. At the same | 
time a rate increase has been announced, bringing the one-time b&w | 
page cost to $765. 


e Rubberseal Corp., Woodside, N. Y., will ask an entire Long Island 
town to serve as a testing center for its viscous safety compound, 
which, it is claimed, will make every tire puncture-proof. Identity of 
the town will be announced Oct. 1 when residents will be asked to use 
the product and report results over a one-year period. 


e Lever Bros. Co., New York, has bought two participations weekly 
on “Today” (NBC-TV), starting Nov. 9. The 52-week contract calls 
for the Lever commercials to be scheduled between 8 and 9 a.m., EST 
and CST. The first four weeks will feature Good Luck margarine and 
Rinso, both through Hewitt, Ogilvy, Benson & Mather, with liquid 
Lux sharing part of the time. Principal product for the second four 
weeks will be the Lux liquid product, which is handled by J. Walter 
Thompson Co. 


fo. 156 participations. 

Station sources indicate that the 
{network is expected to release all 
‘availabilities not sold by the net- 


NBC Announces 
Prices on New 


Net Radio Plan 


New York, Sept. 25—Agencies 
and advertisers this week received 
the cost details on NBC’s new net- 
work radio sales plan, unveiled 
last week in Chicago. 

Called “three-plan advertising,” 
the sales formula offers minute 
participations in three 15-minute 
programs daily, five days a week. 
These are “Second Chance” (11:45 


'a.m., EST); ‘It Pays To Be Mar- 


ried” (5:45 p.m., EST), and “Fib- 
ber McGee and Molly” (10 p.m., 
EST). The minimum purchase is 
three participations per week for 
four consecutive weeks. 

An advertiser can order his com- 
mercials where he wishes within 
the three shows on a non-rotating 
basis, although he may schedule 
only one within any quarter hour. 
A brochure sent to potential buy- 
ers estimated that ‘he shows would 
hit a rating of 3.3 tor mornings, 3.7 
for afternoons and 4 for evenings. 


® The cost schedu e (time and tal- 
ent) is: Morning—$2.250 per par- 
ticipation or $6750 for three 
weekly; afternoon-——$2.()25 per par- 


ticipation or $6,075 for three week- 
ly, and evening—$3.2\\) per par- 
ticipation or $8750 for three 
weekly. Discounts ra. cc up to 8% 


work by Nov. 1 for sale by the sta- 
tions locally or nationally through 
their representatives. 


Poulsen Buys Ad Agency 

G. H. Poulsen & Co., Toledo op- 
erator of insurance corporations, 
has acquired Carey Associates, an 
advertising agency, and Carey- 
Swain Recording Co., maker of 
records and tape recordings for 
home and industrial use and sound 
tracks for commercial and TV 
films. Both companies are in Sara- 
sota, Fla. The companies will be- 
come divisions of Poulsen, and 
will be known as Carey Adver- 
tising and Hack Swain Produc- 
tions. The former owners, Wil- 
liam P. Carey and Hack Swain, 
will continue to operate the busi- 
nesses and will 
Poulsen. 


Boston Adclub Helps Council 
The Advertising Club of Boston 
has formed a committee to pro- 
mote the work of the Advertising 
Council locally. The committee 
will carry out on a local level the 
priority projects of the council. 


Senate Group Names Bernays 

Edward L. Bernays, head of his 
own public relations consultant of- 
fice, has been named a member 
of the advisory committee to the 
U.S. Senate banking and currency 
committee to study expansion of 
international trade. 


by utilizing its u.h.f. experimental 
Station to transmit via slides a col- 
or test pattern, close-ups and dis- 
tance shots. 


e®FCC gave NTSC until Oct. 
12 to file a summary and descrip- 
tion of the subject matter and con- 
dition of the demonstration. The 
press, but not the public, will be 
admitted to the show. 

Radio Corp. of America and 
NBC recently demonstrated the 
RCA compatible color system in 
New York and earlier this week at 
the Assn. of National Advertisers 
convention in Chicago. The RCA 
system meets NTSC standards. 


(For details, see story on Page 1.) 


Admen Get Chance 
from ‘Farm & Ranch’ 


to Win Some Steaks 


NASHVILLE, Sept. 23—Advertis- 
ing people are offered choice steaks 
and tasty consolation prizes in a 
new contest directed at them by 
Farm and Ranch. 

The magazine has gone into the 
contest business by announcing the 
first annual Farm and Ranch cat- 
tle judging contest. Contestants 
have until Oct. 15 to judge which 
of four pictured bulls in four 
breeds are the best. 

This is tied in, of course, with 
promotion of the magazine and the 
southern market it serves. 


Beech-Nut Offers First 
Premium in 62 Years 


become v.p.s of | 


Beech-Nut Packing Co., Cana- 
joharie, N.Y., is offering its first 
premium in 62 years in a test cam- 
paign in New Haven, Hartford and 
Springfield, Mass. The campaign 
is promoting Beech-Nut Old-Fash- 
ioned peanut butter and is aimed 
at young people. The premium of- 
fered is a scale model of an old- 
time locomotive which is powered 
by an inflated balloon in its smoke 
stack. 

Four-color, one-third pages are 
running every other week in Sun- 
day comics in the New Haven Eve- 
ning Register, Hartford Courant 
and Springfield Republican. Deal- 
er aids are supporting the test 
drive. Kenyon & Eckhardt, New 
York, is the agency. 
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You Ought to Know ¢ « Earle Ludgin 


The new board chairman of the 
American Assn. of 


‘of art. He is a 
His son’s experience in trying | 
Advertising to get an agency job without ex- train, not a Cadil 


He has acquir: i a reputation as 

a knowing collec >r of modern art; 
but his ad layou s make no fetish 
iighiy successful 
commutes in a 
ic, from his Hub- 


executive; but h 


Agencies never would be picked perience (Ludgin & Co. does not' bard Woods hor >. 


for the part by a Hollywood cAst- 
ing director. 

Earle Ludgin is an ulcerless ad- 
man who doesn’t want to write a 


hire sons of partners) led Mr. Lud- 

gin to ponder the status of college | ® Lack of snip « 
|shows up in Luc 
caused him and_| 
novel. He is content to head up a other leading agency men to ex- as a Bendix ad « 


advertising courses. 
This, in turn, 


id paste formula 
‘in ads, too. The 
n be recognized 
‘a Manor House 


agency’s work ¢ 


moderate size agency—Earle Lud- periment to make sure that ed-| coffee ad, but se dom as a Ludgin 


gin & Co. in Chicago’s LaSalle- 
Wacker building tower. He doesn’t 
worry about whether to open 


branches in Bombay and Cape-, 


town. 

As should be expected from a 
man holding down a key Four A’s 
spot, he likes the agency business. 


However, he has no delusions and | 
advised his son to think twice be-.| 


fore trying to break into it. This 
was in 1951. 

“TI warned him, but he didn’t) 
listen,” said the senior Mr. Lud-| 
gin. “Make no mistake, I love it— 
but you'll have to admit it’s tough, 
and I told him so.” 


ucators learned more about agen- 
cy activities by actually working 
in agencies during summer months. 
It resulted this summer in three 
college professors becoming tem- 
porary agency employes and is 
likely to receive more attention 
by the Four A’s. 


a While Mr. Ludgin believes there 


_is much that can be done to bring 
|advertising education up to date, 


he doesn’t expect to accomplish 
overnight miracles with a magic 
formula of summer jobs and cam- 
pus lectures. In fact, he avoids 
formulas in almost everything. 


ad. This may ft orrify those old 
timers who reme:nber when a cre- 
ative man left h.s fingerprints on 
each of his ads 
sold a lot of Stcpette. 

“It’s a serious mistake to have a 
formula in any form,” 
Ludgin. “We just try to be cre- 
ative.” 

A primary reason a formula 
won’t work, he points out, is that 
each advertiser is operating under 
different conditions. Such unin- 
spiring factors like production vol- 
ume, number of distributors and 
gross profit must be considered by 
the agency. So the place the Lud- 


Panne ¢ 1 -ctrewlatic 


Independent: not affiliated with 
any organization 


Where good lists change hands: no 
company owned or maintained lists 


Full follow thru on lists purchased: 
not a letter shop or a compiler 


Equipped to handle your buying or 


selling requirements. 
Just call, 


MUrray Hill 7-4158 


19 West 44 St., New York 36,N. Y. 


but it still has, 


| 


says Mr. | 


Earle Ludgin 


gin crew begins to map a new 
campaign is in the mass of data 
provided by the client. 


® Right now this approach is be- 
ing applied to one of Ludgin’s 
newest accounts, Rath Packing 
Co. (AA, Aug. 24). The goal is a 
campaign to merchandise both 
canned meats and meat-counter 
products. To date this has been a 
problem for most packers because 
of the food chain table of organi- 
zation which tends to keep the two 
departments semi-isolated from 
each other. 

The agency’s oldest account, Al- 
bert Pick & Co., a major hotel and 
restaurant supply house, not only 
has been a client since Mr. Ludgin 
opened the agency’s doors in 1927 
but also provided his first ad 
training. 

He started in the business world 
with Pick’s advertising department, 
then left to spend two years as 
editor of American Restaurant. He 
later became a partner in the old 
Paul L. Florian agency at Pick’s 
insistence, handling its account. 

Mr. Ludgin’s pre-business edu- 


Advertising Age, September 28, 1953 


cation explains why he has no de- 
sire to write a novel. He took 
mostly courses in English and 
playwriting while at the Univer- 
sity of Chicago, and the formula 
says such a man should want to 
write at least a short story. 

“I already tried writing a play,” 
he said, “and decided to give it up. 
I’m happy doing just what I’m 
doing now.” 


Kraft Pushes Caramels 


Kraft Foods Co., Chicago, pleased 
with the success of its caramel 
‘apple campaign last year, will put 
/on another promotion for its cara- 
mels this year timed for the 
Halloween holiday. Kids will be 
offered a choice of one of four de- 
signs in plastic masks for 10¢ with 
the purchase of caramels. Kraft’s 
most extensive use of Sunday 
comics sectiens will back the drive. 
Scheduled are one-third color 
pages in the Metropolitan Group of 
Sunday Comics Sections (36 news- 
papers); Puck—The Comic Weekly 
(19 newspapers) and 73 newspa- 
pers in the independent field. The 
offer expires Oct. 15. J. Walter 
Thompson Co., Chicago, is the 
agency. 


Colgate Promotes Bricker 


John L. Bricker has been ap- 
pointed assistant sales manager of 
the toilet goods division of Col- 
gate-Palmolive-Peet Co., Jersey 
City, N. J. He was formerly assist- 
ant promotional and merchandis- 
ing manager of the syndicate sales 
department. He joined the com- 
pany in 1949. 


Chambre Appoints Phillips 

C. Lee Phillips, formerly pro- 
gram director and commercial co- 
ordinator of WTVJ, Miami tele- 
vision outlet, has been named TV 
and radio director of Chambre Ad- 
vertising Agency, Miami. 


W A\MERICAN 
m No.1 w 


DECALS 
OWN 


1 Identifies your dealer tetls customer 


“Suy it here!” 


2 Boosts your brand to big traffic 
circulation 


3. Ties in all other advertising efforts 
at the point-of-sale 


7 


4 Helps assure continued dealer and 
distributor cooperation 


5 Oters ad economy The space 1s free 
Amerigan decals stay up for years 


ain 


6. American decal signs provide eye catch 
ing attractiveness. outstanding durability 


American Decal complete art and consultation service available without 
obligation. Write for full color brochure and samples. 


A\merican fDecalcomania flo. 
ee “ae W. Sth Ave., Dept. A, Chicago 24 ‘ 


» Cleveland 


(@ Windsor, Ont 


offices in all principal citves 
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Donald McGraw Sees 
No Basic Changes in 
McGraw-Hill Policies 


(Continued from Page 3) 
the late James H. McGraw Sr., 
have been consistently followed by 
his successors. Those policies, he 
said, might be summarized by say- | 
ing that the function of a McGraw- 
Hill publication is to provide a) 
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rent situation to the usuat increase 
of advertising scheduled in the 
fall, and to the fact that BW is. 
Starched 26 times a year. A num- 
ber of advertisers, he said, sched- 
ule their insertions for issues cov- | 
ered by Starch reports, and it is 
sometimes difficult to take care of 
all insertions in those specific is- 
sues. 

The situation is temporary, Mr. | 
Sturm believes. “Needless to say,” | 


WVEC Joins NBC Radio; 
WSAP Changes to WAVY 


'Heck to Represent Maritz 
Ken Heck, merchandise incen- 
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NBC Promotes Loy Lee 
Loy R. Lee, who has been the 


WVEC, Hampton, Va., has affili- tive counselor, has been appointed company’s merchandising district 
ated with the National Broadcast-| central regional representative for Supervisor in the Southeast, has 


ing Co. The 250-watt AM station Maritz Sales Builders, St. Louis. | 


been appointed assistant manager 


will be a bonus outlet; it previous- | Maritz has established new re-|°f the National Broadcasting = 
ly operated independently. It owns| gional offices at 726 Lothrop St.,, Merchandising department. as 


WVEC-TV, which is NBC-TV’s' Detroit. 
| Norfolk affiliate since WTAR and 


'WTAR-TV switched to CBS. | | 
Meanwhile, WSAP, Portsmouth, | Joins Basford PR Department 


Va., has changed its call letters to 


WAVY. This station, with WVEC, | ly 


Donn Alan Pennebaker, former-| 
with Ebasco Service, has joined of the sales staff of Deal Printing 


new headquarters will be in New 
| Yorks. 

‘Rich Heads Agency Production 
Carl R. Rich, formerly a member 


he pointed out, “we are gratified! gives NBC two radio affiliates in| the industrial literature section in|Co., Greensboro, N.C., has joined 


basic service for its industry and to have issues booked to capacity. | 


the Norfolk area. the publicity department of G. M. Hege, Middleton & Neal, Greens- 


to serve as a clearing house of| We have not increased our folio) 


infermation for all important de- 
velopments in its field. 


| Basford Co., New York. 


| boro, as production manager. 


for several obvious reasons. To do| Agency Designed Pabst Sign 


so would increase the workload on | 


our editors. It would cause addi- 


‘BW’ TRYING TO HOLD 
ISSUES TO 200 PAGES 


New York, Sept. 23—Business | 
Week has not set a definite maxi- 
mum limit on the size of its is- 
sues, although several recent is- | 


sues have been completely sold) 


out. But the McGraw-Hill publi- | 


tional difficulties in the bindery, | 
/and we do not believe it would be 


in the best interests of advertis- 


is “When you have some issues 


with nine or ten spreads scheduled 
and others which include only 


In a picture caption in its Sept. | 
14 issue, AA inaccurately indi- 
cated that Landau Outdoor Adver- 
lising Co. designed and produced 
the spectacular for Pabst Brewing 
Co. in Philadelphia. Warwick & 
Legler, New York, designed the 
spectacular, and it was built from 
models produced for the agency 
by Outdoor Advertising Inc. Lan- 
dau merely constructed the spec- 


AL A A NE AS ES A ED 
You Cover— é 


3% 4 QUAD-CITIES 5 


: . : | three or four, most advertisers 
cation is trying to hold its issues | ‘ “ae : ; 
to a total of 200 pages per copy, | 28ree that their interests are best 


|served by switching insertions 
plus covers, because of technical | "ie 
from the crowded issues to ones 


difficulties of trimming and stap- Sacks ae ded.” 
ling a larger number of pages |e 
H : Cc. St adie ti an | If there are indications that the 
yo “ aes a told Aw | current situation is likely to con- 
— ee Samer: YO tinue, he said, measures will be 
that some recent issues have had a pore : tion at but h 
larger number of advertisers par eee wee Dewan ey ee sew 
~~ | does not think this will be neces- 
scheduled than could be accommo- | some 
dated conveniently. When this has | na 


happened, it has been suggested to | 


some advertisers that they switch | Robertson to Lewis & Gilman 
Elizabeth H. Robertson, former- 


their ads to other issues. In vir- | : ; : 
tually all cases, Mr. Sturm said,|1¥ associated with Adelphia As- 
‘ide thas heen Gene |sociates, Philadelphia publicity 

‘ ? ; consultant, has joined the public 
‘ relations staff of Lewis & Gilman, 
# Mr. Sturm attributes the cur- | Philadelphia. 


TIDE’S ADVERTISING FORMULA 
CLEANS UP IN THE ST. PAUL MARKET 


TIDE waits for no man in the St. Paul market! LIDE goes 
out after the laundry soap and detergent business—and yets it— 
by advertising regularly in the St. Paul Dispatch and Pioneer Press. 


According to the St. Paul Consumer Analysis Survey, TIDE'S 
consumer preference rating has been jumping by leaps and bounds, 
and the latest 1953 figures show that TIDE is now the leader 
in the St. Paul market with a 26.7% consumer preference rating. 
This leadership speaks eloquently of the success of TIDE'S 
extensive advertising in the St. Paul Dispatch and Pioneer Press 

. the only newspapers to blanket the St. Paul “half of the 
Twin City market. 


Here is the laundry soap and detergent story in St. Paul as 
revealed by the 1953 St. Paul Consumer Analysis Survey. 


Laundry Soap and Detergent Brand Preference 


BRAND 1953 1952 1951 
2 ee eee 26.7% 21.1% 16.7% 
|. aes 23.7 26.1 27.5 
eee 11.5 13.6 17.1 
ere 8.0 12.0 10.3 


Regardless of what your product may be, if your aim is to 
“clean up” in the prosperous St. Paul market, you will want the 
wealth of information about buying habits and brand preferences 
for hundreds of major products contained in the 1953 St. Paul 
Consumer Analysis Survey. For your personal copy, contact your 
Ridder-Johns representative or write Consumer Analysis, Dept. B. 


Representatives 
RIDDER-JOHNS, INC. 
New York—Chicago 
Detroit 
San Francisco 
Los Angeles— St. Pau! 


». PAUL 


DISPATCH 


oP. a @+:o0o0te we 


ONEER PRESS 


Minneepoiis 


tacular, according to the agency. 


WHEN YOU USE THESE ee 


Read by 57% of a2 Ser, all Quad-Citians 


Heads Nuclear Division 

Gordon R. Molesworth joins | 
Bozell & Jacobs, New York, on| 
Oct. 1 as director of the agency’s | 


nuclear energy information divi- | i M 0 L | N E — 


sion. He was formerly assistant to) é ee, , Dispatch 
the manager of Oak Ridge opera- | Neat “4 
tions for the Atomic Energy Com- sii iis ae ee 


mission, in charge of public rela- | 
tions. 


WVHEN advertisers buy 
more total space in 
The Miami Herald than 
in the Chicago Tribune, 
the Los Angeles Times, or any 
other morning newspaper’, 


| it’s sure proof they’re 


profiting mightily from 


Florida’s billion-plus 


Gold Coast market 


eece r08'? 


—and the low-cost coverage 


= 


ees x 


The Miami 7 


5! 


devald 


... Why don’t you? 


“The Miami Herald led all morning newspapers in total adver- 
iising with 15,729,350 lines—1st 6 mos. 1953, Media Records 


_ JOHN S. KNIGHT, P sblisher STORY, BROOKS & FINLEY, Notional Reps. 


Affiliated Stations -- WQAM, WQAM-FM 
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